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dough Proofs 


If Jimmy Petrillo really suc- 
peds in cutting out phonograph 
pord production, manufacturers 
f home wire recorders will have 
) start working extra shifts. 
7 F 


General Mills, says an AA story, 
bn be depended upon to continue 
b use the razzle dazzle in adver- 
sing and promotion, possibly in- 
enced by the proximity of Mr. 
ierman’s Gophers. 

vvy 


So many advertising men who 
e leaving the grind are retiring 
Sarasota, Fla., that social re- 
archers are wondering whether 
is the circus or the Boston Red 
bx who provide the attraction. 

Gy ¥F- ¥ 


Newman McEvoy says the ABC 
competing with dramatized 

esentations of readership stud- 
s, It’s practically like putting 
idition in competition with mul- 
plication. 

7. = <= 
Bill Benton has left the Depart- 
ent of State to return to Ency- 
yaedia Brittanica as board 
airman, there to continue his 
orts to spread enlightenment 
roughout the world. 

ae 


James E. Jump heads a new 

les research organization in New 

brk, and it should be unnecessary 

suggest what his clients will 

ye on their competition. 
vvy 


The C&O is now offering to 
ke hotel reservations for its 
tomers, apparently not realizing 
> difference between a reserva- 
n and a room. 

— w~ F 


\n adman is looking, via the 
ified columns, for a young 
ian who is “able to take re- 
Msibility and handle detail in 
--man department.” 

e seems to want a Girl Friday 
bo is willing to work even on 
urday. 

. |. °F 


sladys the beautiful reception- 
Says she sees William F. Rupert 
Ss been compiling national birth 
S for fifty years, and she thinks 
must have to buy an awful lot 
greeting cards. 

vgv¥se*y’? 


The International Typograph- 
| Union is credited with saying 
ht» union man with worries is 
: efficient than a stenographer 
Ve, 

' 4 boss trying to do business 
4 no-contract arrangement? 

vvy 


lanufacturers of foundations 
bras are throwing themselves 
orously into the fight against 
; ir-glass shape for females. 
°y ore demanding a continuance 
‘reelom of the shes. 
-— a oe 


Back vo Normatcy Norte 
So'es manager was recently 
td complaining that he had 
ig order because a com- 
iad cut his prices 30%. 
v,vyY 


ne Tunney is a contributor 
‘Stim’s “How to Get More Out 

Maybe he recommends 
from the ring while still 
n, undefeated and healthy. 


Copy Cus. 


ey 


10.000 TIMES 
MORE BENCTIFUL THAN LIPSTICh 


This Wandeviul New Woy to Cobar Lips 
ffs Cunrentrated Color That 
_ Newer Ueserts Your ipa in Poickes 


Lincoln. eg Os 


CONTROVERSIAL—This Lady Esther 

copy, scheduled for magazines, caused 

a furor in publishing circles because of 

its claims for Lipcolor. Biow Co. is the 
agency. 


Lady Esther Copy 
Undergoes Change 
for Magazines 


Disparaging Claims 
Regarding Lipstick 
Arouse Publishers 


New YorKk—The talk of maga- 
zine publishing circles last week 
was Lady Esther’s “Lipcolor” 
copy. 

The copy, which originally 
claimed Lipcolor was “10,000 
times more beautiful than lip- 
stick,” and hooked wickedly into 
lipsticks (‘““Not greasy, not dry... 
Your lips will no longer wear a 
thick, pasty coating” while Lip- 
colors never pile up, never cake, 
“never, never, never deserting your 
lips in patches”), seemed to be on 
the way to toning down. Future 
copy in Harper’s Bazaar and 
Vogue in November will omit the 
10,000 times claim, substituting 
“it’s new, it’s different, it’s oh, so 
beautiful.” The brash talk about 
lipstick has been softened, al- 
though the statement that it 
“never deserts your lips. in 
patches,” continues. 


Reject Original Copy 


Behind the copy change lay an 
objection by the Copy Advisory 
Committee, a group which repre- 
sents 22 magazine publishers, is- 
suing 75 to 80 magazines. The 
committee, however, told AA that 
its objection was not to the 
“10,000 times” headline, which it 

(Continued on Page 110) 


Distillers ... 


may enjoy holiday. See 
‘Private Lines,’ Page 
107. Other features: 


Ad-libbing 
Advertising Market Place. . 
Coming Conventions .. 
Department Store Sales 


..100 


Lever Chunk Lifts 
SSC&B fo Elite 
$10 Million Group 


Lifebuoy's $1,500,000 
Boosts Total; Employes 
Now Number 80 


New York—Just 15 months 
after it started operations in two 
rooms, Sullivan, Stauffer, Colwell 
& Bayles moved into the charmed 
circle of advertising agencies—the 
elite group billing at the rate of 
$10,000,000 or more annually. 

The latest Lever Bros. Company 
business, Lifebuoy, gave them the 
rise. 

Many anxious moments passed 
between the time that the five 
original partners, Ray F. Sulli- 
van, Donald D. Stauffer, Robert T. 
Colwell, S. Heagan Bayles and 
John P. Cohane, started their op- 
erations in the Bar Association 
building and the present high tide 
of the agency. 

SSC&B started when space was 
at a premium. When Carter 
Products was selecting an agency, 
it was frankly dubious that 
SSC&B—which is still temporarily 


housed in the Hotel Marguery, 
but then was still in the two 
rooms of the Bar Association 


structure—had the physical. plant 
to handle the account. 


Still Temporary Quarters 


The agency, which claims to 
have set a record for piling up 
billings from scratch, is housed 
on two floors of the apartment 
hotel, and still has no formal re- 
ception room, carpeting, drapes or 
much of the other trappings which 
distinguish agency offices in New 
York. In its first location it had 
no telephones, and the partners 
raced up and down stairs to a 
coin-operated phone. After they 
moved to the Marguery they had 
a telephone, but no switchboard, 

(Continued on Page 109) 


LUCKY CUSTOMER—Slough of coins 

fall as Jack-Pot Bonus?, device of Bonus 

Advertising System, Los Angeles, oper- 

ates through cash register in drug store 
during test. 


"Jack-Pot Bonus?’ 


Machine Is Latest 


in Point-of-Sale 
Elaborate Ad Uses 


Planned for Local, 
National Companies 


Los ANGELES—A year from now, 
the following will occur perhaps 
once a day in at least 20,090 drug 
and other retail stores in the na- 
tion: 

A customer walks in, buys any- 
thing from a package of gum on 
up (or merely asks for some 
change), the cashier rings up the 
sale on the register—and the cus- 
tomer wins an award of several 
dollars, provided only that he can 
answer a simple question. 

This, at least, is the expectation 
of Bonus Advertising System here, 

(Continued on Page 113) 


Last Minute News Flashes 


Lewyt Sets $1,000,000 ‘48 


Ad Budget 


New Yorx—Lewyt Corporation has appropriated approximately 
$1,000,000 for its 1948 advertising budget, including national maga- 
zines, trade publications, newspapers, cooperative dealer promotion 


and a motion picture. 


The tentative schedule, which may be in- 


creased, includes ads in American Home, Better Homes & Gardens, 
Good Housekeeping, House & Garden, Ladies’ Home Journal, Life, 
Parents’ Magazine, The Saturday Evening Post, Woman’s Home Com- 


panion and business papers. 


Agency is Hicks & Greist. 


Latest PAG Contest Offers Prefabs 


CINCINNATI—Procter & Gamble Company has launched another huge 
contest, this time one worth about $100,000 to contestants, for Oxydol 


Cuicaco — Tucker Corporation 


detergent. Each week for five weeks starting Nov. 3, a prefabricated, 
| two-story, two-bath Cape Cod house made by General Plywood Cor- 
| poration, Louisville, will go for the best 25-word “why I like” entry. 
| Other weekly prizes are one $1,000 and 30 $50 cash awards. 


Full- 


| color ads will appear in leading women’s and shelter magazines. 
Dancer-Fitzgerald-Sample, Chicago, is the agency. 


_2| Tucker Tells Progress in Newspaper Ads 


is running full-page “Report of 


.101| Progress” ads in 72 newspapers in 38 major cities to announce that 
. 24| 25 pilot cars are going through Tucker assembly lines and will be 


= 12| ready for road tests Dec. 15. 
4 manufactured, the ads declare. 


i ... 12) Lever to Enter Food Field with Cake Mix 

In Washington ............. +... +5. i: CaMBrRIDGE—Lever Brothers Company will soon expand its food 
we nae Tar hed rey ete ine business with introduction of a cake mix, as yet unnamed, which will 
Rough Proofs ne RISC: | be advertised through Ruthrauff & Ryan. 


Voice of the Advertiser. . .. 102 (Additional News Flashes on Page 115) 


Editorials ......... 
Feature Page 
Getting Personal .. a 
Information for Advertisers 


By late spring 1,000 a day will be 
Roy S. Durstine, Inc., is the agency. 


Brand Names Trial May 
Become U. S. Blueprint 


Greenfield Test 
Seen as Pattern 
for Future Sales 


GREENFIELD, Mass.—Greenfield’s 
brand names experiment, launched 
here Oct. 20, can “become the 
basic blueprint for similar action” 
throughout the nation, according 
to Henry E. Abt, president of the 
Brand Names Foundation, New 
York. 

In Greenfield to launch the ex- 
periment, sponsored jointly by 
the foundation and the retail 
trades division of the Greenfield 
Chamber of Commerce, Mr. Abt 
told 300 advertising and store 
managers that the Greenfield pro- 
gram was not conceived for local 
use alone, but that it is “writing 
a new chapter in product mer- 
chandising and establishing a pat- 
tern to be used in every city and 
town in America.” 

“That’s why we are checking 
every step and move with utmost 
care, noting down your every pro- 
cedure, photographing the activity 
in all its aspects—even making a 
motion picture of it,” he said. 


Must Be ‘Priming Agent’ 


Explaining the purpose of the 
city-wide grass-roots experiment, 
which runs through Nov. 5, Mr. 
Abt pointed out that “a very high 
proportion of America’s consumer- 
goods business is primed by ‘na- 
tional advertising,” but added that 
“the program of the next 15 days 
in Greenfield is based on the 
sound premise that national ad- 
vertising can only accomplish part 
of the job. To get the best re- 
sults, advertising must become the 
priming agent for the economic 
system, with the point of sale 
properly tied in to the over-all 
educational job.” 

For these reasons, the founda- 


Esso, 36 Years 
Afterward, Finds 
Dissolution Good 


New YorkK—Four decades after 
publication of Ida M. Tarbell’s 
“History of the Standard Oil 
Company,” which led, in 1911, to 
the dissolution of the old New 
Jersey company as a monopoly, 
a booklet has been issued called 
“An Introduction to Standard Oil 
Company (New Jersey).” 

The old Jersey company had as- 
sets of $860,400,000, did about 
two-thirds of the nation’s petro- 
leum refining and marketing, it is 
explained, and “controlled an even 
larger proportion of the pipeline 
business.” 

Today, with assets of $2,660,- 
000,000, the booklet shows, Jersey 
Standard affiliates account for 9% 
of total United States crude oil 
production, 13% of the refining, 
and 14% of all sales of petroleum 
products. 

Although exact figures were not 
divulged, AA was told that the 
present Jersey company spends 
about 20 times as much in adver- 
tising annually as did the old 


| “trust.” 
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tion president said, “we are fun- 
neling the billion-dollar power of 
our brand educational machine to 
each store here to ascertain what 
it will do.” 

Denying the implication that 
boosting of nationally advertised 
brands would hurt those not in 
this category, Mr. Abt said: “If 
this force is effective in the in- 
stance of the national trademarks, 
wg believe all will gain propor- 
tionately. That has been the his- 
tory of brand distribution. It de- 
stroys nothing except the market 
for fraudulent merchandise. All 
good merchandise gains better dis- 
tribution. Its creative force helps 
build the whole economy.” 

First to feel the effects of the 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


</ Artkraft® Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


*Tredemarts Reg. U.S. Par OF. 


intensive promotional program 
zette, local daily. In six days of 
advertising, three of it preceding 
the start of the experiment, the 
Gazette showed a 46% gain in 
linage. 

To date, after six days, a total 
of 44,618 additional lines of ad- 
vertising have been placed in the 
Gazette, over normal advertising 
placement. The gain was com- 
pared to the same six days in 
1946. Heaviest advertising is yet 
to be placed in the 15-day pro- 
gram. 


National Advertisers Help 


Backing up the advertising ef- 
forts ot local merchants—all of 
whom are playing some vital part 
in the experiment—are national 
advertisers, who are channeling a 
considerable amount of special 
display linage into this city of 
18,000 to help promote the brand 
names experiment. 

Although Gazette officials de- 
clined to estimate, officials of the 
Chamber of Commerce estimated 
that 30,000 additional lines of na- 


| tional advertising would be placed 
was the Greenfield Recorder-Ga- | 


during the 15-day experiment. 

National advertisers, too, are 
putting their weight behind the 
Greenfield program with ship- 
ments of some hard-to-get mer- 
chandise to insure its being on the 
counters during the period in 
which Greenfield “sponsors Amer- 
ica’s brand names.” 

Although Greenfield is inter- 
ested in the over-all national im- 
plications involved in this ex- 
periment—an experiment which, 


|if successful, can rival the New- 


buryport Plan in practical applica- 
tion to the nation’s economy—its 
merchants are frank to admit that 
they have another interest. 
Situated in the heart of Frank- 
lin County, of which it is the 
county seat, Greenfield has strug- 
gled for years to command the 
business of the estimated 55,000 
persons in this trading area. If 
the promotion has any particular 
success, merchants say, they want 
it to be the cementing of this city 
in the trading area here, gaining 
back some of the business which 


* | Then 


eatiat ee 
eaaees 


it has lost over the years to the 
bigger cities of Springfield, North- 
ampton and Holyoke. 


Link Brands with Stores 


All advertising and window dis- 
plays—which will be awarded 
prizes in separate contests at the 
close of the experiment—are be- 
ing planned from the angle of 
tying in the brand names with 
store names. There are two rea- 
sons for this. Stores contend that 
their names are, in themselves, 
brand names which, through the 
years, command respect for qual- 
ity and service. Secondly, they 
are attempting to link, in con- 
sumers’ minds, the connection be- 
tween a particular brand name 
which they read in national ad- 
vertising, and the name of the 
store that carries it. 

In the advertising and window 
display contest, winners of which 
will be announced at a closing 
dinner to be held Nov. 5, judges 
named by the Brand Names Foun- 
dation include: William L. Car- 
ter, assistant vice-president of 
Carter Knitting Mills; Harold V. 
Manser, advertising director of 
the Worcester Telegram-Gazette, 
and Charles Hall, New England 
district manager of Swank, Inc. 
Intermediate judge, to screen en- 
tries before going to the final 
board, will be the Channing L. 
Bete Company, Greenfield adver- 
tising agency. 


To Measure Results 
How will the results of this be 


| measured with any degree of ac- 
| | curacy? 
: | tion has engaged Fact Finders As- 
+ |sociates, Chicago, to assist in this 
» |matter. Fact Finders took a week- 
© |long “before” survey, testing con- 
*,|sumer reaction to brand names 


Brand Names Founda- 


iand to get a general, over-all pic- 
‘ture of public acceptance of them 
and of public regard for national 
advertising in our economic sys- 
item. At the end of the experi- 
|ment—which plugs hard at six 
|points emphasizing quality and 
'service associated with nationally- 
advertised brands — Fact Finders 
will return for an “after” survey. 
its data will be compiled 
and turned over to the Brand 
Names Foundation. 

It is on the basis of these sur- 
veys, plus the information gained 
from retailers here as to the suc- 
cess of the experiment, which will 
depend the ultimate use to which 


'\this experiment will be put on a 


nationwide basis, in rounding out 
the picture of national advertising 


Ye C | direct to the consumer. 


He says it’s nice, but we should have 
seen his l[|OWA territory! 


Iowa is a heaven-on-earth for salesmen, a state- 
wide market ranking with the first 20 cities in 
America. That's the way to look at it, too—as a 


city—because the Des Moines 


Sunday Register 


brings you the whole state in one convenient pack- 


age! Yes, this unique newspaper covers 67 
sales-rich Iowa for a milline rate of only $1.66. 


ABC Circulation March 31, 1947: 
Daily 365,559—Sunday 480,803 


% of 


PACKAGES 


THE DES MOINES 
REGISTER anv TRIBUNE 


A STATEWIDE URBAN MARKET 


RANKING AMONG AMERICA'S TOP 20 CITIES 


Basic Member American Newspaper Advertising Network 


Richard Downey Sues 
FC&B for $55,000 


Richard V. Downey, until Aug. 
20 in charge of new business for 
Foote, Cone & Belding, San Fran- 
cisco, has sued the agency and its 
principals for $55,000 for damages 
to his business reputation and fail- 
ure to fulfill his employment con- 
tract. 

Mr. Downey, who joined FC&B 
in 1944 and went to San Fran- 
cisco in 1946, said he had brought 
$2,000,000 in new business and 
for this service “Mr. Foote told 
me I would be ‘rewarded hand- 
somely.’” Instead, the suit de- 
clares, Mr. Downey was ordered 
“out” Aug. 20, without receiving 
a promised raise. 


‘To Wax Marx Program 


Allen Gellman, president of 
'Elgin American division, Illinois 
| Watch Case Company, Elgin, IIL, 
|maker of compacts 
| products, has agreed to the use of 
transcriptions for the Groucho 
|Marx half-hour program which 
| Elgin American will begin spon- 
soring over ABC Oct. 27 at 8-8:30 
p.m., EST. Weiss & Geller, Chi- 
cago, is the agency. 


Wenland Agency Moves 


Adolphe Wenland & Associates 
has moved to new offices in the 


|Hollywood Roosevelt Hotel, Hol-| 


lywood, Cal. 


and other | 


So 


ry 


sing Age, October 27, 154 


STAMPEDE 
WARNING 


TO THE 
POLICE DEPARTMENT 
Cnly 6 days to prepare! Next Saturday is B-Day 


Adve 


The parade to washdey freedom sterts at ony of these Bendix deslers’ ster, 


HOW'S THAT? — This 1,000-line 
full-page ad, over dealer signature 
will run in newspapers this week to t. 
Bendix Home Appliance prospec 
about easier credit terms. Tatha 
Laird, Chicago, is the agency, | 


Bendix Dealers 
Practically Yell 
New Credit Term 


SoutH BeEnp, INp. — “Stamped 
Warning” in up to 144-point tyy 
headlining “shocker” advertis¢ 
ments will run in newspape 
throughout the U. S. this week 
Bendix Home Appliances dealej 
call attention to easier instalmey 
terms after Nov. 1. 
“Stampede Warning to the poligf 
department,” the full headling 
said in Sunday papers. “Only sj 
days to prepare! Next Saturday 
B-Day.” Copy points out that goy 
ernment credit regulations will } 
lifted and “women who for yea 
have wished for the kind of wast 
day freedom the Bendix aut 
matic washer alone can provid 
will have their wishes come true 
The ads vary from full-page 
1,000 lines and are to run int 
early part of the week. All ca 
signatures of dealers. As a fd 
low-up, dealers have a choice 
five newspaper ads of from 
inches to a page to explain ne 
easy-payment plans effective Ng 
1. Supplementary material di 
has been supplied for dealer uw 
Tatham-Laird, Chicago, is # 
agency. 


‘LHJ’ Claims Ad Record 


A total of $2,653,909 has be 
invested by 326 advertisers in t 
November issue of the Ladi 
Home Journal. This, the magazi 
claims, is the largest dollar w 
ume of advertising of any sing 
issue of any magazine ever pl 
lished. 


THE TYRANNY 
OF PERCENTAGES 


The advertiser who bases his 
appropriation on some fixed 
percentage of gross 
makes the mistake of assum- 
ing that as sales drop the nee 
for sales effort lessens propor 
tionately; and conversely, 4% 
sales go.up the opportunity !o 
increasing them sstill further 
continues indefinitely in 
same proportions. 


Percentages intelligently 
ized can serve as useful guide 
posts . .. BUT following them 
blindly is submission to 
tyranny of percentages. 
Base your advertising, not 
what the other fellow is spen¢ 
ing, or on what the industy 
as a whole spends, but rathe! 
on what you can reasonab! 
hope to achieve from acver 
tising. 

1T DOESN’T PAY 

TO ADVERTISE F 

Unless You Do It Right! 


JOHN MATHER LUPTON) ~ 
| Co., Inc.-ADVERTISINE) 4 


GRAYBAR BUILDING 


eres 
Sales 


N. Y. 17, N.Y. ki 
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Modern Medicine : 


K 


0 
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NOW More Readers at Lower Cost! 


Modern Medicine will deliver your advertising message 
to all U. S. Practicing Physicians more economically .. . 


24 times a year! 


Write or phone nearest office for details 


NEW YORK * CHICAGO | 
CLEVELAND 
MINNEAPOLIS + LOS ANGELES + SAN FRANCISCO 
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Auto-Lite to Open 
Christmas Drive 


To_epo—Spark plugs in Christ- 
mas stockings will be Electric 
Auto-Lite Company’s bid for in- 
creased holiday sales. 

Small red Christmas stockings 
carrying from six to eight plugs 
will be hung from a_ two-color 
window display poster in dealers’ 
windows, with attractive gift 


Suggest that customers give spark 
plugs as gifts. 

A special trade and national 
magazine promotion will back the 
idea, and the network radio show 
starring Dick Haymes will push 
the gift theme. 


Agency Boosts Durham 
Robert C. Durham, who joined 
Sheldon, Quick & McElroy, New 
York, last May, has been made a 
member of the agency’s plan 


cards attached to the stockings to | board. 


Burgard Named A.M. 
of Brown & Williamson 


Col. John W. Burgard, who has 
been assistant advertising man- 
ager of Brown & Williamson To- 
bacco Corporation, Louisville, 
since January, 1946, has been pro- 
moted to advertising manager. 

W. R. Hendricks, for many 
years advertising manager and 
purchasing agent of B&W, has re- 
linquished the advertising post to 
devote his entire time to his pur- 
chasing responsibilities. 


Survey Indicates 
Bright Prospects 
for Durable Goods 


WASHINGTON—A survey of con- 
sumer buying plans released by the 
Federal Reserve Board last week 


shows a continuing strength in 


How Many Mouths 
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The biggest families in America live on farms! Is it any wonder 
that well over half of the 67,000 top volume grocery stores are 


located in farm trading centers? Farm families are the best cus- 
tomers of these better retailers. They have what it takes to eat 
well—28% BILLION DOLLARS CASH INCOME! The dinner 
bell rings three times a day on the farm.-They produce their 


milk—taise their chickens—spend more of their food dollars for 
advertised food products. Any way you look at it the farm 
market is a big market worth cultivating. Actually, our families 
are ’3 larger than urban magazine families. We're BIGGEST 
in the country—and even we don't get them all. Remember—when 
they double the recipe on your package, you redouble your 
volume! And speaking of recipes, ask a Farm JourNAL man to 
show you how food advertising gets read in this magazine. 
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|\the markets for consumer dur 
| goods, despite important new 
'tortions in many family food 
‘clothing budgets. 
_ Based on interviews with °( 
| carefully selected individuals i: 2 
‘counties and five metropo!l::, 
areas, the board’s report in the 
current issue of the “Federal te 
serve Bulletin” shows Americ ing 
less optimistic than seven mor ‘hs 
ago, but nevertheless willing ¢ 
buy all that can be produce: j 
the next 12 months. 
The survey was a “quickie” by 
the survey research center of tha 
University of Michigan, the «ame 
team which had made a full-<cala 
national analysis for the boar 
earlier in the year. 


Money Goes fer Food 


Based on field work done during 
the last two weeks in July, the 
new study reports that about iwo 
thirds of all spending units arg 
putting more into food since thd 
beginning of the year, and abou 
three-fifths have cut down sharply 
in their purchases of clothing 
About two-fifths said they wer 
making more money than a yea 
ago. The proportion with regula 
savings plans declined “signifi 
cantly.” 

Units which have increased thei 
spending for food predominant 
are in income brackets over $2,000 
but as many as half of those with 
incomes below $2,000 have found 
ways of meeting increased foo 
costs. 

Interviewers found purchases 0 
cars, consumer durables an 
homes had proceeded generally 
anticipated during the first sever 
months of 1947, and that the mar 
kets for all these products r 
mained strong. They found n 
significant shifts in the incom 
levels of consumers who were i 
the market for these items. 


Hope for Price Drop 


nq 


Where only a tenth of the con 
sumers anticipated higher prica 
early this year, Federal Reserv 
found a third resigned to high 
prices in July. Prospective pur 
chasers of durable items, large! 
from higher income groups, wé! 
more optimistic about the futu 
than other income groups. 

While the survey indicates thi 
there are still plenty of takers 4 
today’s prices, Federal Reseri 
said, nevertheless there is a SI 
able number of people who ho 
to buy during the next five yea 
—at lower prices. 

Recording the opinions of ‘h0 
who are not going to buy durin 
the next 12 months, interviewe! 
concluded: “It appears thet ! 
lower price levels a conside:ab! 
larger group of consumers Ww! 
purchase durable goods and hous 
in the near future.” 


‘Coronet’ Using Radio 


Coronet will promote its N 
vember issue this week, sl! 
Martin Block’s disc jockey sh? 
on Mutual Monday through F* 
day, at 2:45-3 p.m., EST, throug 
Schwimmer & Scott, Chicago. 7! 
whole network will be use‘, “ 
just the one week. 


| “If I fail in my cudition on ¥F 
| Flint, PU croak.” 
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HEROISM 


= 


4,OUR million New Yorkers in a tumultuous 
ovation to a returning hero. Fifth Avenue, 


limes Square, the Garment Center—for 37 


miles, they lined the city streets. 


Heroism is always a magnet. Crowds throng 
\o see a fireman brave flames, a public hero deco- 
rated. Stories of heroism, too, enthrall millions. 


The American Weekly recently published three 
articles on heroism that captured the attention 
© millions of Americans. One of these narratives, 
“\ Rabbi, Two Parsons and a Priest.”’ revealed 
\. Americans everywhere the never-before-told 
li'« stories of four chaplains who sacrificed their 
ovn lives that others might live. 


Another article, ““Motormen and Bus Driv- 
er te spotlighted the dignity of labor by relating 
‘ heroic acts of shone unheralded public serv- 
ats who daily transport millions of Americans. 
\ third article, “Rescue of Evangelina,” de- 
“ibed the heroic deeds of an American news- 
}) perman whose rescue of a Cuban girl gained 
u‘ernational prominence and led to the liber- 
4 on of Cuba. Yet heroism is only one of the 12 
|. sie human interests that move people to action. 


E- i —_— 
“iterial success—and the 12 interests 


\ .on these 12 basic human interests, deep-seated 
wall of us, is based an editorial policy that has 


won the greatest reading audience in the world. 
It is the policy of The American Weekly. 


The articles in this national magazine are the 
drama of truth—the loves and the hopes, the 
achievements and the failures that are daily 
taking place in the next house, the next state, 
the next nation. People everywhere—at every 
level of income, education or social position— 
are caught and held by these vital stories. 

The American Weekly is regular reading in 
9,357,277 homes—reaches one out of every four 
families every week. It provides effective coverage 
in more communities of every size than any other 
publication. And it carries the advertiser's message 
at a lower cost per thousand than any other leading 
weekly magazine. 


$132,307.70 IN ORDERS 
from a $4,558 expenditure 


Two Lane Bryant advertisements — one of 98 
lines, the other 196 lines —drew 43,998 cou- 
pons, 10,368 orders —resulted in sales total- 
ing $132,307.70. These returns prompted 
R. L. Wadsworth, Mail Order Advertising 
Manager of Lane Bryant, to write to The 
American Weekly: “You have reason to be 
proud of the pulling power and sales ef- 
fectiveness of your magazine.” 


New York greets General Dwight Eisenhower back from the wars in “June 1945. Said the late Police Commissioner 
Valentine who saw Admiral Dewey, Gene ral Pe rshing and others welcomed home: * 


brought out 37 miles of Americans 
to welcome Liscnhower home 
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the editorial content of Ps SCIENCE 
The American Weekly a a / 
é Thipg = or ll 
ERICA A, eee 
ait ZERLY. 


ae 
= SECURITY 


A— RECREATION 
#— romance _- 


#— curture iii 
AB — weaun da 
W 9 — acnievement e 
s— HEROISM 
a. 


THE 


Greatest 
Circulation 
in the World 


MAIN OFFICE: 63 VESEY STREET, NEW YORK 7, N. Y. 


; ee $ ae ee 7 . ie : 3 : ; z ay | 2 ‘ gare ints fom Laake Ff capa 
ae es AEE ; eis : eee : a a ago : ey reek? 
: . ., x ‘ - : r . > aig 7 wer oe a ; 
, I . ae es 
; i wane — . . ; a - 
lur clef =e res: hat — | wr, Sou i @ : ; : ca a 
pe ls hm . F a ae “! sees iM “1.9 ie as & f . eet : ed —es Pay ia = > ome pr i : ae = a oe - a ; aiid 
od ond ee oo xs 3 oh i ; A ee et 7; ‘i i! ; oe bo a a .. 4 ce . a 13 es aa a Ce. Sea : ; ue ee 
ee tS Be Rat a " et gee i | Fe case 2. Ogee, - ee my cr ee Pex: Bat i < st ae es a oO Re ky = : a a" 
> | . | | Rie eee ll [tec 5 Gees eee ae 
th 0 . ~ cS yee - y Be oe ‘ 4 i ; 4 i 34 Ee 4 BE : : St . an . 7 ge 4 3 Ri 2 _* “5 be A i % Ke . fin<° -_ i f ’ of fo 
is 1 2 hi oe t af Poeotee Ss “ ie : > s it he - = os : a ‘ — AE ae Psi ‘ if. H ob d be 4 RS = i re y ‘ i Re: Beats ie ie “2 es | t ; <a ae 
tte a - ag ale 8 a j SS ee Ee 4 Baa eB ee ae . Fe ne ge PR a wy ho 1 pete ce ae ; ys , Ebene et 
po] a a 4 ea S wae os ae id oe i : = hs: : er eis < co a 
j the —_— fk aes: ee Say Wis ak : ee: : q 2). an ti re oat, ee , es ae =, thee lake is en RS a r er ae 
in ng 1 i 5 Sauce ae | 0b Cae 2 Se bs ail : , fe. 4 . S fer Se a 1 a Se ee R fot Ait : fam Tea ee 4 a "he oe 
fal Re me ees si  f Pee ee «< — i ee) | 4 a eee eS Pe oe a “i ae ane Sie Sa i tae gee ‘ | ta 
. a ea ae eed baa tae . ee *.. ~~ aay : o we arta a : * 7 ag 
| res fe fs — * ; tm 
j Re ee RI Fa a. Sebi 2 a it mes 2 . - ..- ‘ ; ane a TE. 
ee 6=6©6hC— 7 fee = a (ee ——_ peas 7 a antl ) 
iced j A Sle te sae a ee Z a se ; : “aby atin : i Ping sn 7 ae ; itech ets ies are 
al ee & : eee . Re x > ee © iy A ph : ‘  - . te * . a Sag < Ret ee cays ba HO os er A Ee a : ‘al Pe 4 
S kr fae ieee 2 fare; - 7] t ? we ; ‘ ; TERRE oreo Saag ne ee a ~ 2 7 2 
RO FO ee oy fe — - ; a ee or Ae ee nee , BA Cook Rie CMT 2S og i faa 
| or 7 ee ma Woo, vith Bare. Te 6" Se wanes a 
; Me ee Se pi Be or Fa a ‘ a ee go. sy ¥ a ee See * Gay oh ¥a get opie PS ee er : 3 ; 
f 4 ee ee eS gree f ae + 4 < ah: ¥ ‘tes oe * , “ai BEE OD. oe | 2 aes ee fl a eS Jit: ee are ‘ oe i ; 
oO: the — fo et UO ee ee : Eo \ ~ 9 hi ae — eee a } PY lie A ate COREE 
€ same . eee ec a et a oe ‘ Bes Ps e +e : tek 4 : 4 t —_— Nii Bas . 7 [0 Nae es ee eee i Oar to. t e : 
am xs J a oc pean a . § a : ey ee" x, vd : é ee Pad “ay % 4 Lie... oS. > gl tes 7 é: Chitty Be ae iy > “= 4 +, i 
boar q MN ae eee c. . E ges ’ nia . ge Qe ila : ay a % ih ss ey . ne a pce at ea WO ae —F 
aS A OS’ ..» (Biba i? CR See ee a TE — ~ a 7 ee — ) 
ry 3 ae time : a wm & 1 hears hs: 1 RS sod Re i“ wet wa “Sa CE tee oe eS Be as i | 
_f fi ‘oe ; Tel aS A, *. é 2 =< a mee iat ae od a 
during .\ wi ce ee F; 2% aS a . : a . ys rs oh 7 # ha? i, “Ss y a <7 as te a : a . ¥ ¢ gms } : 
ee i” ae A} PEs ere — . — Sy * a : tae ‘} + a ee °. (Rn ee BE _ a j 
le uel! ——— ts rey “Ser . = Pa ae e —— ff ae ie: . 4 
, = om 4 so ae ike a » Aen aa eit: eae > at a ee t P fee: 3 > =: bi] a > aired H ; aN TT ES Pe ae eran § 7 | T ‘ 
‘AN. Oo’ Sle COPY ae ass : male ane a ON Ba ane | Bee oe a  . Te ae ‘iz 
| 2 | baw d ii et : id ‘ To ag Lee : . bea) Boe se: pe $ oe ES BY. ‘ Bad § : iar POR Sel ou” 1p Be. elim oa a . a ; ian on 
ee i loge. SRS ~ Fe gd fos ANS i al 4 lee 
| mae i ee . si a - rt ® Won ae Si ; & oe &e 8. he > a aa gaa Searmeteret a 7 } ¥a paetae ve 
mre ye fe iia! pie - . aa r H . a ae & % 4 By ; e\* oa 2 io , 5 F * Reed * eae } ge Ge ae ; Pee —“* ao = <a } Be 
¥ Seavey fa 4 es is w _ at ian ‘ 7 . @eie- t, ‘s } : ; : % ee ¥ eG Se ie \ eer ee d agi ir “ ~ } 
>} Re NF me ae epee s 9 i , s & oi as 8 > ns, ¥ \ ‘ = a. ee ie ae ‘eager *) ee j f “4 : 
> eee. FB. - aa ; : a ; . ee : i ; ake Ry “i eteaael seme We. SRE S20 Be ie a, . x 
S -SV ite il +0, “ee / Bes _ 
ae. oh ee Pe : — ss i ’ Bag Sh, a 4 : To ; me, saline Me em Bee, eS 2 : 
| gm ee ees ite ve oS) ee | 4 Ses e a L 4 ABS * ‘ e Z : ¥ 3 £ ¢ Ba es , ge RH MRP E So Sno! oe Fei dR aeRO Ce 7 
SR og eee. 5} ee ae Mos, i ; 4 ; 4 9 = = ae Pe) ae Pigs = ie AR RM eo : ow & = Te oF 
ES Si’ as ee: te ne: ome S | o eq “Fee : 4 ee a. * a 2 s) RO ge ie aes BK Re i ; 
a’ ‘S) Bt Sy pee Semen. 4 . : ae ee ie Ph. ~ = ~~” 3 ii Oe Pie Pee : ta ea - at os. 
x a» : a : BS vig bo oa mR. oom we x F 8 ‘4 ‘ % t rs 3 las os J 5 Re. Se : oe Ps . rer nea get SNES asta i i =F moa < ; ‘ 
- i = Ae ; e a Ce ee Ze a s 7 i > # Lan xo : ‘ . & a ye Se eee Pike ne a oem ‘ . . 
mere ee OA Pe ¥ re ae ry & ae aes ny, as — | Sn a EST caps eee ~ te 
3: 4" oe F ee. a eS ‘Se “a ae. Me : . Se ee AR aR ere ; m9 | 
| 4 a -2. se me - Ps ane, a ee Sat a 2 ei ae ; \ rc : ee oo i Z es Pi i te .° i am, & ee ES z se SA 4 ‘ a ai i, 
Na if bs * <s tap eh: Se Soke = * oe, . PE Py PE, | oy eters oy Pot iy Rees a8 ; ‘i 
| pes ; te Shot Re mele a Be aE Ot ‘ me ae f “ ie eG oe eS a a an oa BE 3 ¥ ic ee ° 1a 
| y as Fy ese eee Fee bee SS eo . ee ty a a th ae : 4 Hay ca PS). : 1 i 
[. en Se lll -— £4 ee Oe | ee Ra eers | ‘| 
es FY .* te i _—o >. Oem Cas A Ales wee A. = 
oil ee 4 P eesue lg Se ee ee ee ee i ' Ec ae Ki i \ e tt a * ae ‘ a Bet, 6 
ae Ao. | ee ME ee. a. ae ‘iP = 
| Se ae Rey —_> i i Se =X. Pk rs f sae aod Fou pe t 4) a 
i e la aR cc cae i os. J 4 Ria q “ . Se eee Bea . BS a Ed b é ot wage. ee 5 3 a 
2S and a Z —_— | Se ie aaa . * ‘ ae. * > igi he ie ss ot /. = = fi ° |i ss ©. <q! <a ; planter 4 ai i Wie i eet 
rally a ee ef yg A: - 44 see a UY Megs: i> ae ‘a ; by. ~~ ey ' og rc a ee 7 " * a = t a 
; ee e” ee Ss on Aa he mes ote gery iii ae ba < s he ae % Seine sae ae €z eo 4 Bel = 
—_ here : A ps I oe hl : ; m rie ie vi ‘g “ee q . : > : —— “yi a ¢ - h t a 
| ; ae | nee ee | VN ce «ee it Tee © oT » aoe gen i BY . t} call 
| a ae . _- a ~ é 7 «ee grates oe at f % om 3 , - “bho bakes e a4 x go d ext Peet Soe SF. Ca ) aan 
‘w. ie, 3 B sx 46 as di z, . Wa Ps ¢ >, : x ‘ . * ; — 3 “ae 4 ’ mo 4 de on te - : ‘: r ds ; ne . | a 
| : 4 B N Be « ie. ‘ ~_ ‘* 4 = \ 4 = \ ~ ml **.y ” ‘ -  y ae  : 4 bs “ . ‘) 2 : y : ¥) ha : ee 
Bs OR RP oer PF he are ss - ci) WM? See Yt oe r io aa 
ool “Sa Se Vass Bs Bin Wee “S45 Pm te fe. fs 
it P * ‘ . , vs € Co 4 i . bad | "eg j * , Fy ¥ Rid ee 7 3 ba & , ps . > Sep ‘ i R eS ies 
df ‘ \ > ad ec #® 4 sc : , Sf ms ri A 5 a tae ’ et 2 | 
' —- he Pt ye t { ee i 4 . 4 wi ; “7 é “Aas we, 4 “a 
\ SS . < Bean é oo * -“~ ‘ ot ‘ alae ' be: Ig , q y é ‘ ; "4 ™ ig Ye A. 4 r on. e. 
| as & “ a 7. 4 e: a M sat { ’ ‘ 4 : . Pee _# if g he ‘ -.. + ; ¥ *. ; — . 
. firs . Y - ae . Re * : +s : \ ey wae , » 4 A 
| . ose ~*~ , a i —— aay ‘ ee reel Oe a. es . ea RS ‘ aq 
ee ; _ | = F ' ¢ > “ y 4 X, ‘oo! Bg. os or. Bis 
NR a. - —.. ° ae . cae ae > ¢ ? ' . ee a 33 . ay de ae a z | a 
: a Fe oe a a * aie oie * NT a! mF oe = rie % =. 4 8S a uF cr 
cae f Sie — - £ ae -£ ’ Ny ty RR ge Me eee A — | ; aoe if r 2 
2) ' 2 Pe : Pi aa i Ke, bisa igh ce dae Mee dee sete ait cours Ne ue : iol ‘n - . 2 Ss ¢ Te Cee P fi ok @ . Mt ; = 
oF am ae ee ee ee ae : bas 5 ee Pia Sh ‘ 
oh BER * SEN th F — eh .. AS. eS a ae LS | : : 
eee aso” WE me, a “tt ie 
| ee. ie 
TT 
it ; 
- * 
‘ eee 
ae ee 
| _ 
| — 
| A ea 
j i " 
| : > 
dio a 
| Bee 
\, oo oe 
——— 
; _ 
re 6 
os 
: Re 
| 25 
F \ P —— . = Sad i 
| 7 +. tultiaciiie. is a! 
/' ] \ —_— ie. seer 
Va {i a” =~ Ta 
i F Bae re. ~ BS . 
=a y oa oe a ae 3 
Py — —- , 
aa Ay , il yee 
: ; . af} pe  * * ig —— SELF-IMPROVEMENT l 
_— Sin . a f° i 
" ~ t 9 : & ; _ 
f— se es Pitas, ' r . . 
pe | 
a 
pic —_— 
Re a) % 
*9 = 
~ eC : 
cs | * 
em mn er a 
; 
on WF LS 
eae 
“ ‘ ee es ‘ : x “ we SN, x oer 2 : ‘ - eae - s “5 * - 4 oe 


< 


ecg SME cs 


wee 


‘Inquirer’ Sets 
Up System of Own 
Representatives 


PHILADELPHIA—The Philadelphia 
Inquirer has decided to set up its 


own exclusive advertising repre-| 


sentation in New York, Chicago 
and Detroit, starting Jan. 1, with 
its present representative, Osborn, 
Scolaro, Meeker & Co. serving un- 
til the end of the year. 

Warner R. Moore, advertising 
director, said the Inquirer re- 
gretted severing the tie with Os- 
born, Scolaro, Meeker & Co., but 
that an expanded circulation and 


"D— fine magazine.’ 

—Ed Kinze, 

famous apple grower, 
Yakima, Wash. 


Write for full story 
1135 S, E. SALMON ST. * PORTLAND 14, OREGON 


“an advertising volume of more 
than 24,000,000 lines annually has 
led us logically to the policy of 
exclusive representation.” 
Theodore W. Lord, who earlier 
this year organized his own re- 
search firm in New York, will 
represent the Inquirer in that city, 
|with offices in the Empire State 
|building. Robert R. Beck, for 
|eight years with the Inquirer, will 


R&R Gets 2, Loses 
Lifebuoy in Lever 
Account Switch 


CAMBRIDGE, Mass.—Lever Bros. 
Company has appointed Ruthrauff 
& Ryan, New York, to handle a 
new product, the name and na- 


| ture of which is to be made known 


|handle its Chicago representation | at an early date. Lever’s Thomas 
and George S. Dix, formerly in| J, Lipton division, Hoboken, N. J., 


charge of the Inquirer’s automo-|ajso has named R&R to direct ad- 
tive advertising, will take over the | vertising of a new product, Lip- 


| Detroit assignment. 


Emmons Carlson Retires 


Emmons Carlson has retired as 
; manager in Chicago of NBC’s cen- 


.|tral division promotion and ad- 


| 


| vertising department. Mr. Carl- 


filled. 


son joined the Chicago office of 
RCA in 1923 as district advertis- 
ing manager. Later he was RCA’s 
national advertising manager, in 
New York. He was appointed to 
the post with NBC, Chicago, in 
1930. His position has not been 


|ton spaghetti sauce. 


Canadian advertising for Lipton 
tea and noodle soups is already 
being handled by R&R, although 
domestic advertising for these is 
handled by Young & Rubicam, 
New York. The new spaghetti 
sauce is being promoted in news- 
papers in several test markets. 

Meanwhile, R&R _ will lose 
Lever’s Lifebuoy soap account, to 
Sullivan, Stauffer, Colwell & 
Bayles, New York, on Jan. 1. R&R 
will retain Lifebuoy’s Canadian 


advertising as well as the Life- 
buoy shaving cream business. The 


|Pepsodent division of Lever has 


announced also that on Jan. 1 the 
Pepsodent tooth powder account 
will move from Foote, Cone & 
Belding, Chicago, to Needham, 
Louis & Brorby (reported else- 
where in this issue). FC&B will 
continue to handle advertising of 
other Pepsodent products. 

Lever has leased quarters in a 
new. building at 445 Park Ave., 
New York, for its shortening and 
soap sales division and for the 
New York office of the Pepsodent 
division. 


‘Finish’ Names Two 

Finish, Chicago, business paper 
covering the porcelain enameling 
industry, has appointed the fol- 
lowing advertising representatives: 
Ben G. Oman, Chicago, who will 
cover Illinois, Indiana, Minnesota, 
Wisconsin and Missouri, and Wil- 
liam E. Coates, Lakewood, O., 
who will handle sales in Ohio, 
Michigan, western Pennsylvania 
and western New York. 


Says Mr. 


Gordon Stevens, 


"As a father, I 


"As an advertiser, 
because it produces results." 


Owner of Howard Motors, 


"T like the [TEM because . . 


"As a citizen, I appreciate its vigorous editorial 
policy and its fearlessness in fighting for a greater 
New Orleans. 


am glad to have the 


ITEM and its wholesome features 
come into our home. 


I like the ITEM 


Mr. Stevens is owner of Howard Motors, 
large, progressive DeSoto-Plymouth Agen- 
cy. and is also President of the New Or- 
leans Automobile Dealers’ Assn.. Inc. 


Reader Acceptance: Largest evening circulation in Louisiana (92% 
concentrated in the New Orleans market--growing steadily) 


Advertising Acceptance: Nearly 12,000,000 lines carried in 1946. 


Your 
New Selling Force 


e 


in New Orleans 


SAW YER-FERGUSON-WALKER CoO., 
NATIONAL REPRESENTATIVES 


\ 


NEW ORLEANS 


i) 


RALPH NICHOLSON, PRESIDENT AND PUBLISHER 
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Pepsodent's Hope 
Tops Hooperating; 
McGee's Second 


New York—Lever Bros.’ Bob 
Hope eased out S. C. Johnson & 
Son’s Fibber McGee & Molly fo; 
top honors in the Oct. 15 Hooper- 
atings. 

Both NBC shows scored a rating 
of 23 but Hope gained first place 
on the list by making 68.6 on share 
of audience against 66.2 for the 
McGees. 

High score for a sponsor in this 
report went to Lever Bros., which 
took first, third and fifth among 
the top fifteen programs. Lux Ra- 
dio Theater (CBS) rated 216. 
while Amos ’n’ Andy (NBC) 
placed fifth with 19.8. In between 
was Jack Benny, an ex-violin 
player who works for the Amer- 
ican Tobacco Company on NBC. 
with 20.6. 

Others on the honor roll: 
Red Skelton (Raleigh), NBC... 
Al Jolson (Kraft), NBC 
Charlie McCarthy (Chase & 

Sanborn), NBC 
Walter Winchell (Jergens), 

ABC 
Mr. D. A. (Bristol-Myers), NBC. 
Fred Allen (Standard Brands), 

NBC 
Screen Guild Players (Camels), 

CBS 
Bandwagon (Fitch), NBC j 
Bing Crosby (Philco), ABC.... 15. 
Gildersleeve (Kraft) NBC 14.7 

Average evening sets-in-use of 
27.5 is up 4.6 from the last report, 
but down .7 from a year ago. Av- 
erage evening rating is 8.9, up 1.7 
from the last report and down 2 
from a year ago. 


Daytime Leaders 


“When a Girl Marries,” a Gen- 
eral Foods NBC soaper, led the 
daytimers with 6.1, followed by 
Philip Morris’ “Queen for a Day’ 
(MBS) with 6.1 but less in share 
of audience. 

Others among the top ten: 

Our Gal,’ Sunday (Anacin), CBS. 6 
Breakfast Club (Philco), ABC... ii 
Aunt Jenny (Spry), CBS 5 
Big Sister (P&G), CBS 
Ma Perkins (P&G), CBS........ 4. 
Young Widder Brown (Sterling 

Drug), NBC 5.5 
Helen Trent (Whitehall), CBS.. 5 


S, VE 


19.2 


18.4 


Breakfast in Hollywood (Kel- 
ie MOMs Viieas keke hake sss - 5; 
| Lorenzo Jones (Sterling Drug), | 


| Daytime sets-in-use—17.9—rose 
/3.1 over the last report and 1! 
lover a year ago. Average day- 
‘time rating of 3.6 was up slight) 
| The World Series final game ‘ 
Sunday afternoon over Mutual hi! 
the jackpot for a score of 30.3, bu 
'only regularly scheduled program: 
| get berths on Hooper’s list. The 
|/next report will give revised rat 
|ings for daytime programs whic! 
'had to compete with the baseba! 
‘games for the listeners’ favo! 
| Additional telephone calls will be 
/made for the hours in question. 


'C. E. HOOPER PLANS 
ADDITIONAL SERVICE 

New York—uw. S. Hooperatings; 
a measurement of the size of tht 
| home audience by network shows, 
'which previously was offered 
subscribers as a separate ser\ 
by C. E. Hooper, Inc., soon wi 
|made available to them as 4 
added service. 

Survey work for this s 
which is planned for relea: 
April, 1948, will be done in Febru 
lary and March. Unlike Hooper 
|semi-monthly reports, this wi: ' 
| based on a cross section of /a¢ 
|homes throughout the nation, ‘e!® 
|phone and non-telephone. ‘e!* 
|phone interviews will be ; 
bined with diary technique. 4* 
| radios in the home will be cov re 

Programs of advertiser : 
scribers to Hooperating 
which are carried on 100 or 
stations of any of the four ma)” 
networks will be includec ' 
the report. These “projec‘a> 
ratings,” as they are termed 
to show the number of listen!» 
|homes for the coast - to- oa* 


servic 
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WOMEN’S WEAR DAILY 


FAIRCHILD BUSINESS PAPERS - THE HEART OF THE BUSINESS NEWS 


124,891 more feet 
to Speed up the news tempo 


In the fields we cover the tempo of business is stepping 
up ata dizzy rate. The 1920 jack rabbit is the tortoise of 
today. Things are happening fast everywhere in the 
world; and everything that happens in the changing 
social orders or economies is of vital significance to 
the industries we serve. 


News literally pours over our desks every hour of the day. 
It must be digested, evaluated, and disseminated in a mat- 
ter of hours. Our business news often has a two-way stretch: 
it may come from Melbourne or Cairo and be of tremen- 
dous portent to Capetown or Shanghai; so it must reach 
these far-flung cities before their sun sets. 


DAILY NEWS RECORD 


RETAILING HOME FURNISHINGS 


Obviously we had to have more space. Fairchild is big 
business whose business papers cater to big business. We 
just couldn't keep on doing the job in the 50,000 square 
feet of the old building. We were growing too fast; more 
and more business people were buying our papers; more 
and more advertisers were using our pages. 


So the new building is a life saver. Twelve floors averaging 
9,000 feet each—plus a basement which give us an extra 
17,000 feet—three acres of additional space... giving us a 
N.Y. total of 175,000 feet. Plenty of room to work in... all 
planned so that the 1,361 full time workers and the 327 
correspondents can do a better and faster job in keeping 
our 117,079 subscribers abreast of the business news. 


FAIRCHILD PUBLICATIONS 


8 East 13th Street, New York 3,N.Y. Phone ORchard 4-5000 


Covering the Textile, Apparel, Home Furnishings and related industries 


MEN'S WEAR FOOTWEAR NEWS 


MEMBER AUDIT BUREAU OF CIRCULATIONS 


FAIRCHILD BLUE BOOK DIRECTORIES 
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Women’s Ad Clubs 
Announce Award 


Detroir — Establishment of a 
national advertising award for 
women was announced here last 
week at the two-day inter-city 
conference of women’s advertis- 
ing clubs. 

Honore Gregory House, Cleve- 
land, vice-president of the Adver- 
tising Federation of America, said 
the annual award will go to the 
advertising woman “whose ac- 
complishments over a period of 
years have built prestige for her 


CAR eee ADVERTISERS! 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


CARDISPLAY CO., 1004 MARQUETTE AVE., MINNEAPOLIS, Mg. 


profession.” 

A seven-member committee 
representing the Women’s Adver- 
tising Council was appointed to 
screen the 1948 candidates. Win- 
ner of the national award will be 
named at the AFA convention in 
Cincinnati next June. 


‘Collier's’ Increases 


Advertising Rates 


Collier’s, New York, will boost 
its advertising rates for the first 
time since 1942 when, effective 
with the March 6, 1948, issue, it 
will increase rates approximately 
10%. 

New page rates will. rise from 
$7,000 to $8,000 for black-and- 
white; from $8,000 to $9,400 for 
tint; from $10,000 to $11,250 for 
four colors, and from $12,500 to 


| $14,300 for the back cover. Simul- 


taneously, the circulation will be 
increased from 2,700,000 to 2,- 
800,000. 


AFM on its ban on making of 
records and transcriptions. But— 
led by the National Association of 
Broadcasters—they went ahead 
with plans for over-all counter- 
strategy. 

At a meeting here Tuesday, rep- 
resentatives of record manufac- 
turers agreed to participate in 
NAB’s industry-wide music com- 
mittee. This group, scheduled to 
get together early next month, 
represents the major networks, 
AM and FM broadcasters, tele- 
vision, transcription interests and 
record companies. 

Reached individually, however, 
record manufacturers would not 
comment on the situation as a 
whole nor confirm or deny reports 
that they are making platters at a 
white heat to beat Petrillo’s dead- 
line. It was generally believed, 
however, that the large com- 
panies, which had expected some 


Record Companies 


and Broadcasters 
Ponder AFM Ban 


NAB Music Group 
Expected to Consider 
Action Next Month 


New YorK — James C. Petrillo 
told Chicago reporters Oct. 18 that 
American Federation of Musicians 
members will never again make 
records after Dec. 31. And the 
ban of FM music will continue, he 
said. 

Last week the broadcasting and 
record-making industries waited 
for formal notification from the 
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“WSIX gives you all three: 


AMERICAN e MUTUAL 
5000 WATTS e¢ 980 KC 


Represented Nationally 
by 


THE KATZ AGENCY, INC. 


eS Pratt art director 
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INDUSTRY PROSPERS 


In the Nashville market area industry 
is certainly prosperous. Carload ship- 
ments in and out are well over the rec- 
ord 1946 figure. But most important, 
the current employment index is over 9 
percent higher than last year at this 
time. . . But check the market figures 
yourself, then make plans to share in 
annual retail sales of more than 356 
million dollars. . . Let WSIX help put 
across your sales message effectively 
and at reasonable listener cost. A large 
audience listens regularly to favorite 


shows over WSIX. 


Market, Coverage, Economy’ 
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such move by the union, have , 
generous backlog of unrele: se, 
records. 
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Ziv, Cowan Recording Aheac 


Nor were cries of anguish fo) th. 
coming from transcription pro. 
ducers, such as Frederick W. Ziy, 
Inc., and Louis G. Cowan, Inc. Ziy 
packages include 15 musicals, by 
waxings of most of such shows ay 
Wayne King and Korn Kobble;, 


are in sufficient supply to last fo 10; a 
at least a year. Newest addition ae t 
to Ziv’s stable—Guy Lombardo ee 
orchestra—will probably be kep ae 
busy recording shows for futur co. | 
— “oy te ents hé 
No additional activity was note the 


in the Cowan offices. A year’s sup. 
ply of most of his shows is already 
available in record form. Tommy 


lipping 
olumn V 


Dorsey, a canned Cowan attrac. | oe 
tion on some 200 stations, will farm ‘aaa 
like any other disc jockey in the - pte 


event of a record holiday. 
Networks, which like the recor 
companies had received word of 
the union action only from the 
newspapers, were abiding by 
wait-and-see policy. This subje 
might well come up for discussioy 
when network officials begin ne 
gotiating with AFM for a ne 
contract to replace the one whic 
expires Jan. 31. 


Broadwa;: 
But Still 
ry Dept 
inema 4a 
Almost ¢ 


ABC shows which would b wk 
most directly affected would bd icity we 
Philco’s Bing Crosby and the Pa ial cor 


Whiteman daily session of recor( ertionils 


playing. In addition, the networ New Yor 
carries a number of transcribe se. aan 
repeats for audiences on the Wes , 
Coast. 

Mr. Crosby and the Philco Con rance 
poration might decide to step wiTourist 
his recording schedule to be pre The ¥ 
pared for the worst, but to dalfipfice, Ne 
the half-hour program has nevefipf the F 
been transcribed very far in adg™Works 2 
vance. Abbott & Costello’s trang—pegin a 
scribed ABC co-op show will nqpbout 13 
be affected since Mr. Petrillo ha wie 
never permitted music on coop Ma gazi 
erative shows. hristian 


ver’s Ba: 
Martin Block Well Supplied Times M 
King of the disc jockeys at Mugrday R 
tual is Martin Block. Since he geqmVew Yo 
a lot of talk in between number own & 
the network’s present libragm 0rd, V 
probably would last him abo — 
two years without repeating, MaqgUIxe J 
estimates. Oaklei 
CBS carries 10 transcribed remptes, St. | 
peats. Some of them, like Proct@?. direct 
& Gamble’s singer, Jack Smit wr 7 
would find it difficult to get alon ica tionta 
without music, but such people GBpixie fee 


“Lum and Abner” (Miles Labora 
tories) and “Corliss Arche 
(Campbell Soup) would miss it 
a lesser degree. 

Since everything else happe 
on NBC’s “Truth or Cons 
quences” (P&G), that network! 
only show which is rebroadcast ¢ 
transcription, depriving it of must 
probably would have no effect. 

Also to be greatly affected 0 
the loss of revenue from royall 
from new records would be wri 
ers of songs with a mushro0 
popularity. Not so the Hoagy Cal 
michaels, whose longtime hits w! 
be played over and over at all 
rate. 


se. 


That's th 


ee won by 
° Coca-Cola ‘Rejoins’ MBS§"'': 
Coca-Cola Company on Oct. “Hi teachers « 
will resume sponsorship of M0'§M long step 
ton Downey’s “Songs by Dow ney HM 25,000,000 
quarter-hour show on Mutu:!, Wy. ou, 
be heard at 11:15 p.m., EST, “UCT i... of tn 
days, Thursdays and Satu la9% p.. ners | 
Coca-Cola sponsored him on MOM oo... soe 
‘earlier this year. D’Arcy A'V@HB io, veade 
tising Company is the agenc too 
| aeaegien Write t 
‘Staples Joins Bothwell §*. 
, each Am 
| James W. Staples, who forme! 
‘operated his own Los Arg 42 Magaz 


|agency, has joined the Holly ¥ 
| Staff of W. Earl Bothwell, Inc. 


‘Names Earl and Pratt 


| H. K. L. Advertising As 
|Los Angeles, 
Earl an account executive # 
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on. [Movie Makers 
ie, Pre-nell Slump, 


: to nfUnion Charges 


w pre New Yorx—Asking “Is the mo- 
Ine 7 ion picture industry pre-selling a 

‘ “\epression?,” the Screen Publi- 
als, Oui ists Guild and the Screen Office 
10W* af nd Professional Employes Guild, 
i. - 10, have been taking space in 
adi ‘OMiNew York newspapers to call at- 
b ‘ot ention to recent firings in the mo- 
yg lof on picture offices here and to 
¢ “point up film-makers’ profits. 

UU Three small-space advertise- 
ents have appeared since Sept. 
_ the most recent featuring a 
lipping from Walter Winchell’s 
olumn which reported: 

“Despite the wail over the Brit- 
ish blockade on films, things can’t 
be too tough in Movietown where 
one studio paid 750 G’s for the 
Broadway hit ‘Born Yesterday’. . . 
But Still They Wept dept.: Treas- 
ry Dept. figures show taxes from 
inema admissions at $45,972,435. 
Almost a million higher than in 
1946, a record year. So where’s 
hat box office slump? Hmmmm? 
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a "eW A Screen Publicists Guild official 
e whicifi.id the ads will be run sporadi- 
ally, whenever large-scale dis- 
issals come up. Recently 23 pub- 
icity workers were laid off in 
hree companies, he said. The ad- 
ertisements have appeared in the 
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he Welt and no extension is planned. 


France Begins 
Tourist Drive 
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ffice, New York, a service agency 
f the French Ministry of Public 
orks and Transportation, will 
egin a campaign this month in 
about 13 national magazines 
hrough its newly appointed 
agency, L. H. Hartman Company. 
Magazines on the list include: 
hristian Science Monitor, Har- 
ers Bazaar, Holiday, New York 
Times Magazine, Promenade, Sat- 
irday Review of Literature, The 
lew Yorker, This Week, Time, 
Town & Country, United Nations 
Vorld, Vogue and World Report. 
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1g, Mag@Dixie Appoints French 
Oakleigh R. French & Associ- 
ates, St. Louis, has been appointed 
o direct the advertising of Dixie 
fills Company, East St. Louis. 
Radio, newspapers and farm pub- 
ications will be used to promote 
Dixie feeds for poultry and dairy 
se. 
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That's the total of salary increases 
won by America’s school teachers. 


, MBs They’re better sales prospects this year 
. and remember, when you sell 
| Oct. teachers on your product you take a 
of ‘a ong step toward selling parents of 
Dov ney 25,000,000 school-age youngsters. 
_ a In each state, teachers followed prog- 
if iat ress of their salary fight in their State 
atus Mf Teachers Magazine. This local editorial 
on vel Coverage, much of it exclusive, means 
o "I top readership for your advertising, 
- too 
Write to Georgia C. Rawson, man- 
el) age, for the complete story of how to 


reach America’s influential market. 


42 Magazines © 727,000 Subscribers 


TATE TEACHERS 
MAGAZINES — 


7 N. Michigan Ave., Chicago 1, Hlinois 


ew York Times and Herald Trib- |} 1 


The French National Tourist} | 
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IS THE BASIC APPROACH! 


Suppose you’re building a fabric brand for a textile . 
mill... a brand for which you hope to win consumer 
recognition. You must build and maintain brand 
acceptance with the converter who dyes and prints 
the fabric. With the manufacturer who tailors it into 
garments. With the wholesaler who distributes the 
garments. With the retailer who sells them to the 
consumer. 

Advertising in DAILY NEWS RECORD reaches all 
of these trade factors from producer-to-retailer. One 
ad makes a simultaneous impression upon all those 
in the textile-apparel industry whose acceptance of 
your brand is essential. 

That’s why DAILY NEWS RECORD carries so much 
textile brand advertising . .. whether fabric, domes- 
tic, men’s or boys’ wear. 


FAIRCHILD PUBLICATIONS 
FAIRCHILD BUILOING—NEW YORK 3, N, Y, 
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Swedish Line 
Offers Free Trips 
in Essay Contest 


New YorK—Six free trips to 
Scandinavian countries are the top 
prizes in a student essay contest 
sponsored by the Swedish Ameri- 
can Line, for which promotion got 
under way Oct. 19. 

The contest is open to three 
groups, college undergraduates, 
high and preparatory school stu- 
dents and adults. The subject is 
“The influence of Swedish settlers 
on a community or region,” and 
the contest closes April 1, 1948. 

Besides the trips, other prizes 
include trips to Swedish pioneer 
centennial celebrations to be held 
in the Midwest next summer, and 
bond awards. 

Announcement copy will appear 
in book sections of the New York 
Times and Herald Tribune, Sat- 
urday Review of Literature, No- 
vember and December issues of 
Atlantic Monthly and Harper’s, 
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Business Gifts 


Give Trouble-Free 


Pencils 


They're proved sales | 
boosters. Famous | 
“GRIP-TITE”’ ee 

that won't let leads 


out. Your name or 
slogan imprinted on 
these better-writing 
pencils are constant 
reminders, good 
will builders. Wide 
range of models 
and prices. 


Give Zutopotnt Memo Cases 


Another popular 

‘“‘Autopoint’’ im- 

printed number. 

Comes in 2 sizes— 

filled with 200 writ- 
ing sheets 4” x 6’, or 3” x 5”. 
Molded of plastic in black or wal- 
nut. Your name on the front will 
be a constant reminder. Mail 
coupon for details. 


SETTER PENCILS 
Fit any Pocket... Every Pocketbook 
Astopeie! Company. Dept Ab-18, 1801 Foster Ave., Chicage 40, fil. 


**Autopoint’’ ise trademark of Autopoint Company 


Autepoint Company 
! — AA-10, 1801 Foster Ave. | 
age 40, lilinois 
» Please send me details and prices on ! 
"“Auvtopoint™ imprinted Business Gifts. I 
1 & ©) Hove salesman call. | 
; 
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and in Grade Teacher, Instructor 
and Scholastic Teacher. Copy will 
also be carried by 50 Scandinavian 
Magazines and newspapers in the 
U. S. 

Lennen-& Mitchell has the ac- 
count. 


Hudson Schedules Ads 


The first advertising of Hudson 
Motor Car Company’s 1948 line 
has been scheduled for the Nov. 1 
issue of The Saturday. Evening 


Post and the Nov. 8 issue of 
Collier’s. 
To Hertha Samuels 


Hertha Samuels & Associates, 
Chicago, has been retained to 
handle the advertising of Francine 
of France, Inc., manufacturer of 
foundation garments. 


Shannon Advanced 

Richard S. Shannon, in the em- 
ploye publications. division and 
advertising department, has been 
appointed assistant advertising 
manager of the Detroit Edison 
Company. 


Appoints Williams 

Arthur L. Williams, formerly 
copy group chief of Gardner Ad- 
vertising Company, St. Louis, has 
been appointed copy director of 
R. J. Potts-Calkins & Holden, Kan- 
sas City, Mo. 


Bentley Forms Own Firm 

E. G. Bentley has resigned as 
vice-president of Russel M. Seeds 
Company, Chicago, to form his 
own premium sales promotion 
company at 228 N. LaSalle St., 
Chicago. 


. \ 
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U.S. Rubber 
Still Cashes in 


on Philharmonic 


NEw YorK—U. S. Rubber Com- 
pany still is reaping promotional 
profit from its broadcasts of the 
New York Philharmonic, which it 
discontinued last July, after four 
years of sponsorship. 

Now on sale at book stores is 
a new volume, “The Scientists 
Speak,” published by Boni & Gaer. 
The book is a compilation of in- 
termission talks by outstanding 
guests appearing on the Sunday 
afternoon CBS program between 
January, 1945, and April of this 
year. Many outstanding contem- 
porary thinkers, including eight 


ge, Uctober 27, 107 
Nobel prize winners, contribu «4 
to the book, which covers a w de 
variety of subjects. In addition t, 
the regular edition at $3.75, th: re 
is a textbook edition for $1.50. 

An introductory chapter by )r 
Warren Weaver, director of the 
Rockefeller Foundation, points ut 
that the material was written ‘o; 
use on the rubber company’s 
broadcasts. 


Four Name Scantlin 


Scantlin & Co., Chicago, jas 
been named to handle the adver. 
tising of Ideal School Supply 
Company, Chicago, visual educa. 
tion supplies; F. T. Muncie & Co, 
Chicago, auditing services; Nor. 
man-Willets Company, Chic: ago, 
photographic equipment and 


Boebel Farms, Naperville, II. 
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You can’t lose parlaying 


With 50,000 watts now breaking from 


WGAR’s aerial starting gate, we sent en- a 


gineers out to clock them on the course. 


How strong are those watts when they 


reach the finish line—the listeners’ radios? 


We wanted real information. We thought 


you would, too. 


Our clockers made 570 measurements 
at 92 locations in Metropolitan Cleveland 
of the signal strength (in millivolts) of 
all Cleveland stations. Readings were 
taken in every two mile square, averaged 


for the final ratings. 

Out ahead of the pack in Metropolitan 
Cleveland is WGAR, with the strongest 
signal of all five local stations . . . 48.4 


mv/m against the 43.3 mv/m of the place 
station (and even farther ahead in the 


~ 


nineteen leading shopping centers... 
56.1 mv/m to 40.7 mv/m). 

Then, to Akron and Canton for addi- 
tional feedbox facts went our engineers. 


And again, an average of all readings 


shows WGAR the winner .. . 


the most 


powerful signal from any Cleveland 


station in these important markets. 


AVERAGE MEASUREMENT OF SIGNAL IN MILLIVOLTS 
(five Cleveland stations) 


V/M 


METROPOLITAN 
CLEVELAND 


19 CLEVELAND 
SHOPPING CENTERS 


CITY OF 
AKRON 


CITY OF 
CANTON 


WGAR 

STATION B 
STATION C 
STATION D 
STATION E 


48.4 
43.3 
34.3 
32.9 

8.8 


WGAR 

STATION B 
STATION C 
STATION D 
STATION E 


56.1 
34.8 
23.7 
40.7 
19.0 


WGAR 

STATION B 
STATION C 
STATION D 
STATION E 


19.1 
14.6 
1.3 
4.3 
0.3 


WGAR 

STATION B 
STATION C 
STATION D 
STATION E 


44 
3.0 
0.4 
1.2 
0.1 
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ibu'cd § Starts Hosiery Drive 

| widell putterfly Hosiery Ltd., Mont- 
10n tof real, is using copy in selected 
there Canadian dailies from coast to 
50. coast until the end of the year. 
2y Dr. The Montreal office of McKim Ad- 
of theff vertising is the agency. 

its out “eae 

en ‘org Joins Headley-Reed 


Robert M. Reuschle has been 
named solicitor for Headley-Reed 
Company, radio station representa- 
tive, New York. He formerly was 


chief radio time buyer for Sulli- |- 


van, Stauffer, Colwell & Bayles. 


Supply Taylor Names Hoyt 

educa. Charles W. Hoyt: Company, New 
& Co,M York, has been named to. direct 
Nor-@ the advertising of Drambuie, 
licago,™ Scotch cordial, which is exclu- 
t andffsively distributed in this country 
ll. by W. A. Taylor & Co., New York. : 
——— 


" 2 E: pare “ ee ath oe : oes abstr — 
LONG DRINK—That's what Wirt McAllister, account executive of J. M. 
Mathes, Spur agency, seems to be telling-J. X. Kennelly, assistant advertising 
manager of Canada Dry, maker of Spur. The 24-sheet poster will be offered 


this fall for posting in more than 200 cities where licensed Spur bottlers have 
outdoor schedules. 


3 CBS Officials 
Need Not Testify 
7” a 7 

in Drys’ Suit 

LOUISVILLE — Two temperance 
advocates who have filed suit to 
dissolve Columbia Broadcasting 
System have been granted right 
by the district court here to take 
oral depositions from any .CBS 
officer or employe. 

Th2 plaintiffs are the Rev. Sam 
Morris, a temperance lecturer, and 
Henry M. Johnson, Louisville at- 
torney. “On behalf of the boys 
and girls” of America, they have 
charged that CBS discriminates 
among advertisers by selling radio 
time to “wets” but not to “drys.” 
They ask $15,000,000 damages, 


POWER and POPULARITY © 


/ 


And now, turn your glasses over this way where Hooper has 


been running off his own series of Telephone Sweepstakes. 


In the May-June event, WGAR headed the field with a 30.9% 
share of the audience in all rated time periods. And this 


before the increase to 50,000 watts power! 


In the June-July race, WGAR stepped out to a still more com- 


manding lead of 33.2% at the finish. One month of this period 


was with power at 5000 watts, one month at 50,000 watts. 


Now come the July-August results, and WGAR shows its heels to all 


other Cleveland stations with 35.7% share of the audience in all 


rated time periods. That’s 52% more of sets tuned in than the 


next best station! 


When you are making a play for sales in Northeastern Ohio... remember 


... you can’t lose in parlaying the power and the popularity of WGAR! 


HOOPER STATION LISTENING 
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INDEX (July-August) SHARE OF AUDIENCE 


, INDEX 


STATION C STATION 0 


STATION E 


L2G ee 


TOTAL RATED 


| TIME PERIODS 


11.8 14.1 


‘ace. 


> BASIC COLUMBIA AFFILIATE 


eS OOOOIVATIIS 


CLEVELAND 


EDWARD PETRY & COMPANY, NATIONAL REPRESENTATIV(S 


% 


* 
“3 


4a 


“same to be used for broadcasting 
in the public interest, including 
non-drinking broadcasts” (AA, % 
Nov. 4, 746). hi 

Besides CBS, defendants in- | 
clude William S. Paley, president 
of CBS, and Leon Levy and Isaac 
B. Levy, on CBS’ board of direc- 
tors. They asked that they not 
be forced to come here to testify, 
contending CBS does not do busi- 
ness in Kentucky. Judge Roy 
Shelbourne dismissed summonses 
against them. 


Gets Glass Account 


West Virginia Glass. Specialty 
Company, Weston, W. Va., has ap- 
pointed VanSant, Dugdale & Co., 
Baltimore, to handle its advertis- 
ing. Women’s service magazines 
and business papers will be used. ; 


Joins Central Paint 


Harold Swanson, formerly with 
the advertising department of L. 
Sonneborn Sons, New York, has 
joined Central Paint & Varnish 
Works, New York, as advertising 
manager. 


ACB | 
Research Reports Give 


Ga | 
on Obscure Dealerdom 
Activities 


@ Do you know ex- 
actly the extent and 
manner in which 
your dealers adver- 
tise your products? 


This dealer tie-in advertising is 
often the make-or-break for im- 
portant national schedules. It is 
practically impossible to get a 
coherent picture of it except by 
ACB Research Reports which 
likewise keep you informed on 
competitivedealer’sadvertising. 


ACB reads every daily and Sun- 
day newspaper published in the 
U.S. every day, and gives youa 
tailor-made service to fit your 
specific requirements. 

Executives are invited to send 
for our catalog which outlines 


12 ACB Newspaper Research 
Services. 


Send for Catalog 


Gives details-of 12 re- 
search services—covers 
wide range of subjects 
—tells how to estimate 
cost—suggests many 
applications of informa- 
tion furnished—gives 
names of satisfied users. 
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79 Madison Ave. @ Phone Murray Hill 5-7302 
NEW YORK (16) 


538 S. Clark St. e Phone: Wabash 6130 
CHICAGO 5 


16 First Street e Phone Sutter 69/1 
SAN FRANCISCO (5) :., 
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Reserves for Advertising. 


Careful attention of the adver- 
tising field should be given to the 
suggestion advanced to the As- 
sociation of National Advertisers 
by Alpheus C. Beane, general 
partner in the investment banking 
house of Merrill Lynch, Pierce, 
Fenner & Beane, that “adequate 
reserves for advertising and sales 
promotion” be built up during 
good times “to be drawn upon to 
stimulate business in dull times 
when that stimulation is most 
needed.” 

Advertising executives, Mr. 
Beane told the ANA members, 
. must “develop and sell a program 
that looks beyond today’s sales. If 
* you can develop advertising as a 
tool to help stabilize the economy, 
you will have given advertising a 
Social force beyond anything it 
has ever claimed before.” 

This is a challenge and an op- 
portunity of the first magnitude 
for advertising, and its implica- 
tions should not be passed off 
lightly. Advertising men for years 
have believed that advertising and 
promotional efforts, applied to the 
economy when it was in a falling 
cycle, could be tremendously use- 
ful in stimulating recovery. But 
unfortunately, although everyone 
“knows” that the psychology of 
the situation calls for more adver- 
_ tising and sales effort when busi- 
ness is hard to get, in actual prac- 


tice promotional horns are fre- 
quently pulled in at the first indi- 
cation of a declining sales curve. 

Under existing Treasury regu- 
lations, Mr. Beane said, it might 
be difficult to set up substantial 
advertising reserves and have 
them accepted in the same man- 
ner that reserves for physical de- 
preciation of plant are accepted. 
But, if admen build a strong, and 
what seems like a completely rea- 
sonable and valid case, on the 
value of such reserves in ironing 
out the peaks—and especially the 
valleys—of business cycles, he 
believes that it will not be too dif- 
ficult to make the Treasury see 
the ‘justice of such a step. 

Such a step can be of the great- 
est importance, not just to adver- 
tising, but to the entire business 
world and to the national economy. 
Some portion—and in many cases 
a major portion—of all business 
downturns are psychological and 
feed upon themselves. Thus, re- 
duction of advertising and promo- 
tional expenditures and efforts 
during downturns must inevitably 
tend to make the downturn more 
severe, whereas continuance or 
actual enhancement of such effort 
should tend to cushion its effects. 

The subject of advertising re- 
serves, available for action when 
and if required, deserves careful 
study. We hope it gets it, soon. 


Advertising on the Spot 


To a larger extent than most 
admen may realize, the current 
save food campaign of the gov- 
ernment has put advertising on 
the spot. Because the campaign 
is entirely voluntary, and because 
advertising techniques and adver- 
tising men are directing and im- 
plementing the effort, advertising 
is facing one of its most difficult 
tests. 

If the voluntary campaign fails 
to achieve its purpose, advertising 
is going to get a very large share 
of the blame. We don’t believe 
that it will deserve the blame, be- 
cause no adman has ever believed 
that advertising can sell an un- 
popular or unsound product, but 
the cold fact is that advertising 
will get the blame, whether it de- 
serves it or not. 

Under such circumstances, it 
becomes more important than ever 
for those who believe in advertis- 
ing to do everything in their 
power to make the save food ef- 
fort a success. There are a good 


many sceptics who doubt the 
necessity for the program at all, 
but even these must recognize 
that debating and doubt can be 
carried only so far, and that if we 
are to live in a democracy the 
doubters simply can’t withdraw 
from the team and sulk on the 
sidelines while the believers carr* 
the ball. Everyone-has an obliga- 
tion to carry on, once the national 
course has made any other action 
impossible. 

Furthermore, the current save 
food effort should fire the imagi- 
nation of all true believers in free 
enterprise, despite their misgiv- 
ings. It is the first such major 
governmental project in all his- 
tory in which the entire effort 
rests upon voluntary action, with- 
out any compulsory or 
foundation. 

The advertising method is defi- 
nitely on a spot. But if it can come 
through, the acclaim and prestige 
will be correspondingly greater 
and more important. 


legal | 


Booth-Bound 


One of the gayest promotion 
pieces we’ve seen is that of Beatty 
& Oliver, New York agency, which 
has finally won a telephone from 
the inscrutable New York Tele- 
phone Company. But B&O was in 
business for seven months without 
one of Bell’s handy gadgets, and 
they’ve discovered that civiliza- 
tion is geared to the clicking dial. 
They had to operate their business 
(telephone-wise) from aé_ cigar 
store pay ’phone. It was a gruel- 
ing operation. 

“Both our forefingers on the 
right hand are worn down to the 
second knuckle from dialing, and 
our elbows are scraped raw. We 
have a permanent cramp in the 
left shoulder from trying to hang 
onto the phone and make notes at 
the same time. Every suit we 
own has baggy pockets, from be- 
ing weighted down with nickels. 
All a client’s been to us in the 
past seven months is a guy who 
talks too much, just gab, gab, gab 
while we shoved in one nickel 
after another. And did you ever 
get a prospect right to the selling 
point, and then hear the voice 
with a smile say ‘deposit another 
twenty cents, please’?” 

Their experience had one bene- 
ficial effect: “It’s scaled our sales 
talk right down to a neat three 
minutes. When you have to sit 
with your legs in your lap and 
your elbows digging into your own 
ribs, you don’t waste many words 
—or the client’s time.” 

But Beatty & Oliver won their 
battle with monopoly. “The Tele- 
phone Company has finally elected 
us into the brotherhood. We’re 
having the unveiling Oct. 6. Please 
call us and talk as long as you 
like. It’ll be a real pleasure just 
to lean back and listen, while we 
nurse our wounds.” 

Digby 8-0577. 


Nooses Give 


There is a J. T. Freeland in 
Dallas, who operates an auto re- 
| Pair shop, and hired one Ashley 
|Hale, an independent agency man, 
to write some copy for him. 

Not long ago, Mr. Freeland was 
j}astonished to read in the “Per- 
sonals” that he “has so much busi- 
ness ... that he absolutely can- 
not take tare of all his customers 
and will therefore hang himself 
Sept. 10 at 9 a.m.” 

Thereafter, Freeland struggled 
with himself in type, resisting the 
imaginary arguments of his 
\friends against his hanging him- 
jself. On Sept. 8 he bitterly de- 


nounced them, saying they only 
wished to delay his suicide in 
order to keep a supplier of body 
and paint work. “Always think- 
ing of themselves,” he wrote, 
sourly. 

On the other hand, he reported 
he had received two gift ropes. 

He called the hanging off, nat- 
urally; when he found more floor 
space to expand his operations. 
But other Dallas perennial per- 
sonal-users tied in: Magicland 
asked Freeland to come over, 
promised he would “die laughing 
at our goofy jokes, thus saving 
himself the cost of the rope.” 
Guion Gregg, real estate agent, 
congratulated Freeland when the 
repairman decided against the 
hemp; “our fenders need straight- 
ening,” said Gregg. 

Well, that’s advertising in Texas. 


Anatomy Note 


The Christmas slogan of Bryan 
Full Fashioned Mills, Chattanooga, 
will be (for its nylons) “When 
you give, give not by halves.” 


Jottings 


New Yorkers gulped when they 
saw McCreery’s ad _ headlined 
“How elegant! The little pill box 
... $1.98. Even if you don’t take 
pills you’ll find some excuse for 
carrying one of these... .” 

Gallagher’s Steak House in 
Manhattan has announced in ads 
“No steaks—no Gallagher’s ... 
so we'll be closed on meatless 
Tuesdays.” .. 

Leonard Bros. department store 
recently caught eyes in Fort 
Worth with the headline “Look 
what 15 cents buys at Leonard’s,” 
and detailing 12 grocery items 
which 15 gents will buy... 

The Buchen Company recently 
placed ads in the New York Times 
and Washington Star offering a 
house in Wimbledon, England, for 
sale.’ Price £18,500. Buchen did 
it for a British affiliate. . 

Ste. Pierre Smirnoff Fls. is run- 
ning a magazine campaign for its 
vodka, the major part of which 
seems to be to convince people 
that vodka neither tastes like fire 
nor hits the drinker like a 10-ton 
truck. They may be-scaring some 
buyers away... 

When UIP’s “Singapore” opened 
in New York, 100 Deltah pearl 
necklaces were given to the first 
100 women to enter... 

The Doll of the Month Club, 11 
W. 25th St. New York, will 
shortly start an advertising cam- 
paign, using seven national maga- 
zines and newspapers, through 
Artwil Company... 


pr een 


AdveTLstng 


The following documents may be 
secured without charge from com- 
panies sponsoring them or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago |], 


No. 2908. New Media Data. 


The National Provisioner has is- 
sued this folder dealing with the 
publication and its market, in- 
cluding details on _ circulation, 
readers, policies, advertising and 
mechanical information. 


No. 2909. Farm Facts for Adver- 
tisers. 


In this booklet, The Katz 
Agency lists the sources of the 
$25,322,896,000 1946 farm income: 
expenditures, size and facilities of 
farms and other basic data. The 
material was compiled from the 
1945 ‘Census of Agriculture and 
bulletins of the U. S. Bureau of 
Agricultural Economics. 


No. 2910. Buffalo and the 8 Coun- 
ties of Western New York. 

Figures on population, retail 
sales, retail outlets and farms are 
shown for each county and major 
centers in each county in this new 
four-color, 28-page booklet, issued 
by the Buffalo Courier-Express 
Also featured is material empha- 
sizing the importance of the mar- 
ket and its postwar growth. 


No. 2911. The Newspapers in 
Winston-Salem. 

Piedmont Publishing Company, 
Winston-Salem, N. C., publisher 
of the Winston-Salem Journal 
and Twin City Sentinel, has is- 
sued this data booklet, which 
covers in detail the story of the 
newspapers — history, ownership, 
policies and facilities; editorial 
handling; readership; advertising 
rates and mechanical require- 
ments; circulation and the mar- 
ket. 


No. 2912. How to Get Your Share 
of the Lion’s Market. 

The Lion, official publication of 
the International Association of 
Lions Clubs, has issued this folder, 
which reports on its market. In- 
formation is given about the pub- 
lication’s readers—their income, 
ownership of homes, cars and 
radios, their vacation habits and 
hobbies. 


No. 2913. Canadian Farm Market 
Survey. 

Home appliances, heating and 
plumbing, lighting systems, home 
construction and decoration, pres- 
ent farm buildings and _ those 
planned are covered in this report 
of a survey conducted for the 
Agricultural Press Association, 
Toronto, by Canadian Facts. 


No. 2914. Tools of Business. 

Ever Ready Label Corporation 
has issued this catalog illustrating 
dozens of types of package, prod- 
uct and informative labels. 


No. 2892. Young America Fi'ms 
Catalog. 

Young America Films, Inc., 14 
issued this list of its teaching fi'ms 
and slidefilms, with a review o 
each one. 


No. 2893. First Again. 

This brochure, issued by Fat 
ents’ Magazine, lines up the pub- 
lication’s standing in the womens 
service magazine field as to ap 
parel advertising ‘inage. 


No. 2894. New Facts on Haiti 
Market and media data on thé 

export market of Haiti is show 

in this folder, issued by 12 
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here’s the New York 
selling record for the | 
first 9 months 


Total Advertising ......... Br ee oe The New York Times is first 
General Advertising .............. -....The New York Times is first 


Financial Advertising ........ Ate fad Vdd The New York Times is first 
Classified Advertising ..... Res hia The New York Times is first — 
Automotive Advertising” .............. The New York Times is first | 
Retail Advertising:* ...... coe eer The New York Times is first a 
Department Stores* ................. The New York Times is first Im 
Men’s Clothing Stores ...............The New York Times is first 
Women’s Clothing | GEG The New York Times is first 
NT eae ae eran es eee The New York Times is first 
I ts oe pk The New York Times is first 
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Advertising leader in the 


world’s biggest market 


for 29 consecutive years nats Foi The N ew Yo: tk Times. 
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‘Operation Red’ 


Brings Old Brand 
Back in Style 


New YorkK—Some interesting 
highlights on “how to bring back 
an old brand” were revealed by 
Brown-Forman Distillers Cor- 
poration, Louisville, in reporting 
how it revived King Red Label 
blended whisky. 

The company and its agency, 
Ruthrauff & Ryan, put the entire 
promotion into a package called 
Operations Red. Bulletins to field 
personnel were marked “Top 
Secret” and the campaign kept 
as close to a timetable as a mili- 
tary drive. 

The promotion kickoff was des- 
ignated “R-Day,” and on R minus 
45 distributor salesmen began re- 
ceiving postcards, postmarked in 
widely scattered cities, and each 
promising “I'll be seeing you soon, 
Red.” This was a buildup for 
“Red Alert,” the distributors’ sales 
meetings where the entire cam- 
paign was unfolded. 


Plenty of Smoke 


Two troupes of the company’s 
and agency’s executives toured 
with the Red Alert shows, and 
their routing included slide films, 
recorded sound effects, black light 


ASK YOUR 
s LOCAL DEALER FOR 
THESE ARTBROWN PRODUCTS 


» SUPERIOR ILLUSTRATION BOARD 


The flawless white drawing 
surface for your finest art- 
work. Superior’s famed 100% 
rag content permanent face 
Paper is mounted on a well- 
seasoned double tlick board 
that will not warp or twist. 


Available in two surfaces: 
Hot Pressed Surface (H.P.) 


—Hard smooth surface for 
pen and ink that will take 


22x30 the finest cross hatched lines 

$ .90 sheer without feathering or pick-up. 
$10.00 Dozen 

Cold Pressed Surface (C.P.) 

30n40 —Has sufficient texture to 


take wash and water color 
$1.65 sheet gectectty but is not too rough 
$17.50 Dozen or pen and ink, 
(minimum mail order 

1 dozen sheets) 


MARSH BRISTOL BOARD 


Has an in-between surface 

that is neither kid nor 

smooth but is jest right for 

pen and ink work, 

SIZE: 22x30—3 ply only 

Per Sheet ae ap 

Dozen $ 4.00 

Pkg. of 50 $15.00 
(minimum mail order 


1 dozen sheets ) - 
— 
ov \ 


A erwur Brown « sro, inc. 


67 West 449K St. New York 18.N.Y. 


and smoke-making chemicals. 

Meantime, promofion had been 
shifted to the retailer. Teaser 
postcards went to stores, and 
salesmen followed with an illus- 
trated brochure which gave quick 
visual understanding of the plan. 
Some of the salesmen made their 
calls wearing a bizarre attire—red 
wigs, caps, ties and lapel buttons. 
Teaser and announcement copy 
went into liquor business papers. 

With wholesale and retail levels 
covered, the campaign shifted to 
the consumer. Adhesive stickers 
saying ‘“Red’s coming back to 
town” were affixed to hundreds of 
thousands of pennies and put into 
circulation (in New Orleans, 93% 
of a polled sample recalled having 
seen the pennies). In personal 
columns of newspapers, ads were 
inserted reading “I’m coming back 
to town—Red.” 

By R minus 7 point-of-sale ma- 
terial was in retailer outlets, post- 
ers, pennants and back-bar stick- 
ers were in taverns, and clerks 
and bartenders had “been given 
the wigs, ties, caps and buttons 

\ 


previously worn by salesmen. 

For each of the seven days pre- 
ceding R day in each market, 88- 
line ads ran in newspapers, show- 
ing a character leaning from an 
adjoining column to whisper in 
the ear of another, “Oh, boy, Red’s 
coming back to town.” 


Uses Full-Color Page 


On R day (AA, Sept. 1.), news- 
papers carried 1,000-line two-color 
ads, teaser posters were removed 
and replaced with standard copy, 
and consumer giveaways such as 
dime banks and a red-faced doll 
were instituted. The Chicago 
Tribune carried a full-color page 
Sept. 25, the. first such copy to be 
run by a distiller since 1941. __ 

Some of the incidental side- 
lights on the campaign were: a 
deputy sheriff in Texarkana, look- 
ing for a local desperado named 
“Red,” patrolled local haunts, 
convinced that the personal ads 
were a lead; Florida West Coast 
people feared a recurrence of the 
red tide which had plagued 
beaches; and a woman in one city 


called the local FBI bureau, cer- 
tain that the messages signified 
Communist infiltration. 


Pilot Airs MBS Forum 


Pilot Radio Corporation, New 
York, will sponsor Mutual’s 
“American Forum of the Air” on 
21 key stations beginning Oct. 28. 
Commercial time on the show will 
promote the Pilotuner, which 
makes possible FM reception on 
an AM set. Coincident with the 
debut of the 19-year-old broad- 
cast under its sponsorship, the 
company will run newspaper ad- 
vertising in the selected cities. 
Pilot may pick up more stations 
later; meanwhile, MBS will make 
the program available to other ad- 
vertisers on a co-op basis. 


Lightcap Joins Payson 
Milton W. Lightcap, who re- 
cently resigned as head of the 
paint division of Montgomery 
Ward & Co., Chicago, has joined 
the Payson Corporation, New 
York, manufacturer of paints, 
enamels and varnishes, as vice- 
president and general manager. 


Tye. 


<aels . 
the ’ ye, VU UU : 


Large-Size Apples Get 
Special Promotion 

The fall advertising promot oy, 
of the Washington State Ap |. 
Advertising Commission has b:< ey 
extended with a $10,600 fund ty 
help move large-size Delici us 
apples. 

The campaign was underta ep 
because an unusually heavy | o- 
portion of this variety is run; ng 
to large sizes this year. Spot ri |iy 
and newspapers will be used ; ;- 
marily in Los Angeles, New Y. -k, 
Chicago and the deep South J. 
Walter Thompson Company, iec- 
attle, is the agency. 


Galef to Waterston 


Waterston Company, New Y rk, 
has been appointed to handle the 
consumer and trade publication 
advertising of J. L. Galef & Son, 
Inc., importer and manufacturer 
of the Monte Carlo camera. 


Heathman Joins McCann 


William MHeathman, formerly 
with the Register-Guard, Eugene, 
Ore., has joined McCann-Erickson, 
Portland, Ore., as copywriter. 


Ue 


4, i 


Hotp 
Deal. 


CHICAG! 
wrapped 
promotiol 
tensive | 
awards 1 
winning 
terior dis 
be launck 

The ni 
ceive a Lf 
winning 
point’s fa 
celve a ‘ 
Each dist 
$100 bon 
ning dea 
Parker “ 
will go t 
tribution 

The ct 
Taylor, 
will stres 
up store 
plays in ¢ 
low the | 
Hotpoint’ 


* 

What a market “editorial 
screening” supplies for 
shortening and fillings and 
chocolate and flavorings 
and cake flours! 


Millions of pies, millions 
of cakes are on the menu 


every month in BH&G 


families. 
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Hotpoint Starts 


’ 


>t national advertising. Counter 
cards, window streamers, pennants 
and other promotional aids will 
10tion Dealer Contest be supplied dealers, playing up 
Apple Cuicaco — Hotpoint, Inc., un-|the all-electric kitchen and laun- 
been ff wrapped a nationwide Christmas| dry. Advertising will be continued 
nd to promotion recently, with an ex-/through the contest, which ends 
IC! USM tensive list of merchandise|Jan. 1. 
- awards for dealers who set up a 
Dt [Os winning window and store in- Baker to Hart & Downey 
np ng ™ terior displays. The contest will Geerge D. Bakes, formeriy with 
as a | . , 
i ” be ee oe i International Nickel Company, has 
Y i, e national winne wu re- joined Hart & Downey, New York 
i °k, ceive a 1947 Ford sedan, while the printer, as vice-president in 
ih J.@ winning dealer in each of Hot- charge of sales promotion and 
ye point’s four sales regions will re-|new business. 
ceive a $1,000 government bond. —_———— 
Each distributor will be given a| fT: 
- $100 bond to present to the win- ite = eens pie joined 
le the ning ee eels pe nad ve Sherman & Marquette in 1945 as 
Cation “ j radio director of the Chicago of- 
: Son, Will go to runners-up in each dis-| fice, has been elected a vice-presi- 
cturer tribution area. : dent of the agency. 
The contest, said Edward R. palm ti oe ESR 
Taylor, merchandising manager, Abbott Appoints Two 
ann § Will stress the importance of tying a. Shieus MeOGey hss bem 
merly up stor . icp and ne 4 appointed copy director of Abbott 
ugene, jm Pays In one package, and will fol-|T aboratories, North Chicago, II. 
eckson [glow the “Everybody’s pointing to| Prior to joining Abbott, he was 
r. Hotpoint” theme of the company’s | vice-president and editor of Pic- 


IDEAL WITHOUT COPY—Wilson & Co.'s gy bulletin for Ideal dog food, 


located on N. Michigan Ave., Chicago, te 


s its story without words. Ewell & 


Thurber Associates, Chicago, handles the account. 


torial Publishers, Indianapolis. 
S. G. Boberg, formerly manager 
of Abbott’s Boston branch, has 
been named manager of the drug 
trade promotional service. 


Twitchell to McKinney 
Harris D. McKinney, Advertis- 
ing, Philadelphia, has been ap- 
pointed to handle the advertising 
of S. Twitchell Company, Phila- 
delphia, manufacturer of flavors, 


concentrates, colors and bottling 
supplies for the soft drink indus- 
try. Business papers and direct 
mail will be used. 


Joins Eggers-Rankin 

Bill Shimkus, formerly traffic 
manager of Olian Advertising 
Company, St. Louis, has been 
named production manager of Eg- 
gers-Rankin Advertising Service, 
St. Louis. 


This is one family. 


3 million 


in homes by sticking sttictly to home 


- 


what do you get? 


and 


family service from cover to coV¥er. 


Visualize 3 million —3 million families liv- 
ing in prosperous homes, needing everything 
that prosperous families need — and what do 


you have? 


You have a market — a whale of a market — 
one of the biggest, best, most responsive mar- 
kets that any magazine in the world can offer 
an advertiser. 


Better Homes & Gardens delivers this market 
to you by “editorial screening.” 


eae It makes sure that its readers are interested 


4 


Any magazine with ‘3,000,000 circulation can 
produce business. 


But a magazine with 3,000,000 circulation, 
screened for interest and income, can produce 
more business for every dollar you invest in 
space. 


That’s a challenging statement. Why not make 
us prove it? 


Get the whole story of “editorial screening” 
from your BH&G representative. 


Joins Monsanto 


William H. Winfield, recently a 
marketing consultant for McKin- 
sey & Co., New York, has joined 
Monsanto Chemical Company, St. 
Louis, as manager of a newly 
established department of eco- 
nomic research. 


To Booker-Cooper 

The Whitman Company, Los 
Angeles, manufacturer of refrac- 
tory coatings, has placed its ad- 
vertising with Booker-Cooper, Los 
Angeles. Marine and foundry pub- 
lications will be used. 


Mullendore Changes 


Norman B. Mullendore, formerly 
with Kenyon & Eckhardt, has 
joined Sullivan, Stauffer, Colwell 
& Bayles, New York, as an art 
director. 


could mean a 
Viennese waltz 


, Mat IN DALLAS 


—FORT WORTH. _ 


its 

1 STATION 
WFAA 

2 FREQUENCIES 
820 - 570 


3 NETWORKS 
NBC - ABC and 
Texas Quality 


It’s as easy as 1-2-3 to 
SELL the Datxias-Fort 
WortTH MarKET with 


WFAA 


radio service of the 


Dallas Morning News 


Represented Nationally by 
Epwarp Petry & Co., INc. 
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Publishes Directory 


Ohio Directories, Inc., Cleve- 
land, has published an “Ohio Di- 
rectory of Directors and Corpora- 
tions,” which lists 60,000 officers 
and directors of corporations, 13,- 
000 business institutions, 3,000 for- 
€ign corporations doing business 
in Ohio, and 700 banks. The book 
sells for $40 a copy. 


McCann Names Wamer 


Edward L. Warner Jr., formerly 
manager of the aviation division 
of Automotive & Aviation Parts 
Manufacturers, Inc., has been ap- 
pointed director of public rela- 
tions in the Detroit office of Mc- 
Cann-Erickson. 


FREE Increase reader- 

ship of your ads 
with LIF E-like EYE* 
CATCHER photos. Used 
by biggest advertisers. 
Nothing like them any- 
where. 100 new subjects 
monthly. Mat or Glossy 
Print plan at low cost. 
Write for new FREE 
proofs No, 108. No obliga- 
tions. EYE*CATCHERS, 
10 E. 88 St., N. ¥. C. 16, 


Used Car Sales 
Slump, but New 
Spurt Forecast 


Detrort—Used car sales in De- 
troit—barometer for the national 
market—have taken a terrific drop 
and have been declining for more 
than a month, accdérding to a re- 
port by Warren A. McClure, presi- 
dent of the Michigan Used Car 
Dealers Association. 

Prices likewise have been 
shaken up on models the used car 
dealers felt were excessively over- 
valued. 

A survey of dealers disclosed 
that one of the larger lots sold 
only 30 cars in one week, 20 of 
them without profit, Mr. McClure 
said. The dealer is a large ad- 
vertiser and unquestionably is op- 
erating at a loss, he added. 

“Normally, there is a slight sea- 
sonal decline in volume of sales, 
but the current doldrums are not 


easily explainable,” McClure said. 
“One of the largest dealers reports 
that his business is off 75%.” 
Sales Spurt Seen 
Larger model 1947 cars which 
retail new at about $2,100 and 
sold wholesale a few months ago 


as “slightly used” at $3,100 or 
more, now are offered for $2,700. 


The market for Fords, Ply- 
mouths and Chevrolets is still 
good, and prewar models, 


equipped with new engines and 
tires, are holding up well, he de- 
clared, adding: 

“With the expiration of Regu- 
lation ‘W’ early next month, sales 
should spurt because a relatively 
low down payment and a longer 
period for financing will be pos- 
sible.” 


Behr Names Mathis 


John C. Mathis, formerly Chi- 
cago representative of Woman’s 
Home Companion, has been named 
an account executive of Karl G. 
Behr Advertising Agency, Detroit. 


hod 


‘FOR MAXIMUM SALES... 


... in San Francisco and northern California we have revamped 
our selling organization to fit the pattern of your book,” 
one sales manager wrote The San Francisco Examiner. 


Others have written: 


.. “SALES OPERATING IN THE NORTHERN CALIFORNIA 
MARKET is of great value to us.” 


...**The book contains information for which-we have 
searched a long time.” 


... It’s an outstanding contribution to good business.” 


A presentation of this valuable sales tool may be arranged 
through Hearst Advertising Service. 


THE SAN FRANCISCO EXAMINER 


FOR 60 YEARS NEWSPAPER NUMBER ONE 
IN NORTHERN CALIFORNIA 


October 27, 19 


Advertising Age, 


E. M. 


(Ted) Dealey, publisher of the Dallas News, presented 
engraved watches to six 50-year News men, including one who has 
been there 62 years—since the first issue was printed Oct. 1, 
1885. .. 


The first of some new travel photography pages conducted by 


Don Bennett, photographic writer and consultant on the staff of 
Shappe-Wilkes, New York, will appear in the November issue of 
Traveltime. .. Lee Fondren, prom. mgr. of Station KLZ, Denver, 
has been appointed head of the radia dep’t at Colorado Woman's 
College. . : . ¥ 

A dinner celebrating his 35th anniversary with Bemis Bag 
Company was given in Chicago for Harvey W. Clements, who has 
been manager of the Chicago gen’l sales office for the past 18 
years. . ; 

A course in advertising for juniors and seniors at Southern 
Methodist U. is being taught by Robert J. Burke, v.p. and mgr. of 
the Dallas office of Advertising, Inc. . . 

Eugene C. Pulliam, publisher of the Indianapolis Star, and his 
wife, back from a tour of Europe and the Middle East, told WJR 
listeners what the people of foreign countries think of the U. S., 
on the Detroit station’s “In Our Opinion” program Oct. 26... . 


- 
; 


SKF HONORS 40 YEARS' SERVICE—William L. Batt, president, and Anna 

Fitzgerald, supervisor of stationery stores, oldest employes of SKF Industries in 

point of service, admire the silver plates given them by the Philadelphia com. 
pany to mark their 40 years of service. 


Mrs. Anson Crawford Lowitz, wife of Anson C. Lowitz, J. Walter 
Thompson v.p., is the new dean of Finch Junior College in New 
York. . . Merill Mueller, NBC London bureau mgr., has been ap- 
pointed an honorary officer of the Order of the British Empire for 
his services as a war correspondent... : 

Lord Calvert’s latest Man of Distinction is Robert L. Smith, 
general mgr. of the Los Angeles News. . . Arthur Hays Sulzberger, 
New, York Times publisher, will receive one of the four Theodore 
Roosevelt medals for 1947 “for distinguished public service by a 
private citizen” at a dinner Oct. 27 celebrating the 89th anniver- 
sary of the former President’s birth. . . 

For being a good guesser, Lou L. Heaton, classified ad mgr. of the 
New York Herald Tribune, won a $2,500 mink coat at a luncheon 
Oct. 17. The occasion was the opening of the new quarters at 105 
W. 57th St., of the second-hand “mink coat king,’ Aaron Kaye 
The winner guessed closest to actual number of second-hand mink 
coats Mr. Kaye has sold since he’s been in business. . . ABC 
coordinator on the “Paul Whiteman Club” program, Edward P. 
Ehrich, and Barbara Ellis of Manitowoc, Wis., were married Oct. 
16... 

David M. Kimel, sales mgr. of WLAW, Lawrence, Mass., was 
married on Oct. 11 to Grace Berry in Raymond, N. H. They spent 
their honeymoon in Canada. . . A wedding planned for late No- 
vember is that of Mary Barbara Ludgin, daughter of Earle Ludgin, 
Chicago agency head, to Harry Clark of Glen Ellyn, Ill... 

Alvin Barker, pres., and William B. Shane, sales and ad mgr. 0! 
Barker Greeting Card Co., Cincinnati, are the subjects of an “In- 
teresting People” feature in the October issue of American Maga- 
zine. .. A scroll in appreciation of services to labor-managemen! 
in Boston was presented to Richard P. Doherty, dir. of employe- 
employer relations of NAB, by the Industrial Relations Council of 
Boston, of which Mr. Doherty was formerly exec. dir. . . 

Doubleday & Co. has just published a novel called “Grass Is 
Always Greener,” by George Malcolm-Smith, who handles pub- 
licity for the Travelers Insurance Companies, Hartford. .. H. J. 
Kenner is celebrating his 25th year as gen’l mgr. of the New York 
Better Business Bureau... 

Charles E. Sweet, Capper Publications, Topeka, who retired as 
president of the Agricultural Publishers Association at the recent 
annual meeting after six years’ service, was given warm tribute 
by the members for his untiring efforts in behalf of the indust’) 
during the difficult war years. The tribute will take even mvré 
substantial form shortly. . . 

Thurlow Brewer, western manager of The New Yorker for ‘he 
past 20 years, is leaving Chicago for Sarasota, Fla., shortly afte! 
Dec. 1, and will have the latch-string on the outside for visit né 
advertising people, of whom he knows legions. . . 

“Prof” Lawrence Greenwood, president of the Northwest Coun 
cil of Advertising Agencies, Minneapolis, has 92 eager pupils i! ‘ 
course in elernentary advertising at the University of Minnesota 
The favorite hobby of Allan Firestone of Firestone-Goodman 2 
agency, Minneapolis, is getting publicity for the Master-Eye Inst! 
tute and its Minneapolis kennels for training dogs to aid “hé 
blind. . . 

Producer Joe Derbyshire of KYW, Philadelphia, has produce 4 
new daughter named Carol Jean. 
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OUT-OF-DATE 
FIGURES” 
MEAN 
YOu’RE 
MISSING 
YOUR 
GOAL? 


Be sure you have today’s 


Facts and Figures on 
America’s 3rd Market 


Every day brings news of new trends—changes—shifts 


in your marketing picture. 


facts and figures was never so imperative. In Philadelphia 
today you find THE INQUIRER out front in advertising— 
at a new high in circulation—the most PRODUCTIVE 
newspaper in America’s 3rd market. 


LINES IN THOUSANDS - 


Philadelphia Daily Newspapers. Six days only (exclusive of Sunday) 


SS 


iA) 
ar. 
os 


Philadelphia, 


Knowledge of today’s 


N’S CLOTHING STORES 


DAILY 6 DAYS 
SOURCE MEDIA RECORDS 


1" 8 MONTHS 
1937 


CIRCULATION: DAIL 


1" 8 MONTHS 
1947 


Che Philadelphia Pnquirer 


Y..--OVER 700,000 e SUNDAY...OVER 1,000,000 


‘ WoW ITS 14TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


, , = 
eg (iy Bees 
Ese | p\ ANY aes 

, a 5 | fs ae 
a RN / { ec saa 
‘ BAe tH : fe F % 
» any; ki _ 
OM Rts, SE \\. Y ; A a 
aus 4 (\\ By \ ) . v _ 
NG WA f _ 
{Ny 334 attest Es ix , , 
|| tis or 4 Gn ss Y i 
em 7 * - ti) mK * ] 3 
= Ww | = a 
a : a py = & viz | | 
vo / ill Se Be > RY | 
. SSM eg ND h Mien RB y ; 
Sat a a \\\ NY y _—— 

: y lf ah, = s ‘ i “i \ N | as 

cS; Sia eet fers . gm YD ‘ % y es 

on SN TRIN .% wal 
| | | kV 8 ; 
STN; BAN \ Bie. 

Ee SSS eS \ Ny —_— 

; a ; oN, FP. ‘ \ y r 3 [ e - » 

| | Ae ae A 7. 

F SESS ees “ = : -\\ &§ 

; exe ceNe ete 2 an ‘ ; 

i, : BSG See A i ee 
si oSSEESS Get. 
_ NERY BN NEN aa 
4 SS HES UNN NNO = 

— STS te oy BAN ¢ Y : Pie \ i aha ee 

estes . Wa - io 
S223 5rt. tt ONS, NE aie ines 
RN a SS 
mE NWS i a 
Bae SN SN | me 
2200 SO Pa 
ee ea _ 
iS SM . ss 
| EN ae 
F . ae Ne i RES 
as SO } 
N, i 
= ay | 7 
ZEN OOS 2; coin 
wis LES 
Scion, cai * 3 b, aS 
a i: | fa Mix | 
ee. Hp “ 
; 300 \) EEE fl Y ves [ = 
RA SZ ip G , _ 
250 N ei 4 ) TRS ~ 3 
ER 247,359 /, ees S MV / , Pat 
: i) PAP ’ Vg. lee ‘ wr Wy) . b,) : — 
matt BGO 5 '\ , 
200 1 Ey yi wi 
Fei Yj f f if. 
JN )) any eis 
4 Y, Dm Yy a ag Ee e. 
a, Fe. vf ei “3 
Y, Me Yj — 
ZEL / gg | V/A Zee a 
i ~ a <> oe 
; PHILADELPHIA 4 
PREFERS |. | 
i‘ THE INQUIRE 
. TS 
~ 
7 7 
age 
ses ee 
- e e "; * . : ‘ : : - : 1 AP g v spe ‘ . eee “AY = 4 2 : ro a J 
: :. ‘ : 


es 1 at t Bs E a a 
ENGRAVING 
\ 


| magminerag 


\ PHOTO ENGRAVING COMPANY 


1° VA Ps 11-17 S$. DESPLAINES 
he | / CHICAGO 


- 


Drug Wholesalers 
Claim Fair Trade 
Cuts Living Cost 


Prices Gain Little, 
but Attacks on Law 
Are Intensified 


ATLANTIC City —Gov. Oscar 
Rennebohm of Wisconsin, himself 
a retail druggist, last week warned 
1,200 delegates to the 73rd annual 
convention of the National Whole- 
sale Druggists Association against 
an “undérground movement” to 
repeal the Miller-Tydings fair 
trade law. 


The governor-maintained the 


attacks have become intensified 
since the death of OPA, with 
“wild assertions” being made that 
“fair trade has increased costs to 
the consumer.” Without fair trade, 
he said, “we would be living in 
an atmosphere of loss leaders, 
with the only law the law of the 
jungle. The independent mer- 
chant would be at the mercy of 
the powerful, wealthy and gigantic 
retail organizations which would 
deliberately sell nationally 
branded merchandise at a loss in 
order to force out of business the 
little fellow who must make a 
profit on every item he sells in 
order to survive.” 


Caruso Cites Example 


C. C. Caruso, president of 
NWDA and_  ~vice-president of 
Schieffelin & Co., New York, sup- 
ported Gov. Rennebohm, and 
cited as “a practical demonstra- 
tion of the value of fair trade,” 


the fact that wholesale drug prices 
have advanced only slightly since 


the freeze imposed by OPA in 
1942 and only about 3.1% at re- 
tail by June of this year since 
1939, as compared to an average 
rise of 59.3% in all other cost- 
of-living items. < 

Mr. -Caruso asked that high 
government officials and news 
commentators urge other indus- 
tries to follow suit in using fair 
trade laws which “might provide 
the break we are looking for to 
check the spiral of inflation and 
bring about for all tommodities 
and all industries the long de- 
sired and necessary price and 
wage stabilization.” 

George W. Kauffman, of Kauff- 
man-Lattimer Company, Colum- 
bus, O., told the convention that 
immediate action to “find opera- 
tional savings to compensate for 
higher costs” was necessitated by 
the expected implementation of 


FEED 
CONCENTRATE 
SUPPLY 

(million tons) 


MEAT 

PRODUCTION 

(billion pounds) 
ae . 


Meat prices...not all 


Livestock lives largely on grain 


Seeds, sells at somewhere near the cost of 


raising ... Feed shortage means meat 
shortage, since farmers won't mature 
more animals than they can reasonably 
feed... And shortage plus the high 


consumer buying power make meat high. 


Consider the producers’ problem . . . 
Meat demand is strong, per capita 
consumption 20 Ibs, over U. S. pre- 
war average, but... Poor prospects 
pushed corn to $2.65 bu., historic 
ceiling. All grains are high, sustained 
by world market and government 
buying. High feed and meat prices 


inflate all others, and the producers’ 


=e 
#. 


gravy! 


. make livestock production 


costs . . 
highly speculative. 

So farmers must buy the feeders 
more cautiously, conserve feeds and 
find cheaper substitutes, use more 
pasture crops... Every advertising 
man can get a better understanding 
of the business of farming by reading 
‘*Meat Producers’ Pinch”’ in October 
issue, SUCCESSFUL FARMING, page 21. 

Chic Contours '47 
... The Cornish, well- 
meated, broad-breasted, 
but slow growing, low 
hatching, has been 
crossed with other 
breeds, and won most 


a. 


C 


i <i ee? 


awards in the last two years, at the 
$5,000 A&P Chicken of Tomorrow 
Contest . . . “More Meat On These 
Chickens”, page 148. 
' Flying Farm 
- Family... The Rob 
Giltners, Eminence, 
Ky.; accredited 
pilots and the Mrs. 
a student flyer. . 
covered 700 miles in 
two planes and won 
third yearly award 
given by SF, at the 
Flying Farmers’ Nat'l Convention, 
Stillwater, Okla. ‘Kentucky Giltners 
Receive SF Flying Award”, page 14. 
\\¥/ Corn land, 
Wj $12 per acrel... 
tte) // Henry Hamilton, 
Saline County, 
f Mo.had113acres 
: of rich bottom 
land thick with dogwood, matted 
growths; cleared it with a crawler type 
tractor and bulldozer at equipment 
cost of $12 an acre. “‘Clearing Land’s 
A Pushover”, page 23. 

Most Missed Market... ave the 
nation’s best farm families in the 15 
Heart States . . . lightly covered by 
national magazines and networks... 
potently penetrated only by SUCCESSFUL 
FARMING... with more than 1,200,000 
circulation among farmers with richest 
soil, largest yields, and greatest property 
investments, average gross income (’46 
without gov't payments) of $7,860, 
$3,252 above U.S. farm average. 

Savings of six peak years, record 
cash in check books, and vast piled 
up demands... make the SF readers 
today’s best class market . . . without 


which no national advertising is really 
national! Data and details, any office 
... SUCCESSFUL FARMING, Des Moines, 
... New York, Chicago, Cleveland, 
Detroit, Atlanta . 
Los Angeles. 


.. San Francisco, 


the Marshall plan in the near :\)- 
ture, which means that “this cycle 
of foreign aid and relief, maie- 
rial shortages, high prices and {at 
pay envelopes will probably con- 
tinue for an indefinite time io 
come.” 


Sales Offset High Costs 


“Working on fixed gross miur- 
gins as we.do, we cannot arbi- 
trarily raise our prices to cover 
higher operating costs. So far 
two factors have enabled us to 
meet higher wage scales and 
higher operating costs—heavyy 
sales volume and the fact that 
customers are ordering items in 
larger quantities at one time than 
ever before in_ history,” Mr. 
Kauffman explained. Whether 
these factors will continue to off- 
set present high costs of operation 
were described by Mr. Kauffman 


as a “sales problem and an un- ee 
certain gamble.” wey 

He suggested four immediate Negro ni 
steps: (1) study operational costs ;an this 
and eliminate weak spots; (2) ropolitan 
establish production and _  per-{§ ond day 
formance standards for employes: 8erton, | 


(3) find new ways of doing the 
old job better and more eco- 


nomically, and (4) frequent ex- 
| change of information and _ ideas 
with others in the same field. 
Explain Cost-Cutting Ideas 


New ideas for cutting distribu- 
tion costs were described by 


Chai 
Rep 
Urge 


Ralph T.- Thompson, vice-pcesi- scene 
dent of McKesson & Robbins, who to revis 
told of two one-story streamliner- ing earn 
type wholesale drug warehouses ing atta 
‘recently opened in Houston and Rose’? 
San Antonio; by John E. Harkless Inc.. of 
\Jr., vice-president and general “the ne 
|manager of McKesson & Robbins, ing disse 
Rochester division, who recom- and divi 
mended the “punched-card system letin, “J 
of inventory” as one new way off p.. said 
doing an old job better, and byM} 3599 of 
‘Roy V. Schwab, Brunswig Diu) a ina 
Company, Los Angeles, who rec- newspap 
ommended pre-punched card tab- and fina 
|ulating for wholesale drug ware- Mr. R 
houses to eliminate much of the tion 
{/eost of pricing, billing, discount- reports 
ing, sales statistical analysis and and fign 
sectional coding, and to improvelM gojjap St 
‘the efficiency of handling full centage 
“case orders. give a ti 
| Gov. Rennebohm had earlier ” (Barn! 
declared the “wholesale drug in- tions are 
_dustry deserved an accolade’ for figure, tl 
its work in the field of research # .. this 
land commended the industry, profit pe 
\through NWDA, for being “fai. 
| reports § 
jahead of any other wholesale and eve 
/group in employing research give the 
;cut down the cost of doing busi- total #s 
'ness, to eliminate waste, and tM oi nteq. 
_improve its methods.” “Few 
Mr. Caruso also pictured the profit o1 
|wholesale druggists as “fighting 
— 


valiantly” against spiraling opet- 
_ating costs by applying results of 
completed NWDA research pro)- 
‘ects on wholesale operations, sales 
‘and sales direction, and personnel 
and job evaluation. 


Plans Frozen Food Drive 


Albert Jarvis Ltd., Toronto, [as 
, been appointed to direct the ac- 
|vertising of Heeney Frosted Foods 
|Ltd., Ottawa. Preparations ar 
‘now being made for an extended 
advertising campaign featuring 
Zer-O-Pak fast-frozen fruits, 
/vegetables and other food prod- 
ucts. Earlier advertising was 0l- 
fined to central’ Canada, but te 
new campaign will cover the :id- 
| western and eastern markets 


Norge Appoints Berne: 


Paul N. Berner has been 4)- 
pointed manager of home laud!) 
equipment sales of the Norge © 
vision of Borg-Warner Corpor 
\tion, Detroit, succeeding R. 
Pizor, who has become eas‘¢!™ 
regional manager. Mr. Berner W® 
at one time sales manage 
Lovell Mfg. Company. 


* 
Set Graphic Arts Mee! 
The 1947 Philadelphia Grap) 
Arts Conference and Exhib:tio? JOHN 
will be held at the BellevUTH Reppegcey 
Stratford Hotel, Nov. 20-21. = me 
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‘THRIA 


tN THE/ LIFE 


isting Age, 


ration 
gi TESTIFIES—Climaxing a year-long as- 
sociation with Jackie Robinson for pro- 

motion of homogenized Bond bread in 
ediate i Negro newspapers, General Baking Co. 
| Costs fH ran this 1,000-line insertion in 17 met- 
; (2) ropolitan New York papers on the sec- 

per-§ ond day of the World Series. Batten, 
loyes: Barton, Durstine & Osborn, New York, 
ig the is the agency. 

eco- 
it ex- 7 

iden’ Change Profits 
d. - 
| Reporting, Roy 
trib. Urges Companies 
d by Detro1It—A Detroit advertising 
Pres!“ agency chief. wants corporations 
S, Whol to revise their methods of report- 
iliner-@ ing earnings “to combat the grow- 
houses @ ing attack on the profit system.” 
n and Ross Roy, president of Ross Roy, 
arkless Mi Inc, outlined a plan to combat 
eneral@ “the misleading propaganda be- 
bbins, ing disseminated concerning profits 
‘e€com-@% and dividends” in his monthly bul- 
system @ jetin, “Makes Sense to Me.” Mr. 
Nay OM Roy said he would mail more than 
nd by 3500 of the bulletins to business 
Drus® and industrial leaders, magazines, 
‘© TeC-® newspapers, advertising agencies 
d tab- and financial writers. 

bodes Mr. Roy suggested. that corpo- 
of the ration officials issuing earnings 
count & reports supply additional facts 
1S and and figures to show volume of 
nprove® dollar sales and the profit in per- 
g full centage of total sales volume to 

bid give a true picture of earnings. 
earlier “Earnings reports by corpora- 
‘us rs tions are headlined with the profit 
le” for figure, the text usually elaborates 
sear on this and gives the amount of 
dust’. @ profit per share. Rarely do these 
& “tat reports give the total sales volume 
olesale and even more rarely do they 
rch “Hi cive the profit as a per cent of 
ge total sales dollar volume,” Roy 


pointed out: 
“Few employes resent a fair 


ed thei profit on sales,” he said, “espe- 
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JOHN J. GILLIN, PRESIDENT 


REPRESENTED BY JOHN BLAIR & CO. 
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cially if they are given the in- 
formation that part of that amount 
is used for dividends, to make a 
capital investment to modernize 
plant and equipment and so pro- 
vide more jobs, and to lay some- 


thing aside for the ‘rainy day’ 
which corporations eventually 
must face. 


“Only management knows the 
problems attendant upon making 
a profit,” he wrote. “Even when 
a profit is eked out, everyone 
wants a slice of it—the govern- 


!ment takes 


taxes, stockholders 
demand dividends, workers want 
higher wages and consumers want 
lower prices. 

“Only by reporting volume of 
dollar sales in relation to profit in 
percentage of total sales volume 
can industry hope to present its 
case to the public.” 


Appoints Drury Company 

The Bay Area Industrial Ex- 
position Corporation has appoint- 
ed Drury Company, San Francisco, 


to handle all publicity and adver- 
tising. The exposition will be 
held July 2-9, 1948, in San Fran- 
cisco’s Civic Auditorium. 


KSDJ Staff Changes 


Edgar L. Tidwell, former pro- 
gram director, has been named 
manager of Station KSDJ, CBS 
outlet in San Diego, Cal. Other 
new appointments include Fred T. 
Foster, traffic manager; Amos T. 
Baron, commercial manager, and 
George E. Dawkins Jr., promotion 
manager. 


" 
Names Shivell Agency 
Kieley & Mueller, Inc., North 
Bergen, N. J., control valves, has 
retained Kirk B. Shivell, Ince., 
Ridgewood, N. J., as its advertis- 


ing agency. Petroleum and process 
industry publications will be used. 


Names Stockton, West 


Stockton, West, Burkhart, Cin- 
cinnati, has been named to direct 
the advertising of the Estate 
Heatrola division of Noma Electric 
Corporation, Hamilton, O. 


AUTOMOTIVE OUTLETS? 
WE'VE A THIRD OF 
tt U.S. TOTAL! 


In this year-round market served by Southern Automotive Journal 
the average vehicle is driven approximately 3,000 more miles 
annually than the average in the rest of the United States. 


And that’s sweet music to the maker of anything 
automotive. More miles per car means bigger sales 
—more parts, accessories, shop equipment! 

This better business remains steady throughout 
the winter, too. At a time when automotive activity 
slows down in most parts of the country it con- 
tinues unabated in the 19 climate-favored states 
served by Southern Automotive Journal. 

With percentage registration gains continuing 
to pace the nation the booming Southland is 
America’s fastest-growing, automotive market. 

To get your full share of the business, schedule 
regular space for SAJ. With an ABC net paid of 


. Soure 


MORE THAN 37% OF THE 
NATION'S COMMERCIAL 

VEHICLES IN THIS 
BIG MARKET! 


NO HEAVY WEATHER 
DOWN SOUTH-— 
WINTER TRAFFIC Z00MS! 


Motor Vehicles are Driven More, 
Serviced More in the Sunny Southland 


22,086 it takes your sales story to practically every 
jobber, distributor, the important dealers, garages 
and large service stations in the entire market. 


Blanket coverage! 


Annual Gasoline Consumption per Vehicle 
API figures applied to registrations (R. L. Polk)—1946 


SOUTH & 1,100 gals. 
SOUTHWEST IP wae eet ee I oe ° per motor 
vehicle 
REST OF Sry =. PE 948 gals. 
COUNTRY per = 
vehicle 


the U. S. 21 million ve 


3,000 miles more per year. 


In round figures 9 million motor vehicles of the South and South- 
west consumed 10 billion gallons of gasoline in 1946. In the rest of 
*hicles consumed 19.9 billion gallons. Con- 
sumption per vehicle shows the Southern vehicle using 152 more 
gallons annually. Figuring mileage at slightly under 20 miles per 
gaHon it is seen that the Southern vehicle is driven approximately 


GRANT BLDG. e 


Southern Automotive Journal 


ATLANTA 3, GA. 


TEXTILE INDUSTRIES 

SOUTHERN POWER & INDUSTRY 
SOUTHERN HARDWARE 
SOUTHERN AUTOMOTIVE JOURNAL 
ELECTRICAL SOUTH 

SOUTHERN BUILDING SUPPLIES 
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Bioelow-Sanford 


Reduces Dealers, 
Trims Line 15% 


But Appliance Industry 
Must Educate 50,000 
New Postwar Retailers 


Boston—To reduce distribution 
costs and provide more profitable 
volume for both manufacturer and 
retailers, Bigelow-Sanford Carpet 
Company has reduced the number 
of items in its line from 900, pre- 
war, to less than 200 and the num- 
ber of its retail accounts from 10,- 
000 to less than 5,000, James D. 
Wise, president, told the Boston 
Conference on Distribution last 
week. 

Mr. Wise spoke at a session on 
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New Jersey's 1 Station 


improving productivity of dis- 
tribution, presided over by Prof. 
Malcolm H. McNair of Harvard 
‘Business School. 

“There have been too many 
other factors in the postwar pic- 
ture to enable us to appraise the 
results of this action,” Mr. Wise 
explained. “But if we are to judge 
from the approval we have re- 
ceived from our retail outlets, our 
sales division and our manufac- 
turing division, it would seem we 
are headed in the right direction.” 
Adolph Ullman, president of 
Northeastern Distributors, Inc., 
cited closer wholesaler-retailer 
cooperation as probably the most 
important trend toward lower 
production costs and _ increased 
productivity. 

He pointed out that “the whole- 


saler’s position depends basically 
upon performing the distributive 
functions more efficiently than 
alternative channels.” The whole- 
saler should display leadership in 
applying engineering principles to 
distribution, because “he is inde- 
pendent, resourceful and free to 
utilize new methods, to take ad- 
vantage of new conditions, and to 
make quick changes following 
new trends.” 


Cites Work Simplification 


Paul A. Barkmeier, comptroller 
of Marshall Field & Co., summar- 
ized the results of the first two 
years of a work simplification pro- 
gram adopted by Ris company. 

In this period, he pointed out, 
“we have accepted 997 proposals 
(from workers) for simplification 


with a recorded saving of over 
662,505 man hours, including the 
elimination of unnecessary walk- 
ing, truck pushing, etc., of dis- 
tances equivalent to 68,507 miles. 
In addition, we have recorded a 
savings of $45,401 of materials.” 
Even so, Mr. Barkmeier ex- 
plained, Marshall Field until now 
has trained down only through 
the 1,000 supervisory employes. 
Substantially greater results are 
expected from a program of train- 


‘ing the non-supervisory person- 


nel, which is now starting. 

Marketing problems confront- 
ing the postwar home appliance 
industry were presented by James 
J. Nance, president of Hotpoint, 
Inc. These include: ? 

1. Production facilities 200% 
larger than in 1941; 


aavertsing Age, Uctover 21, 1-7) 

2. Greatly increased prodic- 
tion costs and the need for educa- 
ting consumers on the reasons (0; 
higher prices; 

3. An increase from the prewar 
50,000 to more than 100,000 in the 
number of outlets for major elec- 
tric appliances, with the need io; 
training the inexperienced de.!- 
ers; 

4. New competition in the ap- 
pliance industry from makers of 
capital goods, food products, etc. 

5. The necessity of training an 
estimated 250,000 new salesmen in 
this field, or more than 90% of the 
total present force. 


Field Company Moves 

Field Enterprises, Inc., has 
moved its general offices to 211 W. 
Wacker Dr., Chicago 6. 
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6 FEATURES FROM 
THE DECEMBER ISSUE 


® Hollywood news — 
Lovella Parsons, 
Jimmie Fidler 


e “Happy Holiday” 
Displays 


e “Variety Store 
Girl” 


e A Christmas 
Story 


e What Would 
You Do? 


e How to get 
along with 
others 


NOW YOU CAN SELL MORIN 
BY SELLING THE GIRLS|W 
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Gets Radio Account 


Leander Industries, Inc., Rich- 
mond Hill, L. IL. radio manufac- 
turer, has appointed Robert Hol- 
ley & Co., New York, to direct its 
advertising. Radio-television 
trade publications and direct mail 
will be used. 


Voodbridge Elected 


C. King. Woodbridge, an or- 
Anizer and first vice-president of 
*iectaphone Corporation, New 

york, has been elected chairman 
of the company’s executive com- 
mittee, 


Ray-Hirsch Names White 

Patricia White has been named 
an account executive of Ray- 
Hirsch Company, New York 
agency. 


Survey Shows 38% 
of People Think 
Press Isn't Free 


Cuicaco—Thirty-eight per cent 
of the people believe that the 
American press is not free, ac- 
cording to a public opinion sur- 
vey conducted by the Inland Daily 
Press Association during August 
and September. 

More than 4,450 persons were 
contacted by trained interviewers, 
carrier organizations or by mail. 
Each of the 44 participating news- 
papers conducted its own survey 
and results were tabulated by the 
South Bend Tribune. 

Five questions were asked the 


respondents. The first, “Is the 
American press a free press?,” 
drew this response: Yes, 52%; no, 
38%, and no opinion, 10%. 

If the answer to the first ques- 
tion was “no,” those interviewed 
were asked: “By whom do you 
think the press is influenced?” 
Political pressure drew 33% re- 
sponse; newspaper’s own political 
beliefs and leanings, 25%; big 
business, 23%; advertisers, 12%, 
and fear of loss of subscrib- 
ers, 7%. 


Newspaper Is Fair: 73% 


To the question “Do you believe 
your newspaper is fair in its treat- 
ment of the news?,” 73% said 
yes, 18% no and 9% had no opin- 
ion. When asked “Do you place 
faith in the accuracy of your 


newspaper?,” 67% said yes, 23% 
no and 10% no opinion. 

Sixty-three per cent of the re- 
spondents said they relied more 
on newspapers than radio for 
news and 37% vice versa. For ad- 
vertising, however, 90% said they 
depended most on the newspapers 
as against 10% on radio. 

Commenting on the survey, In- 
land’s board of directors expressed 
the view that the “survey’s chief 
value is its strong evidence that 
the reading public does not fully 
understand the meaning of a free 
press.” 

A similar survey taken by jour- 
nalism students throughout the 
country under the direction of 
Bert Stolpe, promotion manager 
of the Des Moines Register and 
Tribune, reported a less cynical 


IN SYNDICATE STORES 


5] WHO SELL YOUR PRODUCT 


SYNDICATE SELLING to carry advertising 
starting with January 1948 issue 7 


Al 


Why ‘“‘double-barrelled’’ editorial 
policy wins unique influence 
with salesgirls 


5 Brey campaign in Syndicate Selling can show the 
girls behind the counter—in 4,614 variety stores 
—how to sell more of your merchandise. You get your 
ideas across to them in the only magazine tailored for 
the syndicate store salesgirl. 

The first issue of Syndicate Selling was published in 
June, 1944, as a Merchandising Service of the Dell 
Modern Group. No effort or expense has been spared 
in making Syndicate Selling an outstanding magazine. 

The new 1948 Syndicate Selling is bigger and better 
than ever—more pages—more stories—new features 
—new format! 


“DOUBLE-BARRELLED” APPEAL 


Syndicate Selling enjoys widespread readership among 
salesgirls because it’s a new kind of trade paper with 
a “double-barrelled” approach—(1) It appeals to the 
personal interests of the salesgirls with stories,-articles 
on beauty, how to be popular, ete. (2) It shows the 
salesgirls how to sell—how to be successful in their work. 


WHAT SALESGIRLS SAY 


“Syndicate Selling is read with enthusiasm by all the 
girls in our store.” K.J.S.* 


“I enjoy your magazine and get numerous ideas for 
my work from it... Many helpful articles.” = P.K.H.* 


“Your magazine is tops. I never skip a page. Your 
instruction articles make a girl feel. her work is im- 
portant and interesting.” J.K.* 


WHAT STORE MANAGERS SAY 


“Your articles on selling are wonderful. I’ve devoted 
two store meetings to talking them over.”  0.E.C.* 


“Syndicate Selling is helpful both to store managers 
and store organizations.” E.T.E.* 


“Your training articles have been particularly good. 
The one we reprinted tied in with our school program.” 
H.A.S.* 


LOW COST! 


Present rates for advertising are amazingly low— 
cnly $200 a page! A 15-minute summary shows you 
why and how you can sell more by advertising your 
product in Syndicate Selling. Simply write or tele- 
phone—a Syndicate Selling representative will be at 
your office when you want him. 


"NAME OF STORE ON REQUEST 


scielieaetiiaiainanen 


SYNDICATE SELLING is circulated to the 
4,614 stores of these 10 major chains, 
employing 159,586 salesgirls 


W. T. Grant Co. 

H. 1. Green Co., Inc. 

S. S. Kresge Co. 

S. H. Kress & Co. 
McCrory Stores Corp. 


McLellan Stores Co. 
G. C. Murphy Co. 
Neisner Bros., Inc. 

J. J. Newberry Co. 
F. W. Woolworth Co. 


DELL PUBLISHING COMPANY, INC. 


149 Madison Ave., New York 16, N. Y. (Murray Hill 4-7100) 
360 N. Michigan Ave., Chicago I, Ill. (State 5-0333) 


attitude. Only 28% thought the 
press was not free, 30% believed 
newspapers treated the news 
fairly, and 33% had faith in the 
papers. 

Radio also got a better break in 
the Stolpe survey. Forty-four 
per cent relied on radio for news 
and 15% depended most on radio 
for advertising. 


Appoints Melhado A.M. 


Philip Melhado, formerly sales 
manager, sales promotion man- 
ager and advertising manager of 
Thomasetti Shoes, Inc., Sedalia, 
Mo., has been appointed adver- 
tising manager of Hide & Leather 
& Shoes, published by Hide & 
Leather Publishing Company, Chi- 
cago. 


Wiley Joins Morris 

Blaine G. Wiley has resigned as 
promotion manager of Factory 
Management & Maintenance, En- 
gineering & Mining Journal and 
Coal Age to ‘become an associate 
of R. H. Morris Associates, New 
York, correspondence consultant, 
effective Nov. 1. 


~ Increase Your F 
FOREIGN SALES 


Export — 
Advertising 


SS 


Twelve Agencies Specialize in 
ADVERTISING ABROAD 


Before you “spend” your dollars 
in advertising abroad, secure 


specialists in this field. 

The agencies listed below 
specialize in planning and 
carrying out export advertising 


ence and foreign contacts have 
given them a unique knowledge 
of overseas markets, media and 
sales distribution methods. 
They are now serving a long list 


ful export advertisers. 
For information on the serv- 


agency listed, or direct to: 
Association of 


EXPORT ADVERTISING 
AGENCIES 


2 WEST 46th STREET, NEW YORK 19, N. Y. 


-— Member Agencies: 
G. M. BASFORD COMPANY 
60 E. 42nd St., New York 17, N.Y. 
422 Leader Bldg., Cleveland 14, O. 
T. B. BROWNE, LTD. 
551 Fifth Ave., New York 17, N.Y. 
THE BUCHEN COMPANY 
400 W. Madison St., Chicago 6, Il. 


DORLAND, INC. 
(International Division) 


247 Park Ave., New York 17, N.Y. 
EVANS ASSOCIATES CO. 

307 N. Michigan Av., Chicago 1, Il. 
EXPORT ADVERTISING AGENCY, Inc. 
919 N. Michigan Av., Chicago 11, Ul. 
FOREIGN ADVERTISING 
AND SERVICE BUREAU, INC. 

342 Madison Av., New York 17,N.Y. 
GOTHAM ADVERTISING COMPANY, INC. 
2 W. 46th St., New York 19, N.Y. 
J. ROLAND KAY, INC. 

230 E. Obio St., Chicago 11, Il, 
NATIONAL EXPORT 
ADVERTISING SERVICE, INC. 

405 Lexington Av., New York 17,N.Y. 
ROBERT OTTO & ASSOCIATES, INC. 
271 Madison Av., New York 16, N.Y. 
IRWIN VLADIMIR & COMPANY, INC. 
285 Madison Av., New York 17,N.Y. 


facts about the experience and » 
‘know how’ of agencies that are | 


campaigns. Training, experi- | 


of the largest and most success- , 


ices available, write to any ° 


One N. La Salle St., Chicago 2, Il. 
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Three Name Brown 
Arthur F. Brown Associates England Conference 
Boston, has been named to handle Funeral Associations. 


the advertising and public rela-| 
tions of Wonder Window Com- Henschel Promoted 


pany, Fitchburg, Mass., manufac- | William Henschel, 


of 


screen windows; Universal 
ceiver Company, 


manufacturer 


Re- | 


of under - ground | Craft clothes for men. 


|garbage receivers, and the New 


sales man- 
turer of combination storm and | ager, has been appointed director | 
of Fashion-Craft Manufacturer’s 
Somerville, | Ltd., Montreal, maker of Fashion- 

| 
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Consumer Goods — 
Ad Patterns Show 


Allied 


Surprising Shifts 


Sy ie 


PHOTOGRAPHIC 


$100,000,000 


annually! The new business and 
industrial photographic market 
covered hy ———~> 


Our brochure will give you all the 
details . . . send for it today. 


anaes! rs . 
C BOLAND & BOYCE INC., PUBLISHERS ) 


i ee ee 
460 Bloomfield Ave., Montclair 4, N. J. 


New YorK — Women’s clothing. 
and apparel items are generally | 
still trending modestly downward | 
in price, while men’s suits con-| 
tinue to advance, the retail price | 
comparisons developed by George | 
Neustadt, based on advertising in 
nine cities, show. 

There are, however, some in-| 
teresting indications of changes in | 
promotional effort put behind) 
various consumer goods items by 
retailers. In the women’s and 
misses’ silk and wool dress field, 
the most heavily promoted price 
class now is from $10.01 to $18, 
this price range accounting for 
33% of all advertising. 

In coats and fur coats, advertis- | 
ing support is almost exactly the 
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Trend of Retail Prices in September 
George Neustadt, New York, checks all advertising in 
about 90 consumer commodities in nine cities to determine 
price trends. By special arrangement with Mr. Neustadt, 
ADVERTISING AGE each month will show the trend in prices, 
as well as total advertising support, of the 10 most sig- 
nificant or interesting commodities of the month. Prices 
shown here are the midpoint prices, meaning that half 
the advertising for each item featured a higher price than 
that shown, and half featured a lower price. The tabula- )) 
tion covers all advertising of each commodity in the meas- 
ured cities—by all types of retail outlets and in all printed 
media. 
Average for Month of September 
Commodity 1947 - 1946 1940 
W&M silk or wool dresses... ..... $ 18.00 $ 19.10 $13.68 
W&M fur trimmed coats.......... 85.00 97.20 53.40 
W&M untrimmed coats ........... 41.40 44.80 16.16 
Wee eee 6 rR Eien 1.34 2.09 74 
W&M foundation garments........ 7.28 7.43 4.40 © 
NR 05 on, 35 eee cea tee oe 10.32 8.16 5.52 
eee ee NA“. eis SS ea SD. 47.44 46.00 27.00 
Ss, Ss sv ceo gee ek a ae 3.58 3.43 1.33 
TOOGOTE GOO onc ed eentew 162.40 142.80 72.20 
ND INE ok oe dss ofa oo ake he hig oe ken 103.60 39.12 49.38 
Advertising Linage Comparison 
Commodity Linage Linage G or L 
1946 1947 ie 
W&M silk or wool dresses..... 1,414,263 1,486,700 5 G 
W&M fur trimmed cloth coats.. 464,942 447,196 4 
W&M untrimmed cloth coats.. 695,041 726,342 6 d 
8. |. RE eee ee 35,787 189,003 457 G 
W&M foundation garments... 170,699 247,753 45 G 
Po ev reer 590,256 913,500 55 G 
Men’s wool suits.............. 190,362 746,576 293 G 
Le 25,860 216,636 837 G 
Bedroom suites .......'....... 206,553 397,334 92 G 
STINE eK oz ak ees ees 203,256 495,572 144 G 


same as last year. Fur trimmed 
coat linage is off 4%, untrimmed 
coat linage is up 5%, and fur coat 
linage has dropped 3% from last 
year. On the other hand, hosiery 
linage (reflecting supplies) is up 
457% above last year, but still far 
below the record prewar high of 


advertising are added to the total, 
men’s shirt promotion reached an 
all-time high last month: 

Radio set advertising moved up 
144% over last year, but the cur- 
rent figure of 495,572 lines is still 
far below the prewar peak of 
671,600 lines in September, 1936. 


| 245,000 lines in September, 1937. 


| was at an all-time high for Sep- 
| tember. 


‘time September high (in 1937) 


|from $12.01 
|counted for only 13% of shoe lin- 
|age last year, 
| 26%. 


Foundation garment linage, 
with a 45% gain over last year, 


*¥YOUR DIRECT MAIL* 


the day you want it 
the way you want it 


eee 
Direct Mail Specialists 


eee 
®@ Multigraphin @ Mimeographing 
@ Mailing ° ®@ Addressing 
e Gamenegeeh Lists 
@ Varityper Composition 


CALDWELL 
LETTER SERVICE 


8 WEST ONTARIO STREET 
he 8154 Chicago y 


Women’s and _ misses’ | 
shoe linage, up 55% over last! 
year, is almost equal to the all-| 


of 917,100. In this category, grades 
to $18, which ac- 


now account for 


Again reflecting supply, men’s 
shirt advertising shows a startling 
gain of 837% over last September. 
If the 57,192 lines of sport shirt 


..- know-how of 


good 


/ 
/ 
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~ composition] 


Monsen-Chicago 
typographers 


22 EAST ILLINOIS STREET 


Monsen-Los Angeles 


928 SOUTH FIGUEROA STREET 
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Display Case and 
Micro-Waves Help 
Prove Ad Appeals 


LOUISVILLE—New techniques in- 
volving the use of electronic ma- 
chines to take the guesswork out 
of testing the effectiveness of ad- 
vertising were described by Nor- 
man F. Giradot, director of the 


brand and company names re- 
moved from the copy and arbi- 
trary names used, are shown to 
consumers at bars. The consumer 
is asked which whisky he would 
like to have the tester buy for 
him. After the choice is mee, 
the consumer is asked a number 
of questions why he chose that 
particular whisky. Results are 
then tabulated. 

The results showed that there 


yn 


avo 


Visual Laboratory, and Eugene 
H. C. Brown, Seagram-Distillers 
Corporation, to the Louisville Ad- 


was a great preponderance of 
choice toward one brand. Con- 


sumers who recognized the real | Leaves Buscarlet 
brand name of the liquor were A 
; : : | Mrs. C. Cody Collins has re- 
discounted in the tabulation. \ signed as “advertising and pub- 


The purpose of the methods is | licity director of Buscarlet Glove 


to take the technique of evalua-| Company of Paris, New York, and 

tion out of the subjective class,;Norman Blum Company, New 

Mr. Giradot explained. | York agent. Mrs. Collins has held 
ospiicaipsiempaimesit |these posts for 10 years. 


. . | 
Smiley Joins Barret | ; 
Blanche Smiley, for five years Maps Stardust Drive 
home editor of Charm and for- Stardust, Inc., New York, will 
merly with John Wanamaker, has | schedule, for the 1948 spring sea- 
joined Barret Textile Corporation,|son, the largest national advertis- 
New York, as style coordinator. | ing program in its history, featur- 


32 national magazines. 


is the agency. 


23 


ing five different Stardust Fash- 
ion-Wear products in a total of 
Norman 
D. Waters & Associates, New York, 


suTion OF 
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-SHORE PRODUCTIONS. 6425 HOLLYWOOD Bivo 
a acne ? BOLLYWOOO 28 = catr 


AN EXCITING NEW CONCEPT IN PRODUCTION AND DISTRI 
16MM COMMERCIAL AND EDUCATIONAL 


IN 


fims 


vertising Club last week. 

The Tempozonimeter, invented 
jointly by Dr. E. H. Scofield, as- | 
sistant to the vice-president of | 
the company, and Mr. Brown, | 
measures the sustained interest! 
factors, particularly of advertising | 
displays. Based on the principle | 
that micro-waves are both ab- | 
sorbed and reflected by the human 
body, the machine, for which a) 
patent application has been filed, | 
consists of a display case, a radar- | 
type wave transmitter and a ray | 
receiver. 

The advertisement, label, pack- | 
age or other material to be tested | 
is placed in the display case. When 
a passér-by stops to look at it, | 
the rays from the transmitter to | 
receiver are interrupted. The in- 
terruption is recorded automatic- 
ally and charted. The charts tell | 
how many people stopped to look, | 
how long they stared, how close | 
they approached and the time of | 
the day in each instance. 


| 
| 


| 
Tests Publication Ads 


Another device called the 
Tachistoscope, which can _. be| 
placed in a book or magazine, | 
tests the attention value, legibil- | 
ity and memory value of an ad,) 
automatically charting these fac-| 
tors. 

Pointing out that previous 
methods of testing have allowed | 
too wide a margin of error, Mr. | 
Giradot described yet another 
technique not involving the use| 
of machines. 

Called the “forced purchase” | 
method, it minimizes the consumer | 
motive and bias factors in deter- | 
mining the effect of an ad. Re-| 
cently tested in Louisville, the | 
method is used this way: 

Two advertisements of different | 
whiskies, with the identifying 
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‘The JANUARY 


Review Number of 


MOTOR 4I@lg 


MOTOR GIF 


A CHILTON Publication 
© = Philadelphia 39, Pa. 


COMMERCIAL CAR JOURNAL e 


CHILTON Automotive BUYER'S GUIDE 


AUTOMOTIVE 


Automotive Service Industries Show 


| MOTOR AGE is going to wrap up the Automotive Service Industries Show after 
it closes at Navy Pier and deliver it bodily to more than 65,000 subscribers in 
the automotive after-market. 


These are car dealers and independent servicemen who cannot go to the show. 
So the show is going to them in January—in MOTOR AGE. 


That will extend the show influence to your leading customers and prospects in 
the retail market throughout the entire United States. The story of Navy Pier, 
Chicago, will then be National. 


Also the January issue of MOTOR AGE will anticipate the after-market for the 
year 1948, with authoritative plans and forecasts. It will be a reference volume 
with extended life, and the highest type of reader interest. 


| The January A: S. |. Show Issue of MOTOR AGE definitely warrants being first 
| on your 1948 Automotive advertising schedule. 
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Stokes Joins Sarra 

James A. Stokes, recently re- 
leased from the U. S. Navy and 
fer 12 years previously with 
Btron Musser, Inc., New York, 
advertising art, has joined the 
New York studio of Sarra, Inc., 
in a sales and service capacity. 


G-E Ups Alexander 


L. K..Alexander has been pro- 
moted to assistant manager of the 
receiver division of General Elec- 
tric Company, Syracuse. With 
G-E since 1933, he formerly was 
staff assistant to the division man- 


| ager. 
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Blomquist Appointed 
Arthur T. Blomquist, art di- 
rector for J. Walter Thompson 
Company, New York, will be 
chairman of the 27th annual ex- 
hibition of advertising and edi- 
torial art of the Art Directors 
Club of New York. The exhibi- 
tion will be held in April, as in 
previous years, and will display 
the 325 best entries culled from 


approximately 9,000 individual 
entries. 
Dissolves Partnership 


Rose & Child, Portland, Ore., 
agency, has dissolved partnership. 
D. K. Child has retained the offices 
at 1618 N. Vancouver Ave., and 
Wally Rose has returned to the 
commercial art. business with 
offices at 520 S.W. Main St. 


Gets Paint Account 


Roman Advertising Company, 
St. Louis, has been named to 
handle all the advertising and 
promotion of Staley-Re-New-It 
Finishes Company, St. Louis. 
Magazines, business papers and 
direct mail will be used. 
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WASHINGTON—Department store 
sales in the week ending Oct. 11 
were 8% over the dollar volume 
in the same week of 1946, the Fed- 
eral Reserve Board reports. The 
volume for the latest week re- 
ported was 7% less, however, than 


DEPARTMENT STORE 


SALES INDEX 


1935-39 EQUALS 100 


Week to Oct. 11, ’47* .p303 
Week to Oct. 4, °47*. .326 
Week to Oct. 12, ’46* .281 
Week to Oct. 5, °46*..277 
Month of Aug., ’47*. . .235 


*Not adjusted seasonally. 
y Preliminary. 
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MILLS INDUSTRIES, 
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and Sono-Vision 


with full-color motion pictures 


Sono-Vision — the all-in-one cabinet motion 
picture projector — handles color film as 
efficiently as black and white. The ingenious 
new Mills Humidifier, standard equipment on 
every unit, permits delicate color film to roll on 
and on, regardless of humidity changes. 


Thus either color or black and white films can 
be used in your sales, advertising, or training 
programs — used at point-of-sale, in lobbies or 


display rooms, or right in plant or office! 


For Sono-Vision requires no darkened room, 
no constant operator attention, no wasteful 
“setting-up” time. Its simplicity and 
versatility will give a broader horizon to 


your film program. 


Federal Reserve Figures on Department Store Sales 


Advertising Age, October 27, 19:7 


in the preceding week. 

The New York (second) area 
showed the greatest gain in tlhe 
Oct: 11 week. District sales wee 
up 24% ever a year ago. New 
York’s gain was 31%, highest for 
any city in the U. S., and Newark 
had a 23% sales increase. 

The Dallas (11th) area reported 
the only decrease—down 7%, with 
Houston’s 13% decline the grea‘- 
est for any city. 

Yr.-to-Yr. % Chane 
Week Ending 


Federal Reserve Sept. Oct. Ot, 
‘district and city 27 4 11 
UNITED STATES. 23 r18 8 
Boston District ... 17 7 
New Haven ..... 5 —6 —' 
LS ae 13 7 
Springfield ..... 21 3 14 
Providence ..... 32 3 14 
New York District 36 r32 24 
NOWOrk ...56.-% 29 r18 2 
"ER SP pes 27 13 10 
New York ..... 42 r43 31 
Rochester ...... 14 9 4 
BRPROURE 6k. oe2 5, 18 —1 11 
Philadelphia Dist... 24 19 15 
Philadelphia 23 19 1 
Cleveland District. 61 r64 f 
AMOR ia. 6 Ko oes 3 208 
Cingimnmts. 4... 25 5 
Cleveland ...... 27 r13 { 
Columbus .....: 16 s 
bo. Sere eae 22 13 f 
Pittsburgh ..... 442 ° } 
Richmond District. 23 6 6 
Washington 31 8 9 
Baltimore ...... 20 4 
Atlanta District .. 14 9 2 
Birmingham 23 22 
PERE nek Fes 2's 6 —3 
BATE ¢ his 94% 15 ri5 4 
New Orleans .... 16 r6 4 
Nashville ...... 17 10 —1 
Chieago~ District... 22 r13 t 
ED 5 <4 5 6:2,0's 22 13 
Indianapolis .... 16 5 2 
Ea re 25 19 14 
Milwaukee ..... 22 14 —3 
St. Louis District. 20 7 7 
Little Rock .. 14 —2 4 
Louisville ...... 23 5 j 
_ eS ne 20 10 7 
Memphis ....... 14 0 10 
Minneapolis Dist.. bd ° . 
Minneapolis ..... ad . . 
Ne agra ee ° . . 
Duluth-Superior. ® . ° 
Kansas City Dist.. 16 11 5) 
a ee 6 12 -~] 
MPOGUAGED cosets aes 4 6 5 
Kansas City 23 14 8 
St, Joseph ...... 14 21 — 
Oklahoma City.. 21 10 11 
EN sb we dso 6 23 1 1t 
Dallas District .. 10 r2 — 
po Ye ree 9 0 —* 
Fort Worth .... 10 r4 l 
pL err 9 —1 —13 
San Antonio .... 21 1 —7 
San Francisco Dist. —1 0 4 
Los Angeles Area —5 2 0 
GORING .nsen-s 7 0 } 
San Francisco .. —5 —2 —2 
oO, 2 4 9 
Salt Lake City.. —1l ---] 12 
renee dia 1 —7 j 


Seattle 


r—Revised. 
*—Data not available. 


To Change Trust Plan 


Henri, Hurst & McDonald, Chi- 
cago agency, will ask Treasury 
Department approval of a change 
in its employe profit-sharing trust 
agreement, to provide that a por- 
tion of the annual credit for an 
employe be invested in a con- 
vertible life insurance or annuity 
policy. The entire portion now 
is invested in a list of stocks and 
bonds. 


15 MILLION 
NEGROES 


MUST EAT AND DRINK 


| spend! If you have food, drinks, c0s- 
metics, liquor or any other produ ts 
to sell, the best way to reach the Ne- 
gro is through the Negro papers a°4 
| magazines he reads with interest a1d 
| confidence. Advertising in these )4- 
| pers pays big dividends, for the Am: '- 
| ican Negro is the most loyal custom <r 
in the world. For full information 0f 
| this great market, write today ‘° 
| Interstate United Newspapers, Inc., 545 
| Fifth Ave., N. Y., serving Americ’ ’ 
leading advertisers for over a deca‘¢. 


| NOTE: We now have facts compiled by ‘h¢ 

* Research Co. of America on brond 
| preferences of Negroes from coast to coast 
| the only study of its kind ever made. Write »°” 
| for this free information. 


| And they have 10 billion dollars to 
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RMA Sees Drop 
in Radio, Video 
Output Next Year 


New YorK—Radio and tele- 
vision set production may drop 
slightly next year, according to an 
informal spot check made during 
the four-day fall meeting of the 
Radio Manufacturers Association. 

Industry leaders predicted next 
year’s production will be between 
13,000,000 and 15,000,000 sets — 
against an expected 16,000,000 for 
1947. Dollar volume, on the other 
hand, may continue to mount be- 
cause of the inclusion of television 
sets and expensive consoles in the 
totals. 

RMA also made public its find- 
ings during a recent spot check of 
radio sales in retail stores in New 
England. Notable trends were the 
dealers’ tendency to live off their 
inventories, lag in sales of straight 
consoles while combinations con- 
tinue to move well, and a healthy 
demand for FM receivers. 

During a set division meeting, 
RMA indicated that it will take 
action to combat electric power 
companies which “discriminate” 
against television set owners by 
charging additional fees for serv- 
ice. Examples of such practices 
have been found in two Connecti- 
cut cities, Wallingford and Nor- 
wich, The association plans to ap- 
point a legal committee to look 
into this matter. 


Goodyear Heralds 
New Engraving Gum 


Goodyear Tire & Rubber Com- 
pany, Akron, has announced a 
new engraving gum, featuring a 
red strip ply to facilitate uniform 
stripping of non-printing areas. 

The new gum is slated for the 
box and paper products printing 
industry, and composed of the 
usual three plys, plus an addi- 
tional strip of acid-and-oil-resist- 
ant rubber. 


Names Mullen A. M. 


Margaret Mullen, formerly ad- 
vertising manager of Lamson’s 
Department Store, Toledo, has 
been named advertising manager 
of Gimbels, Milwaukee, succeeding 
Edna Taylor, who has joined the 
May Company, Denver, as pub- 
licity director. 
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Heil Appoints Simons 


William E. Simons has been ap- 
pointed general manager of the 
truck body and hoist division and 
the road machinery and service 
divisions of Heil Company, Mil- 
waukee. 


Issues Tractor Manual 


Implement & Tractor, Kansas 
City, Mo., has prepared a flat rate 
and service manual, called The 
I&T Shop Book, for the tractor 
industry. The manual gives the 


time requirements and instructions 
for servicing all popular makes 
of farm tractors in production dur- 
ing 1937 and subsequent years. It 
is priced at $12.50 a copy. 


Tests Spot Radio 


American Airlines is conducting 
a test radio campaign using spot 
announcements on stations in eight 
cities. Other areas may be added 
later for the drive, which is 
scheduled to run eight weeks, 
through Ruthrauff & Ryan, New 
York. 


Sets Directory Issue 


The January, 1948, issue of 
Post Exchange & Ships Service 
Store, trade publication of the 
armed forces stores, will be the 
seventh annual directory issue. 


Starts Dictionary Drive 

Scott Foresman & Co., Chicago, | 
textbook publisher, has launched | 
a campaign in national and trade 
media for the company’s three- 
book Century Thorndike Diction- 


will be used in 10 key cities for 
a Christmas promotion. C. C. 
Fogarty Company, Chicago, is the 
agency. 
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gister - Republic, Rockford, Illinois 


Pree Copy to advertising 


agencies, manufacturers and sales 


managers. 
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Just off the press... the second annua) 
survey of ““How Rockford Consumer: 
Buy” is a study of buying habits, branc 
preference, ownership, and deale: 
distribution in numerous classifica’ 


tions. 


Get the facts on the marke) 


that has consistently led all Illinoi! 
Cities in percentage gains on retail: 


sales and services. 
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Starts New Service 


Write - Ss = Jack P. Felton, recently adver- 
tising and sales promotion director 
of R. D. Werner Company, New 


é 1é w & ike. ST/ K | York, has formed a sales promo- 


eas # adhesive tion, merchandising counsel and 
220 Fifth Avenue, New York 1, N.Y. 


general advertising service to 
| SIMON ADHESIVE PRODUCTS etter manufacturers with limited budg- 


ets. Offices of the new firm are 
at 33 W. 42nd St., New York. 


Genuine photographs manufac- 
Meo in quantity at little 
more than letter-press in 


ey any size... get full 
© particulars from 
£t 


su ae Fine Arts Bldg. CHICAGO 5. 
Phone HARrison 2770 


RCA Tests Video 
Relay Method 


WILkKEs-Barre—In a pioneer test 
of repeater-type television station 
operation, this city has been pick- 
ing up programs from WNBT, 
New York, 105 miles away. 

Signals are picked up by a 
mountain-top antenna from the 
transmitter in New York and are 
amplified and carried by an RCA 
microwave television relay sys- 
tem to six television receivers in 
radio station WBRE’s booth at the 
Wyoming Valley “Parade of 
Progress” in the Field Artillery 
Armory near here. 

This is one of the first experi- 
ments in which microwave relay 
equipment has carried video 
“over-the-hump” by beaming it 
from an elevated receiving an- 
tenna down to receivers or a re- 
broadcast transmitter in an area 
encircled by mountains. 

Significance of this test, RCA 
television experts said, is that with 
slight modifications the system 


used can be applied to a local 
transmitter for rebroadcast to 
homes and public places in the 
area. WBRE has an application 
for a video station pending. 


Retains Critchfield 


James B. Long Company, Chi- 
cago, producer of flavoring ex- 
tracts for manufacturers of 
candies, cakes, cookies and soft 
drink products, has_ retained 
Critchfield & Co., Chicago, to 
handle its advertising. Trade pub- 
lications and direct mail will be 
used. 


Sive Names Lowenthal 


Sidney Lowenthal, formerly 
president of Lowenthal’s, Inc., 
Cincinnati furrier, has been named 
vice-president in charge of retail 
merchandising of Leonard M. Sive 
& Associates, Cincinnati agency. 


Weir Boosts Black 


John Black, who joined Walter 
Weir, Inc., New York, as a pub- 
licity executive late in 1946, has 


been named director of publicity. 


\ 


National Representatives: Dan A. Carroll, 110 E. 42nd St., New York 17—The John E. Lutz Co., Tribune Tower, Chicago 11 


the BIG FIVE 


in retail sales per family! 


ETROIT'S total expenditure last year for products of 
every description averaged $3,601 per family — tops 
among the nation's five cities of over one million population. 
With present spending above that of 1946, this is a significant 
indication of the greater mass distribution of wealth in the 
Detroit market, where more than 100,000 families earned 
over $5,000 . . . and less than one family in ten earned under 
$2,000. With employment and payrolls continuing at all-time 
highs . . . and with the demand for Detroit's autos still far in 
excess of capacity production for years to come . . . Detroit 


stands out as a top market for the sales of YOUR products. 


The Detroit News Tops All Detroit Media! 


The News is tops in trading area circulation! Tops in family readership, too 
—with the largest A.B.C.—recognized home delivered circulation of any 
newspaper in America! And tops in advertising—having carried more 
advertising than either of the other two newspapers for 20 years and 
more! Yes, The NEWS is top medium in this top market ond offers top 
opportunity to any advertiser seeking sales. 


Owners and Operators of Radio Stations WWJ, WWJ-FM, WWJ-TYV 
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Gagen Expands 


College Student 
‘Guinea Pig’ Plan 


New YorK—A thorough pack. 
aged merchandising service cover- 
ing the collegiate market is being 
offered by Campus Advertising. 
New York. Organized just a yea; 
ago, this research organization ha; 
already made surveys for maker; 
of typewriters, pipes, cosmetics, 
rice and woolens, and recent); 
added Varsity, a Parents’ Institute 
publication, to the client list fo 
its new service. 

Campus Advertising offers the 
service in more than 100 college; 
and universities in areas wit! 
adequate retail outlets. At a fixed 
fee it does product, consumer, re- 
tailer and advertising research 
merchandises national advertising 
campaigns to retailers; follow; 
point-of-sale tie-ups in stores on 
and off campus, and arranges new; 
releases for campus radio and 
publications. 

Outlining the new merchandis- 
ing job, J. Wilford Gagen, head 
of Campus Advertising, pointed 
out that the whole college market 
has never been measured to this 
extent although, he added, stu- 
dents set up their future brandf 
buying habits while attending 
college. 


Has Student Panel 


The market investigator as- 
signed to a certain college will be 
aided on each campus by a student 
representative. Every month dur- 
ing the eight-month school year 
a thorough analysis of these field 
workers’ reports will be furnished 
to the client. Every three month: 
a presentation will be made to the 
client showing the status of the 
program; actual sales check, and 
future plans. 

A college panel, consisting of 
between 20 and 25 students rep- 
resenting a cross section of school: 
differing in size and economic 
setup, is always ready to give the 
client a spot reaction which may 
determine whether a survey i: 
necessary. In addition, Campus has 
recently organized a retailer pane! 
(now confined to drugs), member: 
of which are permitted to make 
inventory checks in college book 
stores and drug _ stores located 
near the schools. 

The Campus Advertising’s stu- 
dent representative is allowed by 
the college to carry out the direc 
advertising service within _ the 
school, because he is not an “out- 
side agent,” and reaches the stu- 
dent body with samples, blotter: 
throw-aways, etc. Sampling cam- 
paigns in dormitories have proved 
to be very successful, since campu: 
leaders are naturals for starting 
fads and being copied by thei 
followers. 


Kem-Tone Uses Radio 


Sherwin-Williams Compan) 
Cleveland, will use a series of one- 
minute radio spots this fall on 6 
stations for Kem-Tone. This radi 
advertising supplements the fal! 
campaign in 326 newspapers, TI 
American Weekly, Country Ger- 
tleman, Farm Journal, Good 
Housekeeping, Life, Parade, The 
Saturday Evening Post, Success‘! 
Farming and This Week Magt- 
zine. 


Names McMurphey 


Joe Mozel, driving range ope!@ 
tor and golf professional in Por’ 
land, Ore., has appointed Geor#‘ 
W. McMurphey Advertisin 
Agency, Portland, to handle th 
national promotion of Mozel Av 
tomatic golf tee, Mozel Indov 
Full-Force practice court, M0: 
indoor putting court, Mozel Golf 
Range Installation and Manage 
ment Service and Mozel Gol 


School Plan. 
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advertising gets more readers 


per thousand circulation in 


POPULAR MECHANICS because our readers 
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To sell anything MEN buy - 
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Offers Free Ad Space 


| Wilson & Co., Chicago, maker 
| of Ideal dog food, is sponsoring a 
column in the Sunday want ad 
section of the Chicago Herald- 
American, which offers free ad- 
vertising space to finders or losers 
| of pet dogs or cats. 


Starts New Service 


Tri-American Commercial Serv- 
ice Corporation, a new informa- 
tion and service bureau designed 
to facilitate international trade, 
principally between the U.S. and 
Latin America, has been formed 
at 250 W. 57th St., New York, by 


NUMERICALLY — 

BECAUSE OF — 

ACCEPTED 
~ EDITORIAL 


Building 
SUPPLY NEWS 


GIBBONS 


toronro «+ 


KNOWS CANADA 
3. 3. GIBBONS LTD. avovertisine « 


HEAD OFFICES 200 BAY STREET TORONTO 


MONTREAL «+ WINNIPEG + REGINA + CALGARY «© EDMONTON «© VANCOUVER 


Roberto Barbour. The company 
offers clients in Latin America a 
program of service divided into 
nine categories: Commercial, 
shipping, import, technical, med- 
ical, educational, tourist, commer- 
cial eredit and publicity. 


GF Launches Contest 
for La France Bluing 


General Foods Corporation, 
New York, will conduct a third 
“why I like .. .” contest for La 
France bluing flakes, starting Oct. 
26. Both consumers and grocers 
may be among 100 winners of 
$25,000 worth of diamond rings 
to be given away in the sentence 
completion contest. Closing date 
for the contest will be Nov. 22. 

The ccntest will be promoted 
five days weekly on “The Second 
Mrs. Burton” on CBS, and Tues- 


days, Thursdays and alternate 


Wednesdays in Florida on “When 
a Girl Marries,” and in three 
1,000-line newspaper advertise- 
ments in 45 cities: Young & Rubi- 
cam, New York, is the agency. 


Horsey Appoints R&R 


J. William Horsey Corporation, 
Tampa, Fla., has appointed Ruth- 
rauff & Ryan, New York, to handle 
advertising on canned citrus prod- 
ucts in the U. S. and Canada. 
Color pages in Life, two-color 
spreads in U. S. business papers, 
and four-color consumer advertis- 
ing in Canada will stress “only 
the sweetheart of the fruit.” 


Starts Training Series 


Norge division of Borg-Warner 
Corporation, Detroit, has launched 
a series of regional sales training 
meetings for dealers’ retail per- 
sonnel. 


LIKE A HOLE IN YOUR POCKET... 


Are YOU, Mr. Oil Advertiser, parting with your advertising 


PUBLICATION OFFICE: TULSA 1, OKLAHOMA 


"FOLLOW 


dollars for little more return than if they were dropping 
through a hole in your pocket? Advertising scattered among 
many oil papers too often brings hole-in-pocket results. 
That's why more and more successful advertisers are relying 
on The Oil and Gas Journal . . . the one oil publication with 
the LARGEST number of paid subscribers, with INDUSTRY 
WIDE readership, with MORE advertising volume than the 
combined total of any other TWO oil publications. They have 
found, as you will, that it pays to CONCENTRATE advertis- 
ing in The Journal. 


THE JOURNAL... AND 


YOU FOLLOW THE OIL INDUSTRY” 


© OFFICES: NEW YORK, PITTSBURGH, CHICACO, 


LOS ANGELES, HOUSTON, ENCLAND, CANADA 


SHORTAGE?—Here is one of the ead. 
vertisements prepared by Sullivan, 
Stauffer, Colwell & Bayles for regional 
committees and companies belonging 
to the American Petroleum Institute. 
They will be used where temporary oil 
shortages occur this winter. 


API Explains Oil 
‘Shortage’; Has 
No Wide Ad Plans 


New York —In answer to the 
threat of curbs on consumers of 
fuel oil, the American Petroleum 
Institute has sent a memorandum 
to newspapers and companies 
summarizing the petroleum situa- 
tion, forecasting temporary short- 
ages and urging conservation by 
the public. The memorandum 
shows: (1) demand for oil prod- 
ucts is exceeding that of any pre- 
vious year, including the war 
years when military needs had to 
be met; (2) the industry is now 
refining more than 5,100,000 bar- 
rels of crude oil a day, compared 
to 1945’s average of 4,711,000 and 
1941’s 3,861,000 average; (3) its 
ability to meet demand is limited 
by shortages of steel and other ma- 
terials; (4) temporary shortages 
will occur, particularly in the 
Midwest, if consumption continues 
at its present rate; (5) conserva- 
tion by the public can alleviate 
the imbalance of supply and de- 
mand. 


Three Ads Prepared 


In New York recently, A. L. 
Nickerson, director of domestic 
marketing, Socony- Vacuum Oil 
Company, told the Empire State 
Petroleum Association that his 
company is sending a letter to all 
customers outlining the impor- 
tance of conservation and urging 
its jobbers to send similar letters. 
The industry would be unwise, he 
said, “to encourage its prospective 
customers, to convert to oil from 
coal or other forms of fuel. Our 
industry needs nothing so much 
as a breathing spell.” 

Sullivan, Stauffer, Colwell & 
Bayles, agency for the institute, 
has prepared three advertisements 
for use by API regional commit- 
tees and companies. So far tw 
of the ads have been used by 
Standard Oil of Ohio, and there 
are indications that they will be 
used by at least one major pro- 
ducer in the East. 

However, there are currenily 
no plans for API to advertise on 
the shortages; its campaign wil! 
continue to stress rivalry between 
oil companies and the-better 
troleum products produced by this 
rivalry. 


pe- 


Appoints Palmer 


Robert D. Palmer, formerly 
vice-president and director of ‘he 
fashion division of Abbott Kimball 
Company, Kansas City, has bee! 
appointed executive director of ‘ie 
Kansas City Apparel Association, 
Inc. 


Walberg Resigns 


B. M. Walberg has resigned 45 
account executive of Cramer- 
Krasselt Company, Milwaukee 
agency. 
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Fuller Credits 
14 of Income 
to Advertising 


HERSHEY, Pa.— “A very good 
case can be made for the state- 
ment that about 25% of all na- 
tional income results very directly 
from the desire to possess and 
hence to the productivity that has 
been stimulated by advertising,” 
Walter Fuller, president of Cur- 
tis Publishing Company, asserted 


before the southern convention |. 


district of the Pennsylvania State 
Education Association. 

“This means,” Mr. Fuller added, 
“that our country can credit ad- 
vertising for somewhere around 
$60 billion of our national income. 
And it follows logically that this 
same percentage applies to na- 
tional employment. . . The job of 
perhaps 17,000,000 workers in 
America and the living of these | 
workers’ families, perhaps a total 
of 50,000,000 people, come pretty 
directly from advertising.” 


Magazines Help America 


Speaking as chief executive of 
the National Association of Maga- | 
zine Publishers, he said that “peo- 
ple buy three billion magazines a 
year,” and that magazines “help 
cement the unity of America, 
stimulate morale, nurture educa- 
tion,. provide relaxation, supply 
vital information and spread the 
truth wherever they go.” 

The NAMP, Mr. Fuller ex- 
plained, decided last month (AA, 
Sept. 15) to “move along three 
lines of progress. One will be the 
perfection of our circulation 
methods, both in handling and in 
eliminating fraud and misrepre- 
sentation. The second will be an 
aggressive defense against unfair 
and untruthful attacks. The 
third channel will be the determi- 
nation and presentation to the 
public and to people of influence 
of the position of magazines as a 
wholly beneficial social force.” 

And he urged that “you teach- 
ers and we teachers work jointly” 
to preserve and expand the| 
American economic system. 


i 


Noble Joins Lacey 

Forrest W. Noble, formerly dis- 
trict advertising director of Bor- 
den’s dairy division of Borden 
Company, has joined Jack Lacey 
Advertising, Tampa, as account 
executive. 


TAMPA - ST. PETERSBURG 


Florida’s 


Fastest Growing Market 


Today the twin cities of Tampa 
and St. Petersburg have a com- 
bined population of 234,000, 
according to Sales Management 
estimate for 1947. This brings 
the Tampa-St. Petersburg Mar- 
ket up to FIRST place in 
Florida. ; 


\nd in this fast-growing market 
St. Petersburg represents 43% 
of the population and 43% of 


the Retail Sales. Be sure to ad-| 


vertise to St. Petersburg and 
tenember that no Tampa news- 
bayer has as much as 600 aver- 
‘xe daily circulation here. 


|several other companies also will|Rudolph puzzle toys this Christ- 
/promote Rudolph in various/mas, about the same as the num- 
|Shapes and forms this Christmas.| per of Rudolph story books dis- 


Gets Macaroni Account | Rudolph the Deer 
As a color spread in the catalog | tributed last Christmas. 


Beaumont, Heller & Sperling, | i. 
Reading, Pa: has been appointed Glats Big Backing 

'shows, Victor will offer an album 
of Wards, Others |about the bulb-nosed deer who 


to handle the advertising of V. 
Arena & Sons, Norristown, Pa., 
manufacturer of Conte Luna 
macaroni products. Cuicaco — Rudolph, the Red- came to lead Santa Claus’ reindeer 
SEE Nosed Deer, introduced by Mont-| team; Parker Brothers will put |B 
Agency Changes Name _|gomery Ward & Co. in 1939, will| out Rudolph games, and others | ee a8 
MacLaughlin Agency, Buffalo, | Shortly become much more widely | will make Rudolph lamps, slip- |i PADDRESSING. am ct HING 
has changed its name to Mac-| known. | pers, Christmas cards, bracelets, || C NDDRESSINE. IMEOGRA 
Laughlin Advertising Agency and| Not only does the mail order / flashlights, puzzles and even al eee pales 


has moved to larger quarters at| house feature the animal story in | cartoon movie. 
601 Ellicott Square. its annual Christmas catalog, but| Wards will give away 3,500,000 | 


THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago 5.1llinois 


‘ 


‘Whe Indian Princess Who Put Up a Good Front 


@ She knew she had a couple of things in her favor 
and it seemed reasonable to present them in the best 
possible light. 


Greatly increased production capacity will soon pro- 
vide Chillicothe quality for more users. Keep asking for it. 


No printed message can change your firm’s character 
from what it actually is. But a good front of effective 
advertising can serve to dramatize the assets that are 
honestly yours. 


Maker of a distinctive line of fine papers for many uses, including 
such distinguished stocks as 


LOGAN AND ADENA OFFSET AND BOOK 
Chillicothe Papers provide a foundation on which to 
build a story of quality. They carry the look and feel of 
importance. Chillicothe Papers are the natural team 
mates of inks and presses. They invite realistic reproduc- 
tion without exacting a premium in printers’ skills. 


CHAMOIS TEXT ° CHILLOTINTS 


GREETING CARD PAPETERIES 


—askus about them 


THE CHILLICOTHE PAPER CO. 


CHILLICQ@THE, OHIO 
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Organizes Central 


| Space Sales Group 
| for Book Matches 


| 


_alities of match books as an ad-| 


Now is the time to employ our counsel and 


DU 


Company Will Sell 
for 80°, of Field, 


Barton Declares 


Cuicaco—Robert B. Barton, for- 
merly vice-president of Batten, 
Barton, Durstine & Osborn here, 
has organized National Match 
Book Advertising, Inc., to act as 
a central sales organization for ad 
space an hook matches. 

The new company, Mr. Barton 
says, represents from 74 to 80% of 
the total match book production 
which carries national advertis- 
ing, having already been ap- 
pointed to act as sales agent by 
many of the dozen important pro- 
ducers. 

But the role of the new organ- 
ization will be much more than 
that of a representative, Mr. Bar- 
ton insists. “We will offer,” he 
Says, “as part of our promotional 
efforts, market and media re- 
search designed to assist advertis- | 
ers and advertising agencies in| 
understanding and making the | 


most effective use of the potenti- | 


vertising medium.” 
Services Provided | 


Copy and layout service also 
will be provided. “Just as we had 
to learn that car cards were not 
baby billboards,” he declares, “we 
had to learn copy secrets that 
would make book match adver- 
tising pay, and I think we have 
them.” 

Some 250 billion reader impres- 


POINT-OF-SALE DISPLAY 
PRODUCED FOR BERKSHIRE STOCKINGS 


May We Suggest 


services to insure best acceptance, maximum | 
use, consistent results. | 


fully with your advertising agency to “Pipe- 


We are a Display Agency and cooperate 


in” the force of national advertising. 


- \ FREE! 
es \ 36 Pages... 420 Pictures 
= \...an Exhibit of Performance. 
i — Write for a copy of it Today 
on your business letterhead 


a 


sions annually are promised in 
whole or in part to any advertiser 
using the medium. The arithmetic, 
of course, involves multiplication 
of the 12.5 billion match books 
produced yearly by the 20 matches 
per pack. And for the first time, 
says Mr. Barton, space on any or 
all of these books may be pur- 
chased from one central source. 
“One of the big obstacles,” he 
says, “to the development of book- 
matches as a full-blown, well-de- 
veloped medium was the fact that 


prior to this time, no match com- 
pany could take a big order and 
distribute the matches in the area 
desired by the advertiser. But 
now, an advertiser may select 
exact market areas to be covered, 
exact quantities for each market 
and exact months for. distribu- 
tion.” 

“Moreover,” he declares, “as in 
the past, it will not be necessary 
for an advertiser to buy the 
matches in order to buy the space. 
Space is sold at only a fraction of 


the cost of the matches.” 

In speaking of development of 
the new advertising service, Mr. 
Barton says he feels that adver- 
tising needs a. new medium—that 
advertising can make a contribu- 
tion if it can discover, apply and 
prove a new method of reducing 
over-all distribution costs. : 

National Match Book Advertis- 
ing, Inc., 506 S. Wabash Ave., is 
the result of Mr. Barton’s de- 
termination to transmute his ideas 
into action. Frank J. Prince, for 


* 


mrs 


TTP OTT em 
many years public relations coun- 
sel to match manufacturers, and 
William V. Doyle, former BBDO 
account executive, have joined 


him in the venture. 


Names Chatfield A.M. 


George W. Chatfield, after an 
absence of several months, has 
returned to his old job as adver- 
tising manager of Nation’s Agri- 
culture, official publication of the 
American Farm Bureau Federa- 
tion, Chicago. 
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Toni on Canadian Net 


Toni, Inc., St. Paul, maker of 
home permanents, has launched a 
Trans Canada Network show, 
which went on the air Oct. 14. 
Spitzer & Mills, Toronto, is the 
agency. 


Names Everett Doten 


Everett Doten, formerly ac- 
count executive of Ingalls-Min- 
iter, Boston, has joined Botsford, 
Constantine & Gardner, Portland, 
Ore., in the same capacity. 


Super Juke Box 
Combines Radio, 
Records and Video 


New YorKx—Nothing like giving 
the customer what he wants, even 
if it costs him a nickel to get it. 

These are the sentiments of the 
Videograph Corporation, which 
last week introduced a combina- 
tion radio, television and juke box 
for. use in bars, taverns and 


restaurants. 

Two models were shown. One, 
a chrome-plated, seven-foot juke 
box with an Emerson-made video 
set included, offers the diner his 
choice of television or records— 
each at the rate of five cents per 
three minutes. The other people 
in the place will have to put up 
with his choice, like it or no, as 
long as his money lasts. 

The other, a personalized sys- 
tem, with a box for inserting 
coins at every booth, is supposed 


to enable every person in the 
house to take his choice of two 
radio programs, video or a platter. 
One nickel from a customer will 
turn on the video for people at 
nearby tables, but if they want to 
hear what is being said on the 
screen they must put money in 
their own music box. 
Videograph, which is spending 
$50,000 through Eastern Adver- 
tising Company to sell juke box 
operators on the idea of buying 
the machines, says each of them 


... executives who 


has a potential earning power of 
50 cents an hour per box. With 
spendthrifts around, this would 
mean a take of around $10 per 
hour in a medium-size place. 

The company’s advertising to 
date has been confined to business 
papers and direct mail. However, 
cooperative advertising, with dis- 
tributors footing part of the bill, 
may be used later in television 
cities. 


Appoints Bromage 

William H. Bromage, formerly 
director of public relations of the 
Chicago Surface Lines, has been 
appointed news service manager 
of Commonwealth Edison Com- 
pany, Chicago, effective Nov. 1. 
He succeeds Robert E. Borden, 
who has resigned. 


Admiral Names Roose 


L. C. Roose, who during the war 
served as trainer-director for Min- 
neapolis-Honeywell on the Cl au- 
tomatic pilot, has been appointed 
sales manager of Canadian Ad- 
miral Corporation, Long Branch, 
Ont. 


You can pick up your telephone receiver today 
and talk to almost anybody, anywhere. This 
miracle of voice communication is due in part to 
the efficiency of Western Electric, supply unit of 
the Bell System since 1882, and manufacturer of 
43,000 varieties of telephone apparatus. 

We feel that Western Electric does a bang-up 
job of advertising, too. The company has been a 
consistent Business Week advertiser almost from 
the day the first issue rolled off the press... 19 
years to be exact. 


Why Advertisers Select BW 
The reason is that Western Electric knows a good 
advertising buy. A good buy because Business 
Week’s reading audience is a highly concentrated 


group of Management-Men 


are the leaders in American business and indus- 


try. Advertisers get a minimum of waste circula- 


tion in Business Week. 


BW Leads ...3to 1! 


Many other advertisers feel as Western Electric 
does about the value of Business Week as an 
advertising medium. This is proved by figures for 
the first six months of 1947. During this period, 
in the classification *Manufacturers’ Materials 
and Supplies, Business Week carried THREE 
TIMES more pages of advertising than the aver- 
age of the six other leading general business and 
newsweekly magazines. 


RAND BUILDING, BUFFALO 3,N.Y, 


Nesi, 1 PR. 
‘ Nepr 


, Free & Peters, Inc. 


WHEREVER YOU FIND IT, YOU FIND A MANAGEMEN 


T-MAN ... WELL INFORMED 


* Based on Publishers’ Information Bureau analysis. 


7. Bs a . ~ Sitges. ; . j “ ie ps a ite ; ? Fk ~~ % Pia ¢ 
cae oe : . © , 7 * 2 * 2 a: 3 in 
= - Lao . Pa 
: ; — ae : ee 
’ . ae 
; a5 : 
ve 
PO ‘ jie 
, a 
t — 
ae 
My —_ 
* : 
$ oo 
’ 
| . 
er | a 
| 
| : ; 
, has | oe 
adver- re 
Agri- =. 
Le i 
of the oe ie 
ederii- 
eee eee 
’ : | : 
+ ' Sh Pay i 5 ie meas Pe XG ‘(hs See | } 
4 % 2 , : = Se boi a ide 0 ees Re er iar ey Men ae eae ° pi a Sede eh ee RS he ae ' 
3 : OR ae oer, ae ees Pair Se hi eae say + a ee a i eee ay + gee, 54 hata Poa OC a er rs f : 
cake! ME? ie fe a a cae rece Rene ee i ee eel as Rg 5 Ce ‘+ Bi ge ans ae ee sh peg es ees ea Psi 
eu 5S ee a a 5 Teer eer. oes hes : é ape ee Bit Sh, eC ger , i Wick, ~. een 
— BS ir ie a an, cc 2 ar Ae ole PS 5 Oe See Mo aan ae Sg igi a es Wee tore 3 Pa CPs Ty 
BER cg aS snk va? aaa XK i Sai 5 ae: e: Peis ie oan Pe Sea Se aly ae aay, shia a ee ge aie are ee Phony ses uaiag as, a 
ah S SS I Y 2 ee ere ; , ae oe Sas Se ae ae RD ee Sa 
EON a ‘ Foc we a es : eM See 0 3 eae. 
oe Me iat Mins ¢ <¢ oe é Re ne ; 
ihm ae rt Bo aes ee Pie Ae ‘ as or * 
—— 2 : hg ae & 
— = wo pl eis @ ~ SSC . 
Ee 7 a | 
4 : * a | 
ee "i 7 rane 
; es “Heda 
‘ ata a 7 ity gts ORS a Ae hictnsis ey? a a ae ag | Pig ont 
ey CR coe a Gp ee Pr ‘ ee : sls te ee i iets 
m 7 Dia Ri a aa ge a I eI. ie teen SS Spire ase : 
re eA = ae ge ae er gaia. Sh A a in a Op. PRR say hay ee ee { 
ae : & a ye ae ebe ee io Pee erat nb tee STG ae gees ete ere: Riki 23 nari 
oN : Rte Mn | Oe Oink ade TS gues erate Z ee, PRR as ; ope | pooner n't: ae a eee a ae PEN 
eo ee 3 pacer apes | 
gg RO ee Se Borys, gs Me a. on pee gee eas! ‘ ‘ PPR crn ORs ace ewe Oey paren 
Fr cu Pee a jee aad BO" ey. 4 Ue ee ipa es ec ea er Me ao ee oo a Se ae Se ie a ea . ee 
ie win > eer Fs Tsai eine game a ee es BE ae = Re ee ae Je DY ie, eae eee eee a Pips epee ne ate. Se z ei ade iy eel i ' Z 
= af RTO Oe Cs artl O gle a a OE 2 2h, oS RR: REA he Fo Caer. anid Re te ad =o ha ee ae ea atone oe i ht ie 
sie pes niente ree Eee _ Pete a is: de aoe Se mae OEE Phe spite? a ¥ = mer Pe , % at ECS 5 nore ia, 
.~ es ee a sl ei i ee ay — oo ae 
: ae a ae 4 Bee " wali sone fin lh Sie aia eee 4. See Ses Coes leet Bee ee CON TOY eee aa ee as be seh Pe gk Ne 
— 2 ge ae ; eter or Pie ‘ . ala tas go SMe i See ge a é lect cee SRC kin. See ; = ie oa a 
+e eee ae tee : vid Se Spaletge eae meat molt GaN Sa RR rae. e! eh Rea ae = = ee 32) K 
eS ~ a ’ Tage eset Be 5p iis beicaetk ea.” ie Se Re ina 9) Pella PF Be rs be ae at ; 
- ae : OTS, a ea ase te thesia MRE <8 | RR iS Ca. a jee ee ee 4 
gli — ; I aa 7 en Se in: See eam oe SRE eps e = se ‘a6 oe 
a. a et i ie : “a Witte.) mp en ses ps = eed re 
i RIN le ee ent ani = he ce ee. ee ; 
ek oe fo OMe ee oe s eS eS oe ie ” F salt eo ida , ae a ee 
j : gf as oh i ip | a ies ee be “ged ae . . Pe ees : aes 3 25 Sa 
ogee ee ee es "4 nat é oe a es, «Ee ieee X PTA RR igs ay mer ‘ : 3 se 
a a das Ea tog bane i ) a oS es aes ten pees! em Re. Bie! rte Ogee ' e pee ‘ as ; 
oa. a Ree SS Ce! ae lS oe a he : . see a TN in ea ; ig £8 See ate} : 
ae = es Paes = ait eee gaa aeiss on ees Ss at i Be eo, Pea So al 
AR 3 : a .. “at ig se ui 53 MGs shoe Or per Teleps, : ? ae Be wos) 
~. oe sg Ag | 
- oe Gees | 
r ; ‘ ; _ nen , i : “s 
spice. sida Salas A li a a ade ; ieee igi oauente |. 3 ee eee Wy ; * 
aes ae we ceeganoennn eal” @ a a MM pe ee | me “ag t 2 / 
bie ‘a prac Tone Se OR, Pie Puan tet Pe # ue pene er i as a a, oe 33 ' j > ; t f i} tata A 
oe . hae nest est Sie at Ba ie 4 sad e = ° = ~ j te! | ; || pie 
. ef Fines, ia i i a — af) Fae’ » | “# j ; nik, . i t cor 
a =. et Killen Re ie F at ; ae es, os Me? a ee . ~ _ ' x j j > 
4 rr . al a a a " Se fo ee eS 8 Se Laer ali Ee gece ag. a Sor ti f f p : signi 
A : 3 i: a Pere 3 os oe wet ec ee ee Se ave Or ie ag cate tit ie a j ° ‘ Bae " =e 
oe > a eo, ea % ha ‘ EI a tis Sc ae Ei pes ate ah wg cet tee i « . ’ oh a . i : oe 
_ Rae i 2m Fee nS Sggne An <— . Se : ee j (@) a 
a " di eS. i - A? eg Bere Pegg et ee Paes Te ce oat .- ¥ - — i pare eal 
= 2 a Ba ie hick ut 2 =e 7 = . Wy ena Nin, tae eng Re ey é i 
ae: - ae acne ll ; ! Siew Se Se eee, ; 
i 2s se 7 z ee 4 a { ¢ ; “ - ang gg, ee gt, ts 
cs, See tl 1 ee es mt 5 a me int 2 % + aad ips : 
— of eae os a — sex, 71 ff : | 
as 7 bs i fe 4 c aaa im a) wer eee j 4 es i am ee m 
nr - il ee oad i f og = ‘ ae ae a aaa a.” : oa j ij j ee > j e $ Ro oO a eens 
2 “ aes. A i _ eet bie a — ie | fae rs oe io ; ri. « ape igh a 7 
ee a : ES ce \ : ae 3 ae os 3 5 Wa. ; o es x E _ a 
. eS <? ‘ Ee ee og op ee oR “com cian oJ : "es =a a *, _ — ig ae S eatins i > a ape Aes aan 
, a 2 Me ty ae ae <— * bee eae 4 ; “some ag gp -@ Se f f esc PURER iy * ge | lee im 
gee ic ; é : aerate (yee ‘el a ae hehe % > t; aa ¥. = ~ <a — < es Aras Se noel a 
(. = 2s oe “wl SS ee ee, — : — 7 7 
on : : | a: aa ee | ee oe —" Ye ee PS Be ee, 3 : | aa 
*. .. Ja 3 ae — = ee SS | | _ 
4 ae - * Pi i a os Me - F T,  patangaceae TS - a ae tla * } - 
vf 9a 5 cS = be + “eg sae ose He, ia ; 1 : en 4 a sae = / ae 
% a “3% 5 . MS ee oes. oT = ees , se _ © lin . °F “s } = 
a a oe Be, we ef iii — | Resateg ae — # i 
Sk, i = il i ity ie 4 ee i) eee eT ae .. _— . . ‘ Pita = ——— Loe 
as a. m ae Se 7 : wer xo RRR i a — . P) =n Pirin, in % ; = ’ a — Ps . ae 
. = erm ie: > ten 2 ae A me i: 
Pa 4 _ hoe aah . | Se The és : (es j - ec oe a Co ee ee for + fs a : ula 
Sea’ ce Be 2 a ee ee i , nny ae - . , a tags ig ly. Me >) & 47 sa . ‘ 
wukearaipee ieee a k i . piles, ———— ee : ag / 
lel _ a be ee a . ¥ be ag a ~~ : ~~ oa ee lf : i oelin -: eee 
a oe : ——— _ Toa Pee | ee | a 2 athe, ) ag 
= : xy , ar ~- pears: pa ee = : tia naan ete ™ ; reat it nen ee eg oe 
eR ili hg: > ees Oe S——_—S ss SS ae e ~ | a 
ad ie il alas Nae Betta t a ae a 2 are. ee ae Bre «% : as, ae ‘ j eugene ct EN a ee a3 
ae ey Cae ats § CM > , SR ai ee ae ss ; one he See j , beat! : ast Ve oo ee 
fers . 44 ae cyte et Ee esc Seen ee a Bier. | a, == hen” Se rie ; Maen r 
ae. a ae ee iE i a ~~ ny ~— See, BRR, x 4 ; 
ve iad ye A eA ea po a 3 . 7 SS “mad a Wien, =. Pag ae . - . 
5 f se “9 a 5 or Rte ” “— s pa eS oo an ; ae =. —,. . / bai tn as . . 
= 4 sabi ea oP ae ae : es 4 / a. . aa) ——— ; 
: ° . Fy: es Fi ts : 4g ene. E me +h ; ) eer a * whe E : 
a ; as cit ; Ben ie: —_ te re ween F 
a! Bee saan eed 1 ig Bic, a ete Es q a gh ae ~~” Pat 
ia ‘ Op ae oe ar tein <r aa ai 7 2 bi ei R S : 
—aa ee << ERT SSA cs ee . aS? ‘ ae " ij : a: = ee ay Se Tete 8. OS : 
; — 2 z Fe Se 0h, eae, Pi, a re = eae oye é ie A me ee 7 | ‘ 
, . an ae ogee lg : eee ae Es en. mee - “i Ps: a3 | 7 
yf =. , wy 7 >. : bs j a os 4 rae - . ’ * a 
. i | cela Sele ee eee ' er at wy . f ae f : 
ee oe . a Rg 8 . vi Sie Core sy sg er ae a or @ of ’ i} al 
‘ bere i Z Spas ow Re ry ae Seah aie are igh te ay ag oS oe ge eee, ae a Be Sine i f la ; ee 
aa a + Se eae tc! ian : Pac -, ht. 2 ar ee 8 i Cae Oo kee, ¥ 4 — 
= * RIE OSs hag oe ele : * ae . a a — 3 ai fer oe ies ney ef 4 eee 
Sa 1 SoC a i lal ear “iar i ae A ca ; a PO ee u ea ace 
“ i a ~ peek fe “) . ie : id a a : Nol ns = < ae . Hoe a ae ie ce ee £ ' : oq =e oD 
(8 = ; 5. J ; 5 : i : Bek we 7? ay fet eis | i re 
> . 4 : Seba 
tape : é, fae a 
we x : Rit 
ats | 4 ay ba 
\j st : oe 
i . rd q is wd ad 
: “ % a ; i se 
% . y 4) = 
. a ee or 4! ; terns 
- ~ + ¥ * : 
: Bik ie q < 
ee i. ‘i | ™, 
ia. ee ! | : 1% 
x ‘ ie ; Fae Ph, 
- . nee man oe 
| coLumMBIA—" a 
s : on 
: : P ee j sony 
Bh. ; < = ee 
ie a eg ara [ = 
ba 4 > Tiling wen 
ae are" ea , as 4 
ite a ‘ nae hee a at 
hae 2 ? —— (}. ae 
a = eS 5 Ponce 
oe : oa ios WR. 4 é es ee 
‘ sal mle ; a 
bani 
> ey + + ¥ " . 
oe ; * 
of St | ; 
aor : ; ; se 
=, i .F 
: « j 
. a 
. | % . , 
‘3 g 788 &g 
“5 * , ae Kn j # ds se a 
ain J 4 OM rag , 
me & 5 =e ! 
, é : | | - oe oP, 
™ agEeag | 
— = ais ttt. 
ae q ; : +h Me, F . } 
ae. . : - ‘i : F Ben ae : be is Pj 
: a , = : ; a me > : 3 =" i <* : F 
4 7 a, . . ps . _ oe a . ie ~ 
° ‘ , ei Bits am “5. 
, i 8 i> De 
wae = Hi i’ Su 
» es ere x. : 
} "4 Bs a 
= % veh ae * 
. As s ‘ : . “s 
SS < = 7 .-, } ° b a os " : < : : ie .s ~ « . + . ’ A .. ie “ ’ ’ ; " 4 R 


——— 


EP 


Postal Costs Dafa 


i 
| 
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Amassed in Newest 
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Anti-Deficit Drive — 


Changes Would Save 
$100,000,000 a Year, 
House Group Claims 


WaSsHINGTON—After three) 
months of behind-the-scenes staff | 
work, Chairman Ed Rees of the | 
House post office committee let it | 
be known last week that his or- | 
ganization is tracking down 
money-saving ideas which may | 
put a big dent in the $254,000,000 | 
departmental deficit. 

While the committee does not | 
expect to eliminate the depart-| 
ment’s record deficiencies, staff re- 
search this summer and fall un- 
covered a long list of organiza- 
tional weaknesses which, in the 
epinion of some members, cost 


the taxpayers as much as $100,-| 


000,000 a year. 

Dozens of these ideas, ranging 
from decentralization of the de- 
partment’s top management, to 
increased use of machinery, and 
a reduction of interest rates for 
postal savings, were assigned dur- 
ing the week to 15 special postal 
subcommittees, which are to pre- 
pare a “critique” on the depart- 
ment for publication early in the | 
next congressional session. 


Projects Lined Up 


Projects were worked out fol- 
lowing intensive studies by com- 
mittee investigators, who have op- 
erated here and in the field on a 
14-hour day, 7-day week since 
Congress adjourned. 

Each subcommittee has been | 
asked by Chairman Rees to fol-| 
low up a specific phase of de-| 


partmental organization. Equipped | 
with factual background already | 


assembled by the staff, the sub- 
committees may be in a position 
to report by the time the new | 
congressional session opens. 

While current studies are purely 
along the line of departmental or- | 
ganization, their results cannot but | 
influence the fate next session of | 


PRINTING 


_WHITEHALL— 


2300 


N IMPOSING group of successful | 


advertising executives find this 


a lucky number. It enables you to use | 


a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... Specially 
trained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 
for you — at a saving of time, trouble 
and money. Phone Whitehall 2300. 


FAITHORN 


CORPORATION 


+ ENGRAVING + PRINTING 


AD-SETTING 
400 N. RUSH ST., CHICAGO, WHitehall 2300 


‘celed out to subcommittees, with | 


a committee bill which would add 
$110,000,000 to postage costs. 
Many members, including 
Chairman Rees, feel that the effi- 
ciency studies, no matter how suc- 
cessful, can do little more than 
dent the deficit. At the time Con- 


;to devise a formula which will} 
|eredit Post Office with at least the | 
cost of handling mail for other} 
government agencies, a_ service} 
valued at nearly $100,000,000 an- | 
nually at current rates. In addi-| 
tion, it wants to compensate yard 

| 


gress voted $25,000 for the effi-|department for rent, janitorial 
ciency study, Rep. Rees asked for service and other conveniences | 
immediate action on the rate bill| provided for other government | 


| agencies. (In two post offices, this | 
j}amounts to more than $1,500,000 | 
‘annually, Representative Rees | 
| says.) 
As it set about its job, the) 
“banking functions” subcommittee 
under Rep. Robert Twyman (R.., | 
Ill.) was told that $33,000,000 | 
|could be saved annually simply 
|by cutting. interest paid for postal | 
‘saving deposits from 2% to 1%.| 
Present rates were established in | 
1910, Representative Rees ob- | ' ; 
served. Since then commercial|!ment, already developed, would | controversial airmail deficit. With 
banks have cut their interest pay- | simplify bookkeeping, which is|airmail losing $14,859,000 annu- 
ments from 3.7% to 1%. ' largely responsible for the current /ally, 15 lines are seeking adjust- 
Mr. Twyman’s subcommittee | $30,000,000 money order deficit,|ments which would more than 
ices,” under Rep. John C. Butler|also was asked to look into key-| the committee believes. |double their pay rate. 
(R., N. Y.) takes up the knotty! punching systems for issuing) A subcommittee under Repre-| Committee experts feel, how- 
problem of penalty mail. It hopes | money orders. Use of such equip-| sentative Rees is looking into the|ever, that the Post Office is al- 


as well. , 
‘Director of Posts’? 
Efficiency ideas have been par- 


each post office committee mem-| 
ber serving on at least one, most 
members on two. Typical of the 
subcommittees is one under Rep. 
Katherine St. George (R., N. Y.) 
devoted to “rate-making proce- 
dures.” It will consider the need 
for a “director of posts” who 
would be in charge of adjusting 
postal rates in line with changing 
costs. 

Another on “government serv- 


FOUR A's QUINTET—The new southern Ohio chapter of the American Asso- 

ciation of Advertising Agencies (AA, Oct. 20) gets under way with an organi- 

zational meeting of the newly elected board of governors. Left to right are. 

E. G. Frost, Geyer, Newell & Gangerr vice-chairman; Hugo Wagenseil, Hugo 

Wagenseil & Associates, chairman; Carter Helton, Kircher, Helton & Collett, 

secretary-treasurer; H. H. Hutzler, Hutzler Advertising Agency, and C. W. 
Stoup, Foote, Cone & Belding—all of Dayton. 


Recent nationwide survey among rural 
dealers confirms findings of previous 


studies over 20-year period. Their out- ~ i 


standing choice is Country Gentleman. 


Dealers in eight important lines were asked, by R. L. Polk and 
Company, to check... 1s 

“the one rural magazine which you believe would be most effec-  *~ 
tive from an advertising. standpoint in helping you sell to 
farmers and other rural customers who trade in your store.” 


2;501 Dealers Replied... . 


No.1 


HARDW ARE DEALERS 
No. 


3 
tleman \7 
nile 30 


. 49.3 
22.8 
14.2 


Country Ge 
magazine 


af 


50 


Magazine 
6 


PREFERENCE 


for Country Gentleman among total dealers was 2 to 1 over the next magazine: 


PREFERENCE 


for Country Gentleman among total dealers was greater than for the next threé 
magazines combined. 


’ 


COUNTRY GENTLEMAN - No.1 with FARMERS - No.1 with DEALERS - No.1 with ADVERTISERS 
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ready required to pay more a] 


a legitimate amount for air serv- 
ice aS a result of Civil Aeronau- | 


tics Aet provisions assuring the|even further reduction in the com-| ice; 


airlines profitable operation. 
Hits ‘Obvious Subsidy’ 


Figures compiled for Repre-| 
sentative Rees show Post Office | 


payimg an average of 68 cents a| 
ton mile, while air freight moves | 
at 14 cents a ton mile. “Even with | 
due allowance for priority serv- 
ice, this represents an obvious | 
subsidy,” Representative Rees de-| 
clares. “Based upon the differ- 
ences between ton mile rates for 


| 


airmail and rates for commercial | 


shipments, this would appear to 
be a subsidy of over $15,000,000 
annually. 

“This difference between rates 
for airmail and rates for large 


commercial shipments places a fi- | 
postal | 
service and, as well, has an effect | 


nancial burden on _ the 
upon the competitive advantage of 
scheduled airlines against non- 
scheduled airlines,” Mr. Rees con- 


tinued. He observed that five of 


| “Removing 


rotor vehicles. He asked one 
subcommittee to consider sim- 
|plification of special delivery 


15 scheduled airlines which have | 
petitioned for increased eietaan | 
pay also are petitioning for an 
mercial rate for air freight. 
the obligation to | 
provide the subsidy for our ate= | 
lines out of postal revenues | 
should be considered,’ Repre- | 
sentative Rees said. “The amount | 
of the subsidy should be ascer- | 
tained and isolated from other) 
Post Office expenditures.” 
Representative Rees estimated 
the department could save $12,- 
000,000 in five years through 
‘elimination of contratt-hired) 


bookkeeping, which would reduce 
by 20% the time involved in han-- 
| dling this loser-class of mail. 


Additienal Data Sought 
From the general organization 
|approach, subcommittees are to 


look into the possibility of re- 
|gional administration, eliminating 


| the need for all 42,000 postmasters 


‘to report to Wasnington.” Other | 
groups are to report on: super- 
vision of the railway mail serv- 
standardization of procure- 
ment; consolidation’ of rural post 
offices and routes; greater use of 
inter-urban truck service; promo- | 
tion of meters, vending machines | 
and zoning, and replacement of | 
antiquated motor vehicles. 

The committee as a whole is to 


| 
| 


|review the department’s account- 
jing and cost ascertainment pro- 


cedures. A subcommittee will con- 
sider a plan to turn auditing over 
to the General Accounting Office. 
Other ideas call for improved cost 
data from large post offices; new 
ways of classifying post offices for 
valary purposes, and a research 
program, preferably in coopera-| 
tion with business machine manu- | 
facturers. 


The rate-making subcommittee | 


under Mrs. St. George is consider- | 
ing appointment of a “director of | 


posts” who will operate a rate-| 
making procedure which would| 
assure constant revision of post- 
age rates in line with cost data. 


ithe chairman said. 


Power to adjust parcel post 
rates already exists, but has not 
been exercised by the Postmaster 
General, Representative Rees 


single year, parcel post is now 
handling unprecedented volumes 
of business—at a $50,000,000 loss, 
“Had the rates 
been increased, the volume should 
represent a revenue rather than 


'a deficit item to the service,’ Rep- 


resentative Rees explained. 


Monsanto Transfers Lum 


Dr. James .H. Lum, executive 
director 
Company’s Clinton Laboratories, 
Oak Ridge, Tenn., has been ap- 
pointed managing director of Mon- 
santo (Australia) Pty. Ltd., Mel- 
bourne, Australia. 


Heads Liebmann Sales 


John FE. Finneran, formerly 
president of Gooderham & Worts 
Ltd., Detroit, will join Liebmann 
Breweries, New York, on Nov. i 
as vice-president in charge of 
sales. 


of Monsanto Chemical | 


DEALERS SAY... 


No, 7 


MERCHANDis¢ 


DEPARTMENT STORES 


With 


MANAGERS of 


% 
43.8 


29.1 
17.8 
7.1 
2.2 
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2 Name Abbott Kimball 


The S. & G. Gump Company 
and Gift Shops of America 
(known as Denslows), both in 


charges. With railway express in-/ San Francisco, have appointed the 
|'troducing two rate increases in a 


‘San Francisco office of Abbott 
Kimball Company to handle ad- 
vertising. The Gump store, known 
for its collections of jade and 
other Oriental art goods, will use 
local newspapers and direct mail 
‘for the rest of the year. Gift 
|Shops will use House & Garden, 
|The New Yorker, Vogue and di- 
irect mail for the remainder of 
1947. 


Appoints TenHoopen 

| Colorado Fuel & Iron Corpora- 
tion has appointed Paul E. Ten- 
|Hoopen as sales manager of the 
| Wickwire Spencer Steel division’s 
|Realock Fence department in Buf- 
| falo. 


(Advertisement) 


How Business 
Advertisers Can 


Beat Old-Man 
Inertia 


By Douglas Hathaway, 
| V-P & Media Director, 
_ J..M. Mathes Company 


| Did you ever see a good busi- 
|/ness paper campaign seem to fizzle 

for no apparent reason? Even the 
|sales force liked it but it didn’t 
| bring sales! 

Maybe inertia was the trouble. 
, People are hard to move. It takes 
-a lot of “push” to make the busi- 
/ness community talk about prod- 
'uct or service, understand it and 
| then buy it. 
| There seems to be a critical 
| point of inertia for any sales prob- 
|lem. If the campaign doesn’t have 
‘enough power to overcome this 
|inertia and get people t6 talking, 
foes money may be completely 
wasted. 

After the first world war, con- 
/sumer marketers learned that pin- 
point advertising may be the most 
expensive way to sell. They found 
that saturation advertising could 
be more economical because it 
overcame inertia and got people to 
talking. 

Business advertisers might take 
a cue from experiences where 15 | 
million impressions per month 
made only an expensive flop... 
'while 30 or 40 million impressions 
‘per month really put a product 
/name or slogan on the lips of the 
| nation. 


| Now general business magazines * 


‘offer enough circulation at low 
‘enough rates so that saturation 
'advertising is within the reach of 
'many who never dreamed of using | 
| it to sell trade and industry. 

| It’s an old-fashioned mistake to 
| budget space just to reach “key” 
people . . . when the key to real 
effectiveness is to reach everybody 
‘through a convenient package such 
as Nation’s Business, United States 
| News, Business Week and Fortune. 

I venture that more and more 
business advertisers will adopt 
this ‘“‘mass” technique to overcome 
postwar competition ... and Old- 
Man Inertia, too! 

This column is sponsored by 
Nation’s Business to promote the 
use of a “mass technique” in sell- 
ing the business market of Amer- 
ica. 

Four leading general business 
magazines offer you in 1948 a 
combined circulation of 1,310,000 
executive subscribers, over 15 mil- 


lion pages a year on 12-13 time 
schedule. The combined rate for 
a black-and-white page in all four 
papers is only about $9,725. 
Net Paid Circulation B&W Page 
Nation’s Business 600,000 $3,000 
United States News.300,000 2,400 
VPortvime® ..<i 5 «e000 235,000 2,750 
3usiness Week ..175,000 1,575 
We'll be glad to give you case 
histories of advertisers who have 
found such “mass” selling profit- 


able. Nation’s Business, Washing- 
ton, DD... 
(Advertisement ) 
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Prewar Eating Standards in 
Vogue as Prices Mount 

WASHINGTON — From the best 
available figures, the high cost of 
living seems to be an effective 
ally of the food conservation com- 
mittee in cutting down the record 
amounts of food consumed by 
Americans. 

During the war, as many fam- 
ilies improved their lot, food con- 
sumption zoomed to unheard-of 
peaks. With millions able for the 
first time to afford better things, 
meat consumption, for instance, 
went from 126 pounds per capita 
prewar to 155 pounds. 

But to judge from. current 
Commerce Department figures, 
many of these people are already 
being priced back toward their 
prewar eating standards. Total 
+ retail food sales are running 7% 

above a year ago. But with food 

prices up 21.9%, by BLS stand- 

ards, and the population up 2,- 

500,000, it would appear that mil- 

lions are eating less—or not so 

well. 

Incidentally, fact sheets dis- 
tributed by the Luckman food 
committee soft-pedal the theme 

_ proposed early in the conservation 
campaign that consumers. will 
check the price spiral by reducing 
their food buying. 

Unable to anticipate tomorrow’s 
prices, the committee advises ad- 
vertisers to build their support 
around Europe’s need, and our 
own longing for freedom, pros- 


}| perity and peace. 


* * * 


If you are eyeing the farm mar- 
ket, you may be interested in 
knowing that the farmer’s cash 
receipts from marketing in 1947 
are expected to amount to nearly 
$30 billion, up 21% over 1946. 

Unlike the average city dweller, 
the farmer has been able to stay 
ahead of the inflation. Between 
' June, 1946, and September, 1947, 

the prices he received rose 31%; 

the prices, interest and taxes he 
| paid were up only 26%. 


Though the volume of food 


. dda cient PT 
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| Most Effective 
READERSHIP 


TIRST-READ and BEST-READ be- 
ause of outstanding editorial content 
seared to the interest of dealer-owners. 


“E.R. is their own publication. 


“KEY MEN” Circulation 


5% of well-rated implement dealers 


long to the National Retail Farm 
Iquipment Ass'n. These “KEY MEN” 


Wace the orders and sign the checks. 


‘ou'll reach them most ef- 
sctively in F.E.R. 


\ 
fARM EQUIPMENT 


mioi4 LOCUST ST. ST. LOWIS 1, MO 
Official Publication - National Retail Farm Equipment Assn 


By STANLEY E. COHEN, Washington Editor 


moving through retail stores may 
be slackened, Agriculture Depart- 
ment is promising farmers that 
their 1948 prices will be near the 


1947 record average. With farm 
crops down, particularly livestock 
and livestock products, the de- 
partment expects spirited bidding 
by consumers holding strong buy-. 
ing power. 

Agriculture Department sees 
little chance of a decline in busi- 
ness or industry in 1948, particu- 
larly if exports remain high. It 
reports large unfilled demands for 
cars, durables and housing, and 
“little resistance to hign prices for 
food, clothing and other soft 


goods.” 
* ca * 

For those who may be inter- 
ested in the intimate details of 
various consumer durable goods 
industries, an interesting new 
pamphlet in the “OPA Economic 
Data Series” is available for a 
dime from the Superintendent of 
Documents. It gives a materials 
cost analysis for items like re- 
frigerators, washing machines, 
radios and many otners for 1941. 

Earlier pamphlets in the series 


he: 
Advertising Age, October 27, 1947 


offer balance sheet figures from 
OPA files on meat, bituminous 
coal, electrical appliance retailers, 
shirt, short and pajama manufac- 
turers, building materials and re. 
tail furniture stores: Others are 
coming. 
oe co cE 

Commerce Department’s gmii|| 
business advisory committee .sug- 
gested new federal tax polictes to 
help small business, including 
“equal treatment of cooperatives 
and other tax-exempt enterprises 
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For Readable, Quotable News Articles 


COLLIER’S IS IN A CLASS BY ITSELE 
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from when they are in competition ‘with service trades did a record $800,- | housing boom, according to critical | years ago only one house in five 10% of all private expenditures . 
nous private tax-prodiucing enterprises.” 000,000 business in 1946, BLS/observers, is the distortion which|was built outside the city. for producer durable equipment § 
silers It asked FTC “to place limitations |says. The wholesalers were up | causes builders to completely I and construction during the two 7 
lufac. on sellers who require purchases 34% to $220,000,000. Productive | overlook the needs of lower in-| Commerce Department’s experts|and a half year period. A 
re. of commodities in such excessive facilities owned by wholesale co-|come groups. Few of the 88,000 conclude the War Assets Admin- Labor Department’s wage and 7 
© are quantities that small enterprises|operatives had an output of|September starts—an all-time) istration activities have had a/hour division will have a hearing ) 
are unable to pufchase from|canned goods, bakery goods, meat|record—were available to low in-|negligible impact on consumer | Nov. 20 on new rules which may || 
them.” products, lubricating oil and|come families, points out Labor| goods markets, but a considerably | place many exempt “executive,” ) 
. Ae. ; grease, paint, lumber, cosmetics | Statistics Commissioner Ewan|greater role in producer goods. | “administrative,” “professional,” | 
small A BLS report shows increased|and other items valued at $95,-|Clague. Construction of rental|Surplus war equipment accounts | “outside salesmen” and “local re- ! 
78ug- activities among wholesale coop-}|500,000, compared with $14,000,-| units, for example, account for|for less than 1% of all consumer |tailing capacity” type employes ,} 
tes to eratives owning their own produc-|000 in 1941. . only 14%, compared with 40% in|expenditures between V-E Day/under the Wage-Hour Law. De- | 
uding tion facilities. Consumer coop- ey? 1925-29. Close to half the new|and June, 1947, Commerce says. | tails are available from William R. 
Gives eratives in the distributive and One disturbing fact about the | building is in the suburbs. Twenty|On the other hand it represented|McComb, administrator, Labor 
es , Department’s wage and hour and | 


public contracts division. 


z - >] . Western Names Larson | 

arley Articles In Collier S Hailed By “Ad” Larson, formerly assistant 
; manager of Marion E. Welborn & te 
Associates, Los Angeles, has been Bia 
appointed account executive and vege 
publicity director of Western Ad- § iad 
vertising Agency, Los Angeles. | 
e e Western has been ay bare 
rtisi ony } 

ditors, Columnists & Commentators octets fois Ree 

; less Launderers & Cleaners, and 

Capitol Brush Company, all in Los 

Angeles. 


As Biggest ) Story in Years. 


For 5 Weeks | ieee 
The Whole SE | 
Nation on The Ist Installment Alone 
Read Farley 

Talked Farley 


| 

| receive Shopping News 89% 
Heard Farley Ritts Chadiieietadess De- | | 
Over E Over Pie 150 Radio Hours gg 


me | 
| 64,790 families 93% | 
Time to Discuss Part I Only Bc pee 2 , | 


Again ome 
g | roi Sepa News 87% 


64,348 families 
receive Shopping News 91% 


| Highest \] 


High Middle 
62,673 families 


| Lowest 
18,654 families 
} receive Shopping News 


These charts are based on 
study conducted by Howare 
Whipple Green, noted inde 
pendent research authority 
A copy of this study, “At 
Analysis of Shopping New 
i 

9 Areas”’, is yours for the asking 

Write for your copy today am 
you'll learn why we maintai 
that this twice-a-week, home 
delivered newspaper reache 
the people who do the buyin, 

in Cleveland 


Coie 


- 5309 HAMILTON 
LEVELAND 14, OHIC 
Represented nationally by 


month after month, newspaper 


JAMES A. COVENEY COMPAN 
01 FIFTH AVE. * NEW YORK 17, NY 
Chicago - Boston « St. Louis 
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Doubles Shirt Promotion | and direct mail. Dorland, 
Mylish Mann & Drucker, Inc., | New York, is the agency. 
Philadelphia, will almost double} . 
national advertising next year on | Electrical Group Elects 
Nelson-Paige shirts, using a color; Arthur S. McCordick, vice- 
advertisement each month. The! president of Moloney Electric 
includes Esquire, Life, 
New York Times Magazine and | 
The Saturday Evening Post, plus 
business papers, display material 


Inc. 


. 


nadian Electrical 
Association. 


Company of Canada, Toronto, has 
been elected president of the Ca- 
Manufacturers’ | 


ee 


Best Seller of the Season 


“HOW TO WIN HOLLYWOOD SALES AND 
INFLUENCE NATIONAL BUYING HABITS" 


Published by The Hollywood Reporter 
(Available on request — simply mail coupon) 


A factual story for all sales seekers . . . the wealthiest, most-influential 
market of all is revealed in this market data brochure now available to 
you... compiled by The Hollywood Reporter, described by Newsweek as 


*. | . the most influential trade paper in the motion picture industry.” 


The Hollywood Reporter, 
6715 Sunset Boulevard, 
' Hollywood 28, California. 


Please send me your market data brochure: ‘“‘How to Win Hollywood 
Sales and Influence National Buying Habits.” No charge is involved. 
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Macy's Head Urges, 
Stores to Uproot' 


jand 


Price Maintenance 


Private Brands Will 


_ Revive Competition, 
| Boston Meeting Told 


Boston—Jack I. Straus, presi- 
dent of R. H: Macy & Co., New 
York, told the Boston Conference 
on Distribution last week that one 
“serious obstacle to lower prices 
is the weakening of competition 
at retail by price fixing laws and 
by the practice of price main- 
tenance by manufacturers.” 

Two other “obstacles” cited by 
ithe head of this. coast-to-coast, 
'$300,000,000 -a- year department 
store chain are “the shortage of 
raw materials that prevents the 
attainment of quality goals by 
manufacturer and retailer alike,” 
“traditional pricing at the 
manufacturing and retailing level 
which involves percentage mark- 
ups. and percentage markups on 
percentage markups.” 


Profits Are Pyramided 


When such marking-up occurs, 
he believes, “it results in pryamid- 
ing of profits which are unjustified 


| fixing 


in a period of high volume such 
as this, and\which could not be 
maintained if the supply of goods 
was adequate.” 

Mr, Straus denounced with spe- 
cial vigor “the growth of price 
and price maintenance” 
which, he said, “has created a 
dangerous situation for the com- 
munity. When the manufac- 
turer fixes or maintains a price, 
the price must be high enough to 
satisfy the high cost distributor, 
and the community is deprived of 
the economies of mass distribu- 
tion at retail and the lower prices 
that would inevitably result... 

“We at Macy’s have searched 
diligently for a measure of law 
that would uproot” both of these 
practices, he explained. “So far 
our efforts have been without suc- 
cess.” 


Repeal Not Sought 


However, repeal of the federal 
Miller-Tydings “price-fixing” law 
would only “encourage manufac- 
turers to turn to price maintenance 
and to other informal arrange- 
ments for the destruction of retail 
competition far more harmful in 
their results than price fixing 
itself. .. 

“The one best attack on these 
evils is through competitive mer- 
chandise carrying the _ brand 
name of the retailer who dis- 
tributes it, and priced low enough 
to get the business. This the re- 
tailer will be able to do over a 


| 
4, 


AM jj) 


Mill sijf LO 


W 
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the great, Year-Round Market 


$1 


broad range since he will be able 
to eliminate all the manufacturer’s 


}expenses of promotion.” 


He emphasized that such store 
names as Marshall Field, Jordan 
Marsh and Macy’s are “older than 
the names of most of the existing 
national brands, and they will find 
quicker acceptance in their re- 
spective communities.” 


Flexible Price Lists 

R. W. Doe, vice-president of 
Safeway Stores, Inc., Oakland, 
billion-a-year grocery chain, 
urged sellers to establish price 
lists - that “set up differentials 
for sales in different quan- 
tities and delivered in different 
ways’”’—the basis being “the car- 


: ‘ 
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load or truckload lot sold an) 
delivered to one customer at one 
destination.” 

To promote their own*sales, for 
example, Mr. Doe pointed ou', 
some manufacturers insist on store 
deliveries. Many such systems, he 
added, “simply add to the cost cf 
distribution without furnishing , 
needed surface.” 

Safeway also opposes adverti:- 
ing allowances, he pointed out, 
because they “foster intention:| 
discrimination” and “often burden 
retailers by requiring them io 
render bothersome and uneco- 
nomical services.” 


Revises Art Staff 


Donahue & Coe, New York, has 
promoted Paul Barbuto, art direc- 
tor, to executive assistant to Wil- 
liam H. Schneider, vice-president 
and creative head of the company, 
Frank V. Droesch, for 13 years a 
visualizer, has been named art de- 
partment manager; Robert Holmes 
has been named assistant to Mr. 
Droesch, and Lloyd McKean has 
been appointed assistant to Mr. 
Barbuto. Ben Rogers, recently art 
director for Buchanan & Co., has 
joined Donahue & Coe as an as- 
sociate art director. 


Crabtree Joins Arden 


Nate I. Crabtree, formerly sales 
promotion manager of the eastern 
division of Monsanto Chemical 
Company, has joined Elizabeth 
Arden Sales Corporation, New 
York, as sales manager. 


I TYPOGRAPHIC 
1] SALES REPRESENTATIVE 


Typographic Plant now seeks a 
man with good connections as our 
typographical sales representative. 

Enlarged facilities now makes it 
possible to handle considerable 
more composition. Highest effi- 
ciency*Standards and skilled per- 
sonnel would help increasé earn- 
ings through client satisfaction. 
Press proof facilities unlimited and 
fast. Salary against commission. 
Write in strictest confidence. Box 
6815, Advertising Age, 100 E. Ohio 


Street, Chicago 11, Illinois. | 


Harvey is an artist. He also is a stickler for 


offset printing that faithfully reproduces 


' * John S. Knight, 
Publisher 


Miami's skyrocketing growth can be measured by any 
yardstick you select. Greater Miami contains 14% of 
Florida’s population, yet accounts for more than 22% 
of its total retail sales. Out of every net dollar earned 


in this market, 80.7¢ goes back into retail sales...top- 
ing the national average by 12.2%. 

Best of all, one paperdelivers this great market. The Miami 
Heraldis Florida's first newspaper in circulation and linage; 
is the primary selling force in Florida’s richest trading area. 


Figures from Sales Mgt. Buying Survey (1947) 


the feeling and color of his original work. 


Harvey is happiest when clients entrust his 


masterpieces to 


THE VERITONE COMPANY 


57 W Grand Ave. ® Chicago 10 ¢ Whitehall 5957 
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Fat 


ADVERTISEMENT 


some THE WALL STREET JOURNAL. 


“All The News And Its Business Significance” 


PUBLISHED 
SIMULTANEOUSLY 
ON BOTH COASTS 


Market Detectives 


Researchers Rushed By 
Orders to Ferret Out 
Nation’s Buying Habits 


Study Sales Pull of Every- 
thing From Candy-Flavor 
Aspirin to Electric Motors 


Many War-to-Peace Posers 


By T. A. Wise 

The private detectives of the nation's 
buying habits—the market researchers—are 
swamped with unsolved cases. 

There's the mystery: How permanent is 

present clamorous demand for motor 

kes? There's the riddle: How big a hit is a 
new 1% grain candy-flavored aspirin going to 
make with the nation’s medicine-shirking 
small fry? 

“Resolving these and like riddles is the busi- 
ness of the market researcher. With both re- 
tailers and manifacturers showing fresh post- 
war interest in a “scientific approach” to pub- 
Ne shopping habits, he's being rushed off his 
feet. 

It’s a new chapter in the life of a fast- 
growing business youngster. A little over two 
decades ago market researching was practi- 
cally an unknown profession. Today more than 
200 research companies thrive lustily. The 
biggest of them, the A. C. Nielsen Co., had 55 
full-time employes in 1934; today it has 1,300. 
And it does a $5 million yearly business. 
First Big Boost in Depression 

Firms like Fact Finder Associates, Stewart 
Dougall & Associates, Opinion Research Corp. 
and other leaders in the field were organized 
during the 1930's when at the depths of the 
depression marketing research received i 
first real stimulus. 

In April this year the American Jo 
Marketing stated, that, of 4,786 firy 
tioned, 38% reported some form of 
research being conducted on their 

The research companies dep 
trained interviewers from coas 
quiz hundreds of thousands 
from bankers to housewives, 
business executives want to 

And they get plump fees 
Clients, depending upon th 
$50 to $100,000. Most fe 
$500 and $20,000, with 
around $7,000. The 200-plu 
business take in from § 
million yearly. But about 
75% of the trade. 

A typical example o 
profit by their probings is d 
of wyndetarm deodorants 
Finder Associates, Inc. m 
Questions were carefully pre 
at a sizable segment of menf 
walks of life. 

First, did body perspiratio 
to bedy odor, create a serious prd 
work? Second, did they think 
® strong soap was enough to 
ance? Then, if not, did they or 
use any form of body deodorant 
No Luck With Engineers * 

The findings meant a lot to 
ers. The survey showed they m 
willing customers in doctors and 
men in close contact with the pi 
it showed that engineers ignored 
It further revealed that the 
would have to advertise in wo 
tines. Reason: Most men said 
not buy deodorants themselves; 
the chore to their wives. 

Thus far in the post-war e 
researchers have brought fort 
ing data on changing shoppi 
American consumer. 

They've found, for examg 
hood stores today accoun 
sales of some appliances. 
these stores sold less than 
ance line; downtown 
hogged most of the busin 

Another finding: Fo¢ 
novelty before the war an 
ally only 2%% of the ret 
28% of total food bu 
steadily. 

Starts Retailers Ponderin 

Such news, say t 
may cause many & manu 
if he shouldn't change his c 
tion. It may start some ram 
whether they shouldn't opéa rhe 
store in a different neighbor Y 

Companies trek to the rese 
cividual problems springing 
from war to peace. f iat 

A chemical company that br 
able wartime substitute for use in : 
and oil industry has watched the prima 
substitute tumble 50% as consumers 
the pre-war commodities. It has dumped 
grief in the researcher's lap. The compan 
wants to know if a permanent market can be 

Geveloped for this fading product. If so, it will 
mean @ yearly difference of half a million dol- 
‘ars in profits for the manufacturer . 
One smal] company producing fractional 
horsepower electric motors found the war's 
end left it expanded to several times its pre- 


war stature. Navy orders had been largely re- | utilities 35.20, up .18 


News— 


*_ * * 


W orld-W ide 


RUSSIA rejected a U. S. protest of an 
article comparing President Truman to Hitler. 


. . : . Soviet Foreign Minister Molotov replied to 
question of calling a special jon of the State Department with a bitter note which 


Congress to provide $580 million for flayed the Amerioan press for its “lies about 
emergency food and coal for Europe /tne U.S.S.R. and its statesmen.” Molotoy 
before the year-end. Mr. Truman asked | said his government could not bear responsi- 
four Senate and House committees to | bility for the article. 
meet as soon as possible to decide upon The article in question was written by 
measures to tide France, Italy and | rs Gorbatov and appeared in “Literary 

: > Gazette No, 39.” It drew an analogy be- 
Austria beyond December 1. Britain was | 11 aitier and the poe & ehh ahs 
not included among the nations need- U. 8. protest called a ng te qneuitingt 
ing emergency aid. No date was set for “< 
the meeting of the key committees. But BRITAIN. and the U. 8. struck back at 
it was apparent that the groups could | Soviet charges they sought to enslave Greece. 
not get back to Washington before mid- Both countries told members of the 55- 
October, if that soon. Many legislators |country political committee of the Uni 
expressed doubt that Congress would Nations that their only purpose was to he 
act before the President’s December | ‘** Greek people. The U. 8. promised « 
deadline, even if it were recalled. 
. > . 


What's 


Business and Finance 
RESIDENT TRUMAN put up to Re- 
publican Congressional leaders the 


accounting to the U. N. of all details of 


All grain contracts in North Amer- 
ican markets, with the exception of 
Minneapolis rye, advanced the permis- 
sible limits yesterday. Wheat was up 
10 cents a bushel, corn eight cents and 
oats six cents. Urgent demand was 
spurred by the Committee on Foreign 
Aid’s recommendation to President 
Truman that 570 million bushels of all 
grains should be exported during the 
1947-48 cropyear. This was 100 million 
bushels more than proposed by the 
Cabinet Food Committee last week. 


Grain traders paid little attention to 


“irrelevant” 
Truman doctrine and the Greek governmen 
The French, earlier in debate on a U. 
resolution on Greece, had offered a comp 
mise resolution to replace the U. S. p: 
This would relieve the U. N. of finding an 
country guihy in the Greek question, an 
would call on Yugoslavia, Bulgaria and Al- 
bania to do nothing to help Greek guerrillas. 
Britain indicated it favored the original U. S. 
resolution. The U. S. had no comment. 
The U. 8. resolution asks the U.N. 
General Assembly to find the three Soviet 
tellites in the Balk guilty of aiding 
the guerrillas, and order the countries to 
cease such action. 
Palestine’s Arabs said in the special U. N 


| 


the adoption eo. Kansas 
City 8 


committee on Palestine they 

scheme for the “dissectig 

tition” of the Hol 

£ our blood.” nl, viee-cha 
he Ar rn 
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ight any 
sion or par- 
he “last drop | ¥ 


Business Bulletin 


| Industrial Production 


j 


A Special Background Report 
On Trends in Industry 


—_—  —— 


MAR 


U. 8. COMPANIES, by and large, still don’t 
worry about British subsidiary earnings. 

Despite the sad experience of American 

| movie companies, only three of ‘32 corpora- 

| tions in other industries covered in a Busi- 


ness Bulletin survey said they expected any 
difficulty in getting profits out under the 


United Kingdom's new dollar-hoarding pol- 
| icy. And one of these thought any trouble 
would be only “temporary.” A sprinkling of 
others refused to say anything, or made such 
ts as: “We are keeping our fingers 


crossed.” 

But over 20 companies said unqualifiedly 
that they anticipate dividends will continue 
to flow to them without interruption. Said 
ne big firm: “Britain needs the output of 
r subsidiary; it won't do anything to jeop- 
dize this.” Many U. S. firms are even going 


Said one U.*8. executive: 
© bad public relations for Britain to cut 
our dividends.” But another scoffed: 


al 


he 1935-39 period, spending at the food 
averaged $13.5 billion a year. The 
of supporting the federal governmen 
between $8 billion and $9 billion 
y in those years. But government ex- 
es for this fiscal year are putting a $37) 
flion strain on the nation’s pocketbook; de- 
yer e nation’s grocery 

tS t tol 


rf 


This is an historic issue of 


Advertising A 


e! 


It carries the largest advertisement ever published. Yes, 


this and the next 47 pages are all an advertisement 


of The Wall Street Journal. They show you a typical 


example of each business advertiser’s use of the Only 


National Business Daily during September, 1947. 


If you get some copy ideas 


for your own use from this 


collection of splendid advertisements, that’s swell, too. 


co a 
planned ; Set A ake bported it was one 

. e city's history. More than 
Markets— 100 firemen were injured. All but 75 feet 
Stocks— Volume 740,000 shares. Dow-Jones |of the 1,000-foot pier, owned by the Grace 
| industrials 175.85, up .99; rails 47.72, up .29; | Line, fell into the water. About 400 tons of 
London—Financia! | cargo, including 700 bales of cotton, were lost 


‘ponsible, But the navy orders had evapo- | News common share index 116.4, up 0.3. =F © 


ated. How could it possibly maintain inflated 
ume? The company struck a fast trot to 

“tewart Dougall & Associates for the answer. 
The big researcher went into high gear on 


systematic track-down of all uses of frac- | 


“onal motors. The completed survey showed 
‘he manufacturer what size motors were in 
kreatest demand and by what industries. It 
*.ggested where the sales force should be con- 
entrated. Result: The manufacturer has been 
able to maintain near-wartime volume. 

‘searching Rugs 

A 


manufacturer recent! 


Bonds—Volume $3,780,000. Dow-Jones 40 dames F. Byrnes, former Secretary of 
bonds 100.90, off .28: high grade rails 106.14, } State, declined the invitation of Marshal Tito 
off .64; speculative rails 89.59, up .04; utilities | investigate, with five other Americans, 
105.22, off .04: industrials 102.67, off 28 the Greek-Yugoslav dispute. Byrnes said it 

was a matter for the United Nations, and 


Jommodities — : | 
. Dow-Jones futures index }not a group of private citizens 
} 159.96, up 4.53 ae) al 
. . 
. Vaccine for 200,000 persons has arrived | 
Earnings— —_-Wat Income— Per Com snr |in Egypt from the U. 8. to combat the spread | 
& mos. Aug. 31 _ 1947 1946 17 1946 |) of cholera which has already killed 81 persons. 
Genngten Setvend 918.12 er oo supplies were going to Egypt from 
M.-K.-T. Lines 1,950,531 «1,243,198 --| Britain, France, Switzerland, Italy, Russia 


Dairy, 11 com 1,61 
Gr & fd, 15 com 1,08 
Gr prod, 11 com 
Drug. 15 com.. 


Northrop’s Flying Wing Jet 


2.300 1,168.1 
987.924 21,080 
825,755 463.658 76, 


° ’ 
“definite” upttl 
business, while better 


sa 
stores say 
falls short of the sea- 


> onal upturn that is usual at this ime of the 
Bomber Ready for Testing year 
——— Three big Cleveland shops report a 
.| ‘marked improvement” in sales since the 
LOS ANGHLES—WMaerthesp Alreraft, ine.'s weather cooled this week. But the manager 


flying wing YB-49 jet bomber, built for the! of one says We'll not get 
'U. 8S. air forces, was rolled out of the final|for a while yet.” Another expresses disap- 
pointment that furs haven't joined in the in- 
creased turnover 
Stores’ quandary: Do slipping sales 
of many recent weeks point a trend?’ Or 


was it just the hot weather? 
. . > 


assembly hangar today 
| 4s reported in an advanced stage of comple- 


A second such plane 


| tion 
The plane is said to be capable of operating 
at altitudes in excess of 30,000 feet. It is an 
| all-metal, all-wing craft with eight jet engines 
| housed wholly within the 172-foot wing. The 


NEW PRODUCTS: Something to bring 


sf oss eisi Al) eaetnes Shen ~~» 


> 


over-optimistic | 


over t 
| now at 15 to 20 cents a dozen cheaper 


home to the wife: A new $69.50 gadget which 


Food Trade Troubles 
Boiling Prices, Fear of 
Inventory Losses Plague 
Wholesalers, Retailers 


They Sweat Over Daily Price 
List Changes; Spend Much 
Time Placating Customers 


Working Capital a Problem 


The most fevered brow in the land today 
is that of the man trying to do business ip 
the food trade. 

“I don't know whether I'm going or come 
ing’ was the statement most frequently heard 
in a Wall Street Journal 10-city survey of 
food wholesalers and retailers yesterday. 

Prices boil about the food man. Inventory 
loss dangers circle him like a pack of sharks, 
His mimeograph machine is burned out from 
reprinting price lists. If he’s a wholesaler, the 
retailer is cussing him. If he's a retailer, the 
public is cussing him. 

Yesterday's sharp futures-market break in 
prices on many basic food staples—graina, 
butter, eggs—sent a shudder through him and 
his brethren. 

Butter and Man 

“I have $7,000 more tied up in inventory 
now than I did two months ago,” blurts @ 
butter and egg wholesaler in Detroit. “And § 
don’t have any more butter and eggs in stock 
than I did then.” 

Super-costly edibles are being passed from 
wholesaler to retailer to housewife like hot 
potatoes. Everybody fears getting stuck with 


| them in case of a price bust. Bach keeps as 


ie as he can in warehouses or on shelves, 
stead of stocking 500 cases of an item,” 
» Los Angeles wholesaler, “we stock 


hanics of keeping up with 
ating prices is a rat race, food 
-ortland, Ore., wholesaler de 
ay: 
to rush out price lists daily 
There's no time for print- 
meograph them to keep up, 
les meetings and call out- 
daily instead of weekly.” 
says his long distance 
umped 15% just on calle 
m™ keep salesmen abreast of 


@ «an official of Certified 
nia, a wholesale 

a thousand retailers, saidt 
Dks we get out cover 4,000 
ve to get revised books out 
bustomers. Before the war it 
ery time there's a change in 
orn it affects items ranging 
to corn flakes.” 

» Customers 

lesaler says his salesmen “spend 
time explaining to irate retailers 
s for price changes and trying te 
wrath.” 

etailers, on the other hand, also have 
a lot of effort cooling wrath—of 
d housewives. A typical example of 
orts to placate hot-tempered, budget- 
d ladies is offered by the Stop & Shop 
in Boston, The company employs ine 
nal advertising to-tell the public how 
economically in the price blizzard. 

s Stop & Shop: “We want your bus 
ot your shirt.” 

dvises margarine instead of butter, 
ends evaporated instead of fresh milk. 
ttention to fresh fruits and vegetables 
as budget savers. 

major headache for many food 
is getting adequate working capital 
climb. Says a small meat whole 
icago. 

king capita! kept shrinking. More 
oney went for stocks of meat 
g to get a bank loan. it wil 
hing in interest. But it was the 
puld meet the demand of my 


butter and egg wholesaler 
inventory loans is taking & 
a very slim profit margin 
y butter and egg dealers 
operations entirely.” he 
we have to get bigger in- 
» the banks, the extra im- 
f our hides.” 

mostly 

kage or breakage grows 
as prices climb, say but- 


butter we usually lose on 
bne pound to a pound-and-a- 
y 100 pounds,” says one deal 
a big difference when you've 
& pound instead of 40 centsa— 
hen your profit margin is only 

IRE “ 
‘ a pound in either case 
P says he has about « 3% breakage loss 
eggs and adds: “When you break an egg 
today you break a good piece of money.” 

But the bite of these losses is not so sharp 
as that from unforeseen price breaks 

“I've bought pinto beans and seen the price 
drop from $19 down to $15 a hundred pounds 
within 24 hours.” moans a Los Angeles whole 
saler. “Some rice I bought fell from $20 te 
$16 within a week” 
Hints of Bigger Breaks 

Food men keep getting hints of bigger 
price breaks ahead. Says a Seattle egg deal 
er Our large grade A's are beginning to 
gang up on us. People seem to be switching 
) the smaller pullet eggs just coming in 
We're 
trying to*push our bigger eggs and shading 
the price some because we can't hold onte 
them.” 

A_wholesaie meat 


. 


istributor in the same 
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Circulation Tripled in Five Years! Concentration Where Coverage Counts Most 

The Wall Street Journal’s net paid circulation is now Executives in every field and function of business who 
well over 100,000 at $18. per year. Its steady in- must keep accurately and promptly informed read 
crease — from 35,410 in 1942 — has been attained The Wall Street Journal—it’s the only National Busi- 
with absolutely no special-inducement stimulation. ness Daily. The Wall Street Journal is your surest and 
Here is convincing proof that industry needs business fastest contact with the people who recommend and 
reporting and interpretation daily. approve business buying. 


| --—«* DON’T FAIL TO HEAD YOUR 1948 BUSINESS LIST 
| ss WITH THE WALL STREET JOURNAL > 
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for the next 5 or 10 years 


only once in 5 to 10 years. No more handling and shipping costs. 
hard work or scraped knuckles in Lonely Pitcairn Isiend helped make Aluminum License Plates possible... 
‘removing plates. Just clip a little On a spray-swept Pitcairn beach in the far Pacific is one of 
tag on them each year. No new Aleoa’s eleven testing stations where aluminum panels are 
‘ number to memorize. exposed for studying corrosion and ways of overcoming it. 
It’s already a fact in some states. In Connecticut, “per- Getting these facts helped Alcoa 
manent” license plates issued in 1937 are nearly eleven years Research produce the kind of 
old. They are made of aluminum, you see. Can’t rust. Painted aluminum suitable for your “per- 
numerals hold on tight. manent” aluminum license plates. 
Because it saves money, the idea has swept to other states. Avuminum Company oF AMERICA, 
Although “permanent” license plates may cost the state more 2124 Gulf Bidg., Pittsburgh 19, Pa. 
than steel to start with, they show a saving the second year. Sales offices in 54 principal cities. 


‘MORE people want MORE eluminum for MORE uses than ever 


ALCOA riest in ALUMINUM 


You'd be sure to get the most efficient 
vacuum cleaner on the murket. 


Perhaps—out of consideration for 
the person who does your houseclean- 
ing—you've already made sure she 
has the best! 


You'd insist on the best all-round 


typewriter that ever responded to a 
typist’s touch. 


But then— perhaps you've already 
seen to it that your secretarial staff 
has Royal Typewriters! 


Royal wins hands down! 


Popularity! A national survey shows that Royal is the fa- 
vorite typewriter among secretaries and typists —-preferred 2 to 
1 over any other typewriter! Your typists will do more work, 
better work on machines they prefer to use! 


Royal efficiency! There are work-saving, time-saving 


features on a Royal not found on any other typewriter. 
vw. A 


ng—higher pr per machine! 

Royal durability! These typewriters are really sturdy. Royals 
stand up, spend more time on the job, less time out for 
repairs. With Royal, you get the maximum return for your 


typewriter investment! 


N CW York The Empire State 


is richly endowed with the power and beauty that make America great 


New York ... dynamic, populous, beautiful Empire State . . . is tained offices in New York ever since. And at Buffalo, one of 
unique in the contributions it has made to the economic, social International's original manufacturing plants has produced 
and cultural progress of the Nation. hundreds of thousands of tons of plant foods to nourish the 
growth of large yields of quality crops on the rich farm lands 


Ni i i ! Wall S , Broad 
ow York io an Amasingn ponotuinn! We Oerest, Bevadway of New York, Pennsylvania, Michigan and Canada. 


and fertile farm lands. Prosperous cities and quiet, pastoral 
villages. Widely diversified industry and domestic and foreign In twenty-one states from New York to California, Interna- 
trade. Distinguished universities and colleges. Beautiful moun- tional is producing minerals and chemicals that are essential to 
tains, rivers and lakes. industry and agriculture in America and throughout the world. 


The vitality of its leadership, the strength of its people and 
bold pattern of its achievements are characteristic of the quali- 
ties which have made America great. 


International has been intimately identified with the busi- 
ness and agricultural life of the Empire State for many years. 
Incorporated in New York in 1909, International has main- 


MINERALS & CHEMICAL CORPORATION 
General Offices: 20 North Wacker Drive, Chicago 6 


NOW it's a bedroom! And what a swell night's sleep r 
you get in that big, soft Pullman bed—while you speed ' 
safely through the night, to arrive on dependable rail- 

road schedules. : 


NOW it’s a living room! And your Pullman room has 
all the comforts and conveniences you have in your 
living-room at home — including some you may not have, 
like air-conditioning. ; 


NOW it’s a dressing-room! You have your own wash- 
bow! and toilet in your Pullman room. On your next trip, 
enjoy 4 Pullman four-rooms-for-the-price-of-one! . 

a 


Go Fullman 


THE SAFEST, MOST COMFORTABLE WAY 
OF GOING PLACES FAST! 


NOW it’s an office! You buzzed for the porter and he 
brought a table, turning yous Pullman room into an 
efficient “office” where yor plan tomorrow's work in 
privacy and comfort 


IMPROVED SECTION ACCOMMODATIONS, TOO! 
Many of the new cars now going into Pullman service include improved 
section (upper and lower berth) accommodations, as well as private rooms 
And whether you occupy a room or berth, that famous Pullman service is 
always yours to command; Pullman lounge car hospitality yours to enjoy 


~« =ree 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SROULD HEAD YOUR LIST & 
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Tow block down on the night 
— theres Bank of Amenica— 
ight kf 


F ienaly, of course, neighborly, too—that’s Bank of America —the 
one bank you'll find practically everywhere you drive in California. 


Millions of Californians have found Bank of America always near- 


by... always friendly...always helpful. They like the quick, neighborly Bank of America 
service Bank of America gives them. services, available 
‘ an : through every 
The next time you're “driving through,” remember Bank of America, branch, include: 


“two blocks down on the right.” It's the right bank for friendly service. 

When you're at home or traveling in California, let Bank of America 

serve your every banking need. Your savings or commercial account 
for any amount is always welcomed. 


| Bank of America 


| NATIONAL {R45 NG8 ASSOCIATION 
€abifornias Halecide Bank 


MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION . MEMBER FEDERAL RESERVE SYSTEM 


Shipping Risks --- 


Rough handling of your packaged product is an 
ever-present hazard. 


But no matter how you ship—by rail, truck or cir— 
Gaylord provides an extra margin of safety due to 
correct functional design, better materials, and pre- 
cision manufacturing. 

To minimize your shipping risks—insist on packages 


by Gaylord. 


GAYLORD CONTAINER CORPORATION 
General Offices: SAINT LOUIS 


New York + Chicago + San Francisco + Atlanta + New Orleans 
Jersey City + Seattle + Indianapolis - Houston + Los Angeles 
Oakland + Minneapolis + Detroit + Jacksonville + Columb 

Fort Worth «+ Tampa + Cincinnati + Dallas + Des Moines 
Oklahoma City + Greenville + Portland + St. Louis + San Antonio 
Memphis + Kansas City + Bogalusa + Milwaukee + Chattanooga 
Weslaco + New Haven + Appleton + Hickory + Greensboro + Sumter 


The test of true motor car greatness 
is evidenced in the ability to pace the 
industry's progress throughout the 
years. Such is the enviable record of 


Cadillac. For forty-five years, Cadillac 


has provided the standard of personal 
transportation for those whose choice is 
unrestricted. As a natural consequence, 
Cadillac is granted universal recogni- 


tion as the world’s supreme motor car. 


ee li you are waiting for a new Cadillac—please be assured that every effort is being 
? made to further production. Demand is so creat, however, that some delay im delivery 
is still imeviteble. But held to your purpose! There is no substitute for a Cadillac. 


a YOUR CADILLAC DEALER 


iby = 

9 as 

| ee eee ce eon ae 5 
iF YOU ADVERTISE TO BUSINESS AN INDUSTRY 


We proudly announce our appointment 
as EXCLUSIVE WORLD’S DISTRIBUTORS (except U. S. and Canada) 


for the famous Haney Agricultural Implements | 


A complete line of agricultural implements including Tractors, Multi- 
Vators, Plows, Harrows, Cultivators, \Disc-harrows, Bulldozers, : etc. 
Outstanding are the three units illustrated— 


THE HANEY 


A sturdy 5-Horsepower Tractor, correctly designed 
and engineered for plowing, cultivating, harrow- 
ing, etc. Comes complete with power take-off, 10- 
inch plow, combination harrow and cultivator. Ao 
ideal, year-round small tractor of many uses. Be- 
cause it is an all-purpose Tractor, it is in year- 
round demand. 


and 
power, two cylinder gasoline engine, with four 
——- attached implements consisting of 
illing Plow Cultivator Shovel Fine-Tooth 
Cultivator and 10-inch Sweep, easily inter- 
for instant use by a “flip of the foot.” 
Indi.pensable for small farming gardens, etc. 


THE HANEY 

“BULL-TERRIOR” TRACTOR 

A compact, unusually powerful, 1244 Horsepowerall-work tractor for farm and industrial use . . . with 
implements and attachments . . . to provide economical power for plowing, planting, fertilizing, cultivating, 


mowing, hoeing, sawing wood, pumping water, digging post-holes. It also aps en poe for highway ma‘a- 
tenance, park and airport care, and other industrial uses. Drawbar and power taki are standard equipment. 
Four-wheel adjustable tread, individually braked rear wheels and a turning radius of only seven feet. 


Prompt Delivery 
JOHN M-H-SHLINE CO,INC. 
Foreign Representation 


EXPORTS - DISTRIBUTION - IMPORTS 


2 RECTOR STRECT, HOW YORK ©. Hv. @ TELEPHONE: WHTEWLL <-s200 


THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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OF INTEREST TO 


MEN who are too 
be bothered 


some details in- 
volved in security 
ownership. 


HEN you ‘open a Custodian Account at 

Bankers Trust you protect yourself against 
the type of loss that comes from oversight. You also” 
save time, worry, and inconvenience. 
You retain complete control of your securities. We 
keep them safe in our vaults—give your securities , 
the same protection as our own. 
In addition, we collect and remit your income — buy 
and sell as you direct — maintain up-to-date records 
for tax purposes—and keep you informed of conver- 
sion privileges, redemptions, subscription rights, etc. 
Your savings in time, trouble, and money may far 
outweigh the moderate fee. 


SHOULD HEAD YOUR List 


: For compléte information, visit, write, or telephone 
4 any one of our four convenient offices. There is no 
4 obligation. 
: pecan Rin tat compton as TOCKHOLDERS IN OTHER BUSINESS 
a 
* S 
a 
. 
| HAVE A STAKE ALSO IN RAILROADS 
- FC 
= is 
ey ¥ J “RE . a 
= oa : "5 
Stockholders of all kinds of business should be interested in fair treatment 
= \A DA 
’ for railroad stockholders. 
) = L 
: “e i an Freight rates are too low to meet the mounting costs of railroad operation and 
= us aus : <r , 
i : Perr i allow railroad stockholders a fair return on their investments. If railroad 
= Beant se oy ha iT stockholders are squeezed out—railroad operation would fall on the Govern- 
Pe / er ‘ é ment. Under Government operation, taxes to support the railroads would fall 
iat principally upon other corporations—owned, in turn, by their stockholders. 
MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION In other words, stockholders everywhere would be penalized. 


Railroads should be treated equitably and given increased freight rates to 


CAA VU Ob 5s, THE ANUHURS 7 meet increased costs and allow railroad stockholders a fair return. 
| ‘ 
VA . The cost of materials and supplies necessary to railroad operation has in- 
. ie” - S ne 
° 7 " +, \ E 


creased 87% since 1939; wages and wage taxes are up about 70%. Freight 
rate increases have produced only 15% additional revenue for hauling the aver- 
age ton of freight one mile. An increase in freight rates is needed. In the interest 
of everyone—employes included—freight rates should be adjusted promptly 
to the higher costs of performing transportation. 


Winar works as 
WELL 5 MILES UP 
AS 3 MILES DOWN? 


It works under water, too — 
but it’s nota pen, It’s wifé 
rope. Aircraft cables, oil 
well drilling lines and com- 
mercial fishing lines are 
all made of wire rope. ACCO's 
American Cable and Hazard 
Divisions make wire rope for 
these and hundreds of other 


uses. > 


What the railroads desire is just and reasonable rates, that in meeting their 
responsibility to the public in furnishing adequate and efficient transportation 
service at the lowest cost consistent, they be allowed to earn sufficient revenues 
to enable the railroads, under honest and economical and efficient management, 
to provide the public with the service it desires. 


$92,085,937 


NOTE THE CHART—While thé stock- 9a 
holders’ share of Pennsylvania Railroad 
income has declined, those who sell us $26,335,392 
our supplies have received a bigger and 
bigger share. 


TO BUSINESS AND INDUESTRY THE 


> 
. 


B 
[Hlow CAN A GIRL LIFT A TRUCK? 


A two-ton capacity truck weighs about 8,000 

pounds qross. It would take 53 men to lift it. But 
a girl can lift one end easily with a 
4-ton Manley hydraulic jack. ACCO's 
Manley Division makes jacks cs 
well as other garage 
and service station 

equipment. 


1936 1946 1936 1946 
Dividends Materials and Supplies 


PENNSYLVANIA RAILROAD 


ADVERTIS 


IHiow CoLD 
Hlov ICE 7 


Pure water freezes 
at32° Fahrenheit or O° 
Centigrade. Ice is just as 
cold as the air around it. 
Extreme cold keeps some 
valves from working 
well. One product, of 
ACCO's Reading,Pratt 
& Cody Division is a 
special kind of nickel 
stee! vaives tor use 
in sub-zero temp- 
eratures. 


ir Wou 


Shrew tatlishs tn 
Business 


SINCE 1886 


These are ony 2 few of the primery products made by the [7 divisions 
of ACCO: Chain + Wire Rope - Aircratt Gable + Fence - Welding 
Wire - Cutting Machines + Castings - Wire + Springs + Lawn 
Mowers - Bolts and Nuts - Hardness Testers + /oists and 
Cranes + Valves - Pressure Gages + Avtomotive Service Eguipmert. 


* ’ 7 ic 3% = 
steering . . . fights wear and friction 714 W. OLYMPIC BOULEVARD — LOS ANGELES 


\\ _4¢ TEXACO DEALERS 
IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 


MARFAK Texaco’s famous chassis x a ENAMEL CORPORAT 1ON 
Ge Lire) SeoPhens-Witten Co. F ERR 4150 East 56th St. - Cleveland, O. 
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Freedom isn't Free! 


A Railroad Salutes the Freedom Train Which Starts 
Its National Tour in Philadelphia This Week 


Tuts week the whistles will blow and 
the church bells will ring in Philadelphia. For 
there, where our Constitution was born, the 
most remarkable railroad train in history is 
beginning a national tour —a train trans- 
formed into a rolling shrine to display the 
great documents on which our American free- 
doms are based. 


As the school children of Philadelphia 
(and the 300 other cities to come) gaze on 
Jefferson’s own draft of the Declaration of 
Independence, or the official manuscript of 
the Bill of Rights, or Lincoln’s pen notes for 
the Gettysburg address, sober thoughts will 
run through the minds of their elders. 


* * * 


Freevom, as world events have taught 
us, isn’t free like the air we breathe. It isn’t 
from everlasting to everlasting. It was won by 
bitter struggle, and it can be lost with tragic 
ease, if we Americans take it for granted. 


The lesson of our time is that freedom 
must be earned, in each generation, by our in- 
tegrity and ability as citizens. Either we con- 
tinue to earn it, or we shall wake up some 
morning to find that it has slipped through our 
fingers, as it slipped through the hands of so 
many other people in the world. A dictator- 
ship will have taken it from us. 


lx our business hours many Ameri- 
cans speak of “Free Enterprise” as though it 
were a God-bestowed blessing. Some are sur- 
prised to find that it isn’t listed in the Declara- 
tion of Independence under Mr. Jefferson’s 
“unalienable rights.” 


But freedom of enterprise, like our politi- 
cal liberties, doesn’t blow like the wind from 
Heaven. It must be earned. Either business, in 
serving itself, serves the public, or it invites 
strangling regulation. 


It can almost be said that the measure.of 
our success as a republic is the amount of 
regulation we can get along without. Judged 
by this standard, we have a long way to go. 
Does anyone believe that either the Securities 
Exchange Acct or the Taft-Hartley Labor Bill 
is a tribute to our success in self-discipline? 


* * * 


Tue duty of the business man and 
the labor leader in our community is to make 
our economic freedoms work. This is a duty 
they have to the whole public, not merely to 
their own group or class. It is far better that 
these men should disclose and assail the 
wrongs in-our system than that they should 
see, hear and speak no evil. Either we do our 
own housekeeping or an indignant electorate 
will do it for us. 


What would have happened in the twenties, 
for example, if a few determined men in Wall 
Street had publicly denounced. the iniquities 
then practised in the name of the Bull Market? 
Such an action would have broken all the rules 
of the Club, but the crash and the depression 
would have been easier, and business would 
have escaped a whole morass of legislation. 


And what restrictions could the labor 
movement have avoided if some audacious 
leader had insisted that his union be account- 
able to the laws and customs of contracts? 


It is taking us a long time to learn that, 
when we invite the devil to take the hindmost, 
the devil may take us all. 


* * ” 


In the words of Tom Paine: “Those 
who expect to reap the blessings of freedom 
must bear the fatigues of supporting it.” 


There can be no liberty that isn’t earned. 


That, to us, is the import of the Freedom 
Train. And the Chesapeake & Ohio, which is 
one of many railroads over whose tracks this 
national shrine will pass, salutes it on the start 
of its historic mission. We will guard it 
well when it comes our way. May it have a 
fruitful journey! 


Chesapeake and Ohio Railway — 


Terminal Tower, Cleveland 1, Ohio 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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" ii sugar came by pipeline. 


—s 


... it couldn't be cleaner! 


Not even a pipeline’s complete protection, 

all the way from refinery to user, could de- 

liver a cleaner, more sanitary product than 

the sugar that’s shipped in multiwall paper 

bags! And that means most of America’s pack- 
aged sugar. 

Leading sugar companies have found that their 
most efficient and economical packaging, in large 
or small operations, is with St. Regis valve bag fill- 

ing machines and low-cost, protective multiwall paper 

bags. With Multiwalls there’s no possibility of con- 

tamination in transit or in storage. 

Whether sugar goes in 100 Ib. bags to the baker, 

the soft drink, candy, ice cream or other manufac- 
turer ...or in 5 lb. or 10 Ib. bags to the grocer for 
the housewife’s use — more and more sugar is being 
shipped in paper bags. And more and more of 
those bags are St. Regis Multiwalls. 


In its 43 plants throughout North and South 
America, St. Regis also manufacturers: Printing, 
publication and specialty papers ...“Tacoma” 
bleached and unbleached sulphate pulp .. . 
Panelyte—St. Regis structural laminated plastic. 


ST. REGIS PApER 


230 PARE AVENUE NEW YORK 17, ¥ 

S Regis Prodech ore sold by St Regis Seles Corporation: Offers in Mew 
Tork + Chicage * Batimere * Sen Francine and 20 other industrial centers 
1% CANADA Y Regi Paper Co (Con) itd. Montres!, Hamilton, Vencewrer 
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Better Products, Greater Progress 
are Made by Martin! 


Aggressiveness .. . that’s the answer to The Glenn L. 
Martin Company’s leadership in the aircraft and other 
fields. For example: 

Martin and Aircraft Sales! 
When it became apparent that most prewar commer- 
cial aircraft were obsol Martin pped into the 
transport field. With aggressive salesmanship support- 
ing brilliant engineering, Martin sold new airliners to 
airlines of the world. The Martin 2-0-2 is approved by 
the CAA and ready to enter airline service, while the 
Martin 3-0-3 is passing flight tests. 

Ahead in Military Aircraft! 
When new developments outdated America’s wartime 
airfleets, Martin was already at work on outstanding 
new designs. Now Martin is again ahead of the field 
with four advanced military aircraft in production or 
passing tests—while work commences on huge Nep- 


Even Research Packs a Punch! 


Even in research, Martin aggressiveness is apparent. 
Sensational new products have been developed and 
licensed to other facturers with royalties accruing 
to Martin. Stratovision, which p i to re i 

ize television and FM, is being pushed by Martin and 
Westinghouse. Research is being intensified by the 
Martin Rotawings Division as a preliminary to aggres- 
sive entry into the helicopter field. And many other 
new Martin developments are on the way! 


New Fields to Conquer! 
Aggressiveness! Expect it in Martin research! Count on 
it in Martin production! And look for a new era of 
aggressive accomplishment in any field Martin enters. 
It's the keynote of Martin leadership! The Glenn L. 
Martin Company, Baltimore 3, Maryland. 


tune-type rockets capable of a speed of 8500 feet per 

CONSUMERS second! Y 
Challenging the Plastics Field! 

Again, when plastics showed signs of becoming a 

major industry, Martin swept into the plastics field 

with its versatile Marvinol resins. Nearly complete, a Al RC R AFT ! 

big new Martin plant will soon be turning out Marvi- 

nol resins at the rate of millions of pounds a year. Raitder, of Dependable Arrevaft Since (909 

Other plastics developments are emerging from 

Martin laboratories. 


AN INTERNATIONAL INSTITUTION 
military clrcroft + Aerio! gun turrets + Guided missiles + Ovtstonding commercial plenes for both posenger ond 
corgo service + Marvinol resins (Martin Plastics and Chemicals Division) DEVELOPERS OF: Rotary wing aircraft (Martin Rotowings Division) + Moreng fvel 
tanks (licensed to U.S. Rubber Co.) + Honeycomb construction material (licensed to U. S. Plywood Corp.) + 5 ceriol brood: {in 
with Westinghouse Electric Corp.) + Aireraft ground-handling equipment (licensed to Aircraft Mechanics, inc.) LEADERS IN RESEARCH to guard the peace 
for-reaching fields 


mer wate 


The St. Regrs Pagineering Divison offer custom-built par ke 
oneal ; BRR Gi a aa An am ene 


ond build better living in many 


ADVERTISEMENT 


\ew Safety from the Ground Up !. ‘ia 
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IT&T serves 
the world in these eight 
additional ways: 


TELEPHONE OPERATIONS 
! T & T has modernized and expanded 
national telephone networks in many 
countries, owns and operates] systems 
n Latin America and Shanghai, China. 


MANUFACTURE OF COMMUNICATIONS 
AND ELECTRONIC EQUIPMENT 
| T & T factories in 26 countries, sales 
‘hees in many more, make it the largest 
ternational communications and radio 
supplier, 


CABLE AND RADIOTELEGRAPH 
COMMUNICATIONS 
| T & T associates operate 47,000 miles 
submarine cable, 6600 miles of land- 
« connections, over 60 international 
‘diotelegraph circuits. 


RADIOTELEPHONE COMMUNICATIONS 
! 1 & T has installed and operates the 
) stations connecting most of the coun- 
of South America by radiotelephone 
»'\ 95% of the telephones of the world. 

RESEARCH AND DEVELOPMENT 

| | & T research and development activi- 
ive been responsible for an outstand- 
cord of contributions in the field of 
\unications as well as electronics. 


MARINE COMMUNICATIONS SALES 
AND SERVICE 
| T 4 T associates operate 7 U. S. marine 
nications shore stations and have 
ales-service agencies at principal 
Ww ports. 


IR transportation’s world-wide growth is being accompanied by 
A amazing advances in radio aerial navigation aids. In the forefront 
of this development are | T & T and its manufacturing associate, 
Federal Telephone and Radio Corporation, Clifton, New Jersey. 
Backed by I T & T research, Federal is one _1 the foremost 
manufacturers of aviation communications... ground-to-plane and 
point-to-point radio equipment, Instrument Landing Systems, 

.GCA (Ground Control Approach), Direction Finders and 

Radio Ranges. Federal equipment contributes vitally to dependable 
aircraft operations ...and to the public’s increasing reliance on air 
transport. Navar, Navaglobe and other | T & T-Federal developments 
coming from the laboratories promise a new era in aviation...with 
all-weather flight trafhe control and global navigation providing 
certainty and safety surpassing even the present high standards. 


"TCHNICAL AND ADVISORY SERVICES 
I T technical and advisory services 
‘re upplied to certain government tele- 
systems as weil as to privately 
| telephone operating enterprises. 


ExPorT 
T maintains an export department 


supplies its customers their com- 
requirements of electrical equip- 


. ; : - 
including products of other j 4 INTERNATIONAL TELEPHONE AND TELEGRAPH CORPORATION : J . a \) : 
facturers te Seet age 67 Broad Street, New York 4, N. Y. ¥ ; \ 

America’s World-Wide Leader in Communications, Electronic Research and Precision Manufacture ‘ 7 
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; Blazing for nights-at-a-stretch before 
each payroll, those lights had become a VETSUS e 
For the problem that used to keep } ) I } l } } 
them burning in the Payroll Depart- 
ment was finally and completely solved 
chines. No more overtime —no more 
lights! 
For many, many other firms, too, Na- 
concerns are among the country’s larg- 
est —some, far smaller. 
Indeed, one of the most enthusiastic 
60, and having a daily posting of ac- 
counts receivable of about 40. For he 
finds his National Multiple-Duty Type- 


familiar part of the scene. Then, sud- 

through the use of National Payroll | 
tional Accounting Machines have ended 

users of Nationals, anywhere, is a manu- 

writing-Bookkeeping Machine so flex- 


 ) __ r The Hearst Newspapers on 
ned off the [eat Fayroll 

denly, they were gone! 

Machines and National Accounting Ma- 

costly, disruptive overtime. Some of these 

facturer employing a total of only about 

ible, and so suitable to his needs, that, 


SHOULD HEAD YOUR LIST 


* single-handed, it handles his entire ac- 
” counting. 
z If you employ from about 50 people, 
up, let your National representative 
= show you exactly how the right Na- 
ie tional Accounting System can save you : 
e time and money, while giving you bet- 
“ ter control of your own business. Or 
write to The National Cash Register 
a Company, Dayton 9 Ohio. Offices in 
a principal cities. » 
ry ee 
Heke, LE 
t-— Se? © 
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HERE LIE 


# 
SR ee Tc % 8 ISO OO 4 355, SO 
\ PEASANTS PROFESSIONAL 
THE NATIONAL CASH MEN 
REGISTER COMPANY 7 
FROM AN EDITORIAL BY 


William Randolph Hearst 


PUBLISHED IN THE HEARST NEWSPAPERS JULY 23, 1934 


“As a matter of plain fact there never has been a ‘forgotten 
man’ in this country. 


“There never has been a class or a kind or a sect or a section 
. which has not been sympathetically considered and cared for by 
our Government. 


“There never has been in the historical records of the world so 
much liberty and so much liberality, so much personal indepen- 


dence and so much individual and national prosperity so equitably 
distributed. 


SS AND INDUSTRY THE WALL STR 


~ 
“ 


“There never has been a nation before where even the humblest 
citizen surpassed in welfare the weil-to-do of other lands. 

“There never has been a country where every citizen had so 
much voice in government and so much benefit from the intelli- 
gent and impartial administration of government . . . 


“Why should we disturb the peace and harmony and success- 
ful progress of our nation under such genuinely democratic 
policies? 

“Why should we jeopardize our liberties? 

“Why should we set class against class and citizen against 
citizen? 

“Why should we teach revolution? Revolution against what! 


Against happiness and concord and unprecedented progress and 
unexampled development?” 


IK YOU ADVERTISE TO BUSIN 


Fantastic as it seems, the effective adsorbent surfaces 
of a pound of activated carbon are actually equal in 
area to about 125 acres. 

We don’t pretend to know how this can be possible, 
but our research men, who understand such things, 
have figured it out scientifically. We like to think of 
what it does rather than how it does it 

For example, when used to isolate streptomycin from 
the mold liquor in which it is sonia, a Pittsburgh 
activated carbon, tailor-made for this 
purpose and with greater adsorptive 
capacity, assisted materially in the 
rapid development of a process with 
a capacity sufficient to permit re- 
moval of the “wonder drug” from 
the government's critical list. Soon 


Grant Building 


streptomycin may be as available as penicillin 

Less dramatically, but like the producer of strepto- 
mycin, a manufacturer of water purification systems for 
homes, institutions, and industries tested every avail- 
able adsorbent and then selected a Pittsburgh activated 
carbon which was specifically designed to meet the 
exacting requirements of his purihcation systems 

If your “problem” involves the use of an adsorbent, 
in gas or liquid phase, for purification, solvent recovery, 
decolorization, deodorization, fractionation, tsolation, 
catalysis or air conditioning, you should investigate the 
adaptability of activated carbon to your processes. 
Pittsburgh activated carbon is produced in the types and 
grades usually required, or a special type can be de- 
veloped for your specific need. Your inquiries are 
invited. Write for latest price list. 


PITTSBURGH COKE & CHEMICAL COMPANY 
Pittsburgh 30, Pa. 


COAL CHEMICALS © ACTIVATED CARBON © NEVILLE CORE © EMERALD COAL « PIC IRON * OREEW BAG CEMENTS  COWCEETE FIFE AWD COWCRETE PRODUCTS « LIMESTONE PRODUCTS 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE 


Communism offers no more today than it did 13 years ago when this editorial 
was written. Yet the Communism tyranny is spreading by duress and deceit 
throughout much of Europe. 


The Hearst Newspapers will continue to use all their resources to see 
that what is happening abroad shall not happen here. 


ae*t, 
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People You Should Know 


@ Through our national business 
connections, National City officers are 
in close touch with major industries 


throughout the country. 


We are able to assist our customers in 


establishing needed contact with key 


business and industrial executives 


because we know them. > 


You are invited to discuss your partic- 


ular problems with one of our officers. 


7 Perhaps we can help you meet people 


you wish to know. 


THE 


NATIONAL CITY BANK 
—— OF CLEVELAND —— 


(1845: 
Euclid at % ¥BAS5 Pi East Sixth 
ae 


and Branches 


Member Federal Deposit Insurance Corporation 


“Consult your Insurance Agent or Broker 


Embezzlement losses aren’t “peanuts”! 


Embezzlement losses, to use the vigorous idiom 
of America, “aren't just peanuts.” /_s witness 
U.S.F. & G. case No. 181333, with losses total- 
ing $271,777.81. Or No. 4-MF-2, in which a 
shipping clerk appropriated merchandise worth 
$34,000. With prices high and more money iv 
circulation, losses due to employee dishonesty 


are rising sharply. 


Yesterday's Fidelity Bonds may not provide 
adequate coverage today. Your company niay 
have a sizeable deficit to make up in event of 
major embezzlement losses. Why not review 
your bonding program in the light of current 
conditions? The U.S.F.&G. agent in your 
community will be glad to analyze your pro- 
gram, without obligation. Consult him today. 


as you would your Doctor or Lawyer” 


Construction Machinery 
changes the Earth to Suit Man’s 
Needs — and Eaton Helps 


The Eaton 2-Speed Truck Axle in combination 
with a ntional 5-speed ssi gives 
the vehicle 10 separate gear reductions—power 
and speed to deliver the load in the shortest 
time under all road and trafic conditions. 


The world-has come to expect miracles from the construction industry. 
Power dams developing millions of horsepower, mile-long suspension 
bridges, multi-level express highways—these are some of the more 
dramatic accomplishments of an industry which literally “changes the 


face of the earth” for man’s convenience. 


An important factor in these achievements has been the consistent 
improvement of earth-moving and construction machinery. Trucks, 


tractors, bulldozers, shovels, stabilizers, and road-pavers have been 


given greater mobility and ease of control, increased capacity, and E AX I e) IN| 

longer life. MANUFACTURING COMPANY 
To these advancements Eaton has contributed better truck axles and General Offices: CLEVELAND, OHIO 

springs; a wide range of parts for gasoline and Diesel engines; electro- PLANTS: CLEVELAND « MASSILLON + DETROIT 


magnetic drives for electric shovels, and many other developments SAGINAW ¢ BATTLE CREEK + MARSHALL 


which mean higher efficiency and lower operating cost. VASSAR + KENOSHA « WINDSOR (CANADA) 


i TA dy he 


"Gone 


Call Springs mame Rater Pps 


UNITED STATES 


FIDELITY INSURANCE CO OF CANADA, TORONTO 


FIDELITY & GUARANTY CO. 


HOME OFFICE BALTIMORE 5, MD. 


FIDELITY & GUARANTY INSURANCE CORP, BALTIMORE 


WANT THE FINEST ENGINE PROTECTION ? 
GET THE GREAT NEW GULFPRIDE OIL! 


£3 


The new Gulfpride keeps your engine running better, for Gulf scientists have found new 
ways to cut down oxidation, carbon, varnish, and to prevent foaming. Gulfpride is the only motor oil 
that's Alehlor-processed— an extra refining step that makes Gulfpride extra pure, extra free from 


sludge formation. Get the new Gulfpride, the world's finest motor oil! 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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Question for Men-Behind-Businesses: 


You can make a lot of answers to a question like that. Answers 
like the law of supply and demand. Or free enterprise. 


Or you can say your business is built on courage, or vision, or 
the much maligned profit motive. 


But when you get right down to facts, you'll find your business 
is built on consumer preference for your product. 


For, whether you manufacture a bar of soap or a refrigerator, 
whether your business is machine tools or engineering skill, it is 
of no avail unless someone buys it—and that involves pref- 
erence on the part of consumers. 


In fact, that involves selling. Or advertising. Or both. And today, 
more and more men behind businesses are interesting them- 
selves in the sales and advertising strategy of the companies 
they direct. 


- 


If, like these men, you are interested in the ways and means of 
building a franchise on public opinion—most effectively and at 
the lowest possible cost—here, briefly, are a few of the facts and 
figures about one of the country’s largest and best-read adver- 
tising mediums: Metropolitan Group Gravure. , 


x“ x ¥ 


Metropolitan Group Gravure consists of the Sunday maga- 
zine picture sections of twenty-six (26) of the leading Sunday 
newspapers of the nation. Hooked up in a national network, for 
economy and efficient use, these sections reach altogether 
15,000,000 families, coast to coast. 


These 26 Sunday magazine picture sections reach every other 
family—or better—in not just 26 or 32 markets, but in 500 or 
more markets— 40 of which have upwards of 100,000 population. 


WHAT'S YOUR BUSINESS BUILT ON? 


Because each of the 26 sections is locally owned, locally pub- 
lished and locally edited, reader interest in them is remarkably 
high. In fact, according to all available studies, Metro sections 
get the highest average inside page readership of anything 
in print. 


To the advertising expert, that means your advertising stands 
the best chance of being read, no matter where it appears. 
Every page is a good page. 


To every business man, it means that Metro Group Gravure 
delivers readers of advertising at lower cost per $ invested. 
In MGG, for instance, one dollar buys, on the average, 104 
women readers of a color page-advertisement—compared to 36 
delivered by other reputable, big-name publications. 


Why not have your advertising agency bring you a complete 
report on Metropolitan Group Sunday Magazines? 


Metropolitan Group Gravure 


THE NATIONAL NETWORK OF SUNDAY MAGAZINE 
PICTURE SECTIONS - INDEPENDENTLY PUBLISHED 


AND LOCALLY EDITED FOR 15,000,000 FAMILIES 


NEW YORE 


CHICAGO 


ST. Louts 
POST.DUSPA Toy 


DETROIT 


™ SAN FRANCISCO 


Travel by 


| PRIVATE PLANE 


- one 


GRamercy 3-7160 


23rd Street and East River 


Latest type amphibians available at 
your convenience for business or 
pleasure trips or for daily com- 
muting between home and office. 
Save 75% of your travel time with 
door to door service. Terminals at 


AMERICAN SKYPORTS, INC. 


CHARTER SERVICE 
IT’S YOUR SHIP 

oa COMING IN! 
GO—anywhere in the U. S. or Canada in a 


21 passenger Douglas Luxury Airliner at 
rates less than Pullman travel! For con- 


group trips. Write, wire or phone COLLECT! 


Standard Ain Li 


STEVENSON, JORDAN 
& HARRISON, INC. 
MANAGEMENT ENGINEERS 

REPORTS . . SURVEYS For 


ventions, athletic teams and ALL business Advice on Management Problems and actual 
Management of Industrial Companies 


19 West 44th St., NEW YORK 


THE ONE MAN GANG 


| TOWMOTOR 


H 
ool UW 


FORK LIFT TRUCKS one TRACTORS 


RECEIVING — PROCESSING 
STORAGE — DISTRIBUTION 


205 W. Wacker Dr. 


CHICAGO 


Those interested in exporting to Aus 


Municipal Airport 707 S. & Hauna Bids. 
Wall Street and 23rd Street on East Long Seach, Calif. Los Angeles Call. New Yorn mW. ¥ CLEVELAND 
River. Cool, clean, swift and com- jo VAndike 9747 Circle 61830 
: fortable. — 
' For information call CONSULTANTS TO MANAGEMENT 


EXECUTIVE RESEARCH, Inc. 
industria: Surveys + Policy Counsel 
Public Relotions 


350 Fifth Avenue GIO. 17th Street 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE 


New York 1, New York Woshington * D.C 


ind wstrval Plants + Tentile 
. & Poper Mills » Lec ation 
Studies + Appreisch « 
Reports « Surveys 


J. ES SIRRINE & COMPANY 
Am, 


INDUSTRIAL DESIGN 
AND CONSTRUCTION 


PITTSBURGH WASHINGTON 
GREENVILLE NEW TORK BIRMINGHAM 


SOUTH CAROLINA 


>| | THE RUST ENGINEERING CO. 


tralia may obtain a free copy of this 
informative booklet from their 
bankers or direct from -—- 


BANK OF 
NEW SOUTH WALES! 


Britrch & Foreign Depertment } 
ney, Avstroiro. | 


WALL STREET JOURNAL SHOULD HEAD YOUR LIST 


jMPORTANT MESSAGa. 
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—- THE NEW FRONTIER 


Pioneers of the early days of America moved westward and 
southward, staking their claims in the new frontiers, seeking 
freedom and new opportunities. This pioneer spirit, which help- 
ed make America great, still exists today. Industrial pioneers 
of the present have discovered a new frontier in Mississippi. 
Here opportunities exist in the vast undeveloped natural re- 
sources, new markets, and friendly, cooperative people. Free- 
dom from crippling laws, the right to free enterprise and com- 
plete harmony between industry and labor exist. Is it any won- 
der then that many new industries are staking their claims in 
Mississippi, where the people have enough faith to invest their 
money to build plants for them? 


If you haven't explored this new frontier, 
why not bring the family? Investigate 
the possibility of locating your new plant 
here, then vacation Awhile and see for 
yourself what a grand place it is for liv- 
ing. 


oe Foo onu48o”un”0N:”":.:”~“—”2.”22 >” —”™EZ_E ooo eer 


Ask for a confidential report on Mississippi's industrial 
opportunities. 


MISSISSIPPI AGRICULTURAL AND INDUSTRIAL BOARD 
New Capitol Building 
JACKSON, MISSISSIPPI 
(BAW! Means Balance New York Office 


Agricuttere with Industry) 1001 Two Rector St 
gtATe sal 


~ 


MISSISSIPPI | 


~— * THE BAW! STQTE * 


Apportioning amounts to any given distribution base and 
prorating percentages is done easier and faster with con- 
trolled accuracy by Marchant. In these applications. . . as in 
all types of figuring . . . Marchant’s 20 Points of Superiority 
give today’s highest calculator performance. This means 
more work on time, not on overtime, especially in volume 
production with untrained personnel. 


The Merchant Man in 
your phone book will 
be glad te prove this 
statement. 


> MORCHONT= 
CALCULATORS 


THIRTY SEVENTH YEAR 


For an interesting story on the 
history of the calculating ma- 
chine art, ash for booklet 


MARCHANT CALCULATING MACHINE CO. 
Oakland 8, California 


road hazards. 


well kept older car. 


LEE RUBBER 


& 


In LEE DeLuxe tires you have every- 
thing you want in a tire—and here is 
the double surety that you get it. 


You have left nothing to chance when you select LEE 
DeLuxe tires for your car, for this guaranty is so com- 
plete, so fair, so easy to understand and use that there 
is never need to question or haggle. 


You will rarely—probably never—use this guar- 
anty because LEE DeLuxe tires are built to exceed 


A WORD ABOUT WHITE SIDEWALLS 


Those who demand distinctive appearance as well as depend. 
ability will welcome the new LEE Super DeLuxe White 
Sidewall tire. You will easily recognize this tire for its full, 
wide, white wall, and sleek simplicity of line, an advance 
styling which dresses the modern cat or modernizes the 


TIRE 


All LEE DeLuxe passenger car tires are 
guaranteed for life against defective material 
and workmanship and for a full year against 
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SOLD BY 19,000 DEALERS—COAST TO COAST 
BRANCHES, WAREHOUSES AND DISTRIBUTORS 

Alameda, Calif. 2301 Blanding Ave. *Cincennati, Obvo 1107-11 Race Se. Houston, Texas 3HOR Leeland Ave *New Orleans, La 1014 Camp Se Spartanburg, S.C 120 Bobo Se 
Albany, N.Y 36 Central Ave. Cleveland, Ohio 1850 Coleman Road Indmanapadis, Ind GOD With St *New York Cay, NY. 655 Lith Ave Spokane, Wash 222 E. Trent Ave. 
*Allentown, Pa 1135S. 7th Se Columbu, $. C 1309 Taylor Se Jackson, Miss Mill & Amyte Ses *Norfolk, Va 413-15 Granby Se Springteld, Mass 61 Howard St 
Amarillo, Texas Rule Building *Columbus, Ohio Long at Fifth Jacksonville, Fla 990 Lynch Bide *Normotown, Pa 1135: W. Main Se Sc. Lows, Mo., 3518 Washington Blvd 
Asbury Park, NJ Corpus Christi, Texas, 2728 Agnes St Jamestown, NY 1316 BL Ind Se Oakland, Cait. 2901 Telegraph Ave St Louis, Mo 4251 Lindell Blvd. 
Stans ti. 405 vs ee he *Dallas, Texas 1122 Commerce St Kansas City, Mo., 1703 Central Ave Omaha, Neb 1401 N. Lith Se St. Paul, Minn 461 Main Ave 
pe wear ey iggins way tend “4 Dayton, Ohio 4th & Patterson Blvd Kingston, Pa 754 Wyoming Ave Paterson, NJ #07? Market Se Stroudsburg, Pa. 341 E. Lincoln Ave 
Sardeeebe. Otle Denver, Colo. 2183 Broadway Knoxville, Tenn. 995 N. Central Ave Peoria, Hi 1 N. Adams Se Swracuse, N.Y 340 Solar Se 
Bidkngs, Bear 9593 fen Ave. 2 Des Moines, lowa 9th & Walnut Ses Kadiville, Tenn, 1 fF. Jackson Ave *Phila., Pa. SF Gor, 220d & Race Ses 1225 Puyallup Ave 
Binciomaon 1. ¥ pio aden Detrow, Mich. 15091 La Salle Blvd Lancaster, Pa 12 N. Water Se Phillipsburg, N. J 16% S. Main Sc Tamaqua 9n Come Se 
Birmingham, Ala. 3126 Thitd Ave., S Deeroit, Mich $307 29th Sc Little Rock, Ark (4m) Scout St *Puresburgh, Pa. $847 Centre Avenue Tame, Fla 300 &. Mesgue % 
Pama oat 1%6 Beookline Ave Faston, Md Long Beach, Calit., 15.40 Sanus Fe Ave Pocomoke Cay, Md Tempe, Arv 211 Mill Ave 
idieice Tses eh oe L. Dover Sc. & Penna. RR Los Angeles, Calit m11 W. Teh Se Frome & Marker Ses Toledo, Ohio 2313 Madison Ave 
Resell Ye. ELS. oe Irie, Pa 110 E. 12th Se *Louisville, Ky 953 S. Sed Se Pordand, Me 92 Forrest Ave Trenton, N. J 15 W. Hanover Se 
Brana, N.¥. 449.53 Brockner Bled Lugene, Ore #9 10th Ave Madisonville, Ky 122 Court Sc Portland, Ore. 327. N. Wo Broadway Tulsa, Okla 1310 N. Peoria 
*Browklyn, N.Y. 1504 Adlanu« Ave Fall River, Mass _ 196 Bedford Se *Memphis, Tenn 196 Unwn Ave Pottsville, Pa 10) Mohantonga St Vineland, N. J 210 Landis Ave 
tiryn Mawr, Pa. 900 Lancaster Ave Pint, Mich, 1512 S. Dort Highway Mam. Fla 2151 N. W. tnd Ave Providence, R. 1., 1591 Fimwood Ave *Washinaton, D. € 
*Buflalo, N.Y pony tag *Ploral Park, L. 1, 190 Jericho Turnpike Minneapolis, Minn “Reading, Pa ied & Penn Sts 627-29 K SN. WW 
rae rage “thay the Florence, S.C. 209 N. McQueen Se #20 Second Ave., N Reaw, Nevada ted & Keystone Se Watertown, N. Y., Seace & High Sts 
ie” ake .* *Fort Worth, Texas 305 S. Main Se Milwaukee, Wis., 233 1. Juneau Ave Richmond, Va M00 Hull Se Wehua, Kan . 

» Mons jatinum Grand Rapids, Mich Montgomery, Ala 107 Bibb St Ruchester, N.Y 1#40 Lyell Ave 100 Ells Singinion Bide 
Caldwell, idaho 313 S. Kunbail 1619 Chicago Ave Nashville, Tenn sie aed bee. 4 ree A 19h & Y Ses Wilkes-Barre, Pa., 201 N. Penna. Ave 
*Camden, N. J 1131 Federal Se Great Falls, Mont. 07 2nd Sc., South Newark, N.J 32 Dickerson Se Sen Antoniv, Texas Willamspor, Pa Groat & 
Charleston, S. C 17 Folly Road Greenville, $.C., 213 W. Washington Si New Bedford, Mass. 510 County St ; 729 E. Houston Se *Wilrrington, Del., 10th & Washington 
Qharleston, w Va 3409 Court St Hagerstown, Md. 24 W. Antietam Sc New Brunswick, NJ San Diego, Calif Worcester, Mass. 122 Main Se 
Charlowe, N.C 1112 So. Blvd *Harnsburg, Pa * "Rauee 23 ot Lev Se 946 W. Hawthorne Se Yakuna, Wash 1501 S. Ist Se 
Chattanooga, Tenn. 217 W. Main Se. 1301-09 N. Cameron Se New Brunswick, N. J San Francisco, Calif 1380 I6ch Se *York, Pa 251 S. George Se 
Chattanooga, Tena 717 Pine St Hartford, Conn. 334 Hudson Se 191-95 Laston Ave Scranton, Pa. 328 N, Washington St *Y oungstown, Ohio, 225 Belmont Ave 
Chicago, Il. 3666 Archer Ave. Honolulu, Hawai ~Dillingharn Bldg New Haven, Cona. 685 Chapel St Seattle, Wash 500 Securities Bidg *Beanches 


CORPORATION, 


Republic Rubber Division...industrial Rubber Products... - Youngstown, Ohio 


the service demand you put on them. But if you 
do, just present the guaranty to any of the 19,000 
LEE dealers, coast to coast, and it will be honored 
with immediate service. 


Roadworthy: broad treads that grip the highway surely, 
silently; sidewalls that are supple and strong as fine 
steel; sturdy beads that hold the tire firm and true on 
the wheel—LEE DeLuxe tires. 


The tire value designed, built and GUARANTEED by 
LEE of Conshohocken, and the service of the LEE i= 
dealers, combine to give you | 

the greatest value in rubber. 


_ 


ou 


CONSROROCKEN, PA. 


- rd, TORONTO 


and to all of Canada or your 
Phone PLaza 9-6800 frovei Agent 
NOW |! Boston-Maritime Provinces and Newfoundiand vie T.C.A. 
TRANS-CANADA Ai Lav. 


16 East 58th Street, New York 22, N. Y. 
linking the United Stetes, Conoda, Newfoundiand and Evrope 


TO REACH ET E 
coMP eon 


Investment Market 
Ww 
YOU NEED 


THE GLOBE 


A DISTINCTIVE NEWSPAPER 


WHATEVER you suip- — 


BIG OR SMALL-DEPEND ON 


GREAT NORTHERN 


«RAILWAY 


La “a W. 8. HARTZ, Eastern Treffikc Meneger 
Gre JON F. BURNS, Gen. Agt., Frt. Dept. 
233 Broadway, Wew York 7, N. Y. 
Phone: Cortiondt 7-3252 


IF YOU ADVERTISE TO BUSENESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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Casting around for the perfect plant location? 
Look to the land served by the Norfolk and 
Western! 

Here is a land of thousands of “likely spots”, 
offering al] those elements that make industry run 


‘smoothly and profitably ... plenty of raw ma- 


terials, power and water... intelligent native 
labor, progressive communities and good climate 
. . . favorable tax policies . . . nearness to domestic 
markets and, through the year-round, ice-free Port 
of Norfolk, nearness to the markets of the world . . . 
an almost unlimited reserve of all-purpose Bituminous 
Coal, mined within short-distance hauls .. . and 
the Norfolk and Western's unexcelled Precision 
Transportation to move raw materials and finished 
products, swiftly and safely! In increasing numbers, 
industrialists are moving into this land'‘tailor-made”’ 
for industry. You, too, will find what you're look- 
ing for here! 

The Norfolk and Western maintains complete in- 
formation on the territory it serves — a vast, rich area 
that lies between Norfolk on the Atlantic seacoast 
and Cincinnati and Columbus in the middle west, 
and between the North and the South. For detailed 
information, furnished in confidence, on any section 
of this area, write the Norfolk and Western Industrial 
and Agricultura! Department, Roanoke, Virginia. 


BMotfolk asd Western. Rai 


FOR BETTER PLANT LOCATIONS 


The Vast Network of Sea Lanes 
eof the United States Lines 
The Company's famous Blue Eagle house-flag flies 
from the masts of more than a hundred ships, including 
Company-owned, chartered and vessels operated 
for the Maritime Commission. 


Here's the New United States Lines Fleet— 
40 Swift Cargo Ships, all Compang-Owned 


A Great New Fleet... 
Ships Second to None 


to help KEEP America prosperous 
and strong on the seas! 


S a forward-looking American, here’s the type 

of picture you like to see. For this huge |‘neup 

of ships is “all-American” in every sense. To lead- 

ing world markets in Europe, Australia and the 

Far East, it assures our vital import and export 

industry of shipping facilities second to none. And 

because these are American ships, they provide 
jobs for Americans nationwide. 

Their value, moreover, does not even end here. 
Operated by one of the world’s great shipping 
companies—-with all the skill and experience 
acquired over generations—-these ships also help 
in the big job of keeping our country strong de- 
fensively . . . strong on the seas. 

Without sustained public sup- 
port for a strong American Mer- 
chant Marine, our nation could 
slip back again to a fourth-rate 
sea power. 

The United States Lines is 
doing its part by buying the most 
modern ships and operating them 
over the far-flung trade routes 
you see above . . . providing a 
shipping service unsurpassed on 
the oceans of the world. 


The Beautiful “AMERICA” 
: Largest, fastest and finest of all American 
passenger ships, the “ America™ brings to 
transatlantic travel the utmost in luxury, 
spaciousness sheer travel enjoyment. 


UNITED STATES LINES 


United States Lines Company, One Broadway, New York 4, N. Y. Offices in Principal American Cities and World Centers of Trade 


Nerve Center 
of 
World Finance 


New York is the logical place 
for reserve investment funds. 


Consult our Trust Officers 
for Fiscal Agency Service. 


CHEMICAL 
BANK 


TRUST COMPANY 
Fourded 1824 
MAIN OFFICE 
165 BROADWAY, NEW YORK (15) 
BRANCH OFFICES: 
D Seaotocy a 
bh Ave 


74th Se M 
Brooklyo 50 Court St. 


DEPARTMENT 
STORES 


CALDWELL 
SCOTT 


CONSTRUCTION 


Combine business with 
pleasure et ome of America’s 
great hotels. Every facility 
for your family's full enjoy- 
ment. . . and all around 
you the wonderland of 
your Netion's Capital. 


WARDMAN PARK 


FRANK E. WEAKLY, President 
WASHINGTON, D.C. 


Mew York Reservation Office 
Civcte 7-718 


ashinglon mechend- 


of a job 


We're adding new telephones at the rate of about 300,000 


a month. That is 10,000 a day ... And still it isn’t enough. 


Since V-] Day, we've added more than 
5,500,000 telephones. But fast as we put in 
one telephone, there comes an order for 
another. Sometimes two more. 

So even though we're going full speed ahead, 
we haven't been able to catch up with all the 
orders for telephone service. 


We're moving faster than anyone thought 
possible —with shortages and everything — 
and we have broken all kinds of records. 

It’s a whale of a job and we're eager 
and impatient to get it done. For we don't 
like to keep anybody waiting for telephone 
service. 


BELL TELEPHONE SYSTEM @ 


STREET JOURNAL SHOULD HEAD YOUR LIST 
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PERE de A dae dle tig 


TRAVEL 


ALMANAC 
FOR MOTORISTS 


SEPT. 11-17 


COUNTY FAIRS 
Sept. 11-14: Shasta Coun- 
ty, Anderson, Calif; Butte 
County, Gridley, Calif.; 
Monterey County, Mon- 
terey, Calif.; 16th District 
Fair (San Luis Obispo 
County), Paso Robles, 
Calif; Tuolumne County, 
Sonora, Calif.; Sept. 12-14: 
Mariposa County, Mari- 
posa, Calif; El Dorado 
5 Placervil Calif; 


| 


. 


pha opted te do a A 


7 
- 


County, 

Sept. 16-21: Tulare- 
Counties, Tulare, Calif; 
Sept. 17-20: Glenn County, 
Orland, Calif. 


GRAPE & WINE 
FESTIVAL 
Sept. 12-14, Lodi, Calif. 


SPORT CARNIVAL 
Sept. 12-14 
Martinez, Calif. 


MODEL AIRPLANE 


MEET 

Sept. 13, 14, San Francisco 
by the Junior 

Chamber of Commerce 

HOBBY HOLIDAY 


ow 14, City Park, 
Mateo, Calif. 


prams gen: 5 
Sept. 14 at Rankin Acad- 
emy, 7 miles southeast of 
Tulare, Calif. 


FOLK DANCERS 


You can harvest a lot of exe 
tra driving pleasure if you 
use Richfield’s great new 
Richlube Premium Motor 
Oil Richlube cleans your 
engine as you drive. It’s 
tough and it stands up 
against the hottest of en- 
gine temperatures. It con- 
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New York’s First Bank 
Founded 1784 


Member 
Federal Deposits Imiurance Cor porarven 


Phote by Victor Jorgensen 
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No. 18 in the “Man of Adventure” Series 


AN EX-AUDITOR REWRITES THE BOOKS 


Of the more than 400 corporation stories 
that the editors of Fortune have written, 
“Eagle Picher*”’ is the first whose current 
head was once its C. P. A. An unusual 
circumstance—with unusual results in 
sales and profits. 

However, Fortune's quarter of a mil- 
lion subscribers will read the story of Joel 
M. Bowlby, not for what it tells of his 
past, but for what it conveys of his com- 
pany’s future. So it is with all Fortune 
stories—of corporations, industries, tech- 
“Bee “Eagle-Picher” —For TUNE, September, 1946 


nology, politics, economics. The facts 
themselves ‘are forecasts. 

So, in September, Fortune's readers 
will come into possession of facts, avail- 
able nowhere else, that will help them 
estimate what will happen next— 

.vvan the nation's fast return to 
credit-buying...in the full registers 
but shabby buildings of the nation's 
hotels... the food revolution of 
4,000,000 freezer-lockers ... the trea- 
sure-promises of horizontal drilling 


... Britain’s misery under economic 
planning ...the 18th investigation 
of Palestine. 

. Fortune's unsurpassed reports on 
subjects like these—on which manage- 
ment men want to make their best 
judgments —explain why Fortung 
wins more executive reading time than 
any other gencral business magazine .. ; 
and why advertising directed to the 
nation’s business and social leaders has 
its best chance to se// in Fortune. 


THE J. G. WHITE 


ENGINEERING CORPORATION 
SIGN - CONSTRUCTION - REPORTS - APPRAISALS 
EIGHTY BROAD STREET, NEW YORK 4 
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Lincoln County 
Welcomes Industry 
Excellent Rall & 

. . 

Ample Labor 
Natural Resources, Oil, Timber, 
Natural Gas, Clay 
A confidential report has been prepared 
for wou. 


Ww. M. RUSSELL 
Industrial Manager 
Lincoln County 
Chamber of Commerce 


Brookhaven. Miss. 


INDUSTRIAL RELATIONS 
TECHNICIANS, Inc. 

A 
Initiate—Develop—Direct 
Labor Surveys 
Personnel Procedures 


Improved Employer- 
Employee Relations 
THE AMERICAN WAY 


a 
| 50 State Street, Boston 8, Mass. 


TO ALL VICE-PRESIDENTS 


IN CHARGE OF 
WRITING LETTERS 


Do your big ideas fizzle after they 
are down on paper’ Then just remem- 
ber this—many a masterpiece has been 
ruined because of a clumsy frame. And 
many good letters are ruined by old- 
fashioned cluttered letterheads 

Want to see whether yours could be | 


improved through use of a well de 
signed engraved letterhead? Get de- 
taille quickly. easily Simply send us 


your letterhead also. quantity you 
use in a year. Write “What would you 
do” across the face of it. Leave the 
rest to us. No obligation 


ron HILLine. 


270 Lafayette St., 
New York 12, N. Y. 


THE LOUIS C. DUNN CO. 


BUILDERS & GENERAL CONTRACTORS 


San Francisco 
Monadnock Building 
YUkon 6-1471 


Los Angeles 


Subway Terminal Bldg. 


Michigan 7085 
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Ftd being done at Willow Run ! 


_ RAISER-FRAZER NOW 
WORLDS FOURTH LARGEST 
PRODUCER of AUTOMOBILES! 


MORE THAN 87,000 KAISER and FRAZER OWNERS- 
AS PRODUCTION RECORDS SOAR AT WILLOW RUN! 


MOKE THAN A CAR A MINUTE 


and production is still being increased as rapidly 
as highest quality standards will permit! 


YOUR 
KAISER-FRAZER 
DEALER IS 


UNITED PRESS NEWS STORY 


KAISER-FRAZER RANKS 
FOURTH IN PRODUCTION :: 


Detroit, Aug. 16 (UP)—The| But what amazes the experts is |'” 
Kaiser-Frazer Corp., banking on a| that K-F has been able to build the 
war-born boom in new cars, has | autos in volume at all in the face 
amazedautomotiveexperts byturn-|of material shortages that have a 
ing up as the industry’s fourth| hamstrung the production sched- ta 
n | largest producer. ules of even the long-established 

little more than a year ago | manufacturers. It hasn't been easy, 


Kaiser and Frazer cars did not ex-| but the result is another tribute to > * 

ist except on poe. A little more} canny Henry Kaiser, the produc- ohe 

than six months ago the company | tion miracle man of the war. 

borrowed $12,000,000 to keep its} Kaiser seldom comes in direct 

head above financial waters. contact with the clanging produc- SSS 


Today production figures show | tion lines at the huge Willow Run | +), 
n-| K-F is grinding out some 2,500) plant, but wields power behind the 
on | passenger cars a week, better than | scenes, especially in financial mat-| ... 
y| any of the inde ndents and run-| ters, and is consulted on all major pons 
"-|ner-up to the “Big Three’ —Gen-| moves. 


j-| eral Motors, Ford and Chrysler. His partner, Joseph W. Frazer, bl 
sk And the company is making| concerns himself mainly with sales fr 
sot | Money. of the new product. 


~ Viewed as Miracle Son Captains Production Team 
ay Some observers call it a “‘mir-} On the scene at Willow Run the he 
in| acle” that Kaiser-Frazer has been | destinies of the company are guided 
ere | able to do what few fledgling man- by Edgar F. Kaiser, 39-year-old son 
*he |ufacturers could accomplish— | of the “old man,” who has gathered | . 
m | crash into the highly-competitive | about him a smart production 
-e- | automobile business and stay there. yey! — 7. — ois 
in ee elo total of seven cars was turned out 
0-| time which public clamor for new This June ot ae | a eear a 
at | cars was at its highest. In part it company passed other independents 
- , . "| with an output of 12,039 units and 
de- | tisappointed the public by promis-| ig shooting for a goal of 14,000 in 
A | ing to build cars that would com-| August. 
pete in the low-priced market and| Its labor force, containing a high 
rit | 8 Offering now three models that } porecntage of young war veterans, 
of | are listed at the factory at $1,917, as grown from a few thousand to 
n | $2,152 and $2,550. 9, at the Willow Run plant. |v 


Wherever you drive, wherever you go, 
‘round the corner, down the street, there is a 
Kaiser-Frazer dealer ready to serve you with 
(REPRINTED BY SPECIAL PERMISSION OF UNITED PRESS) genuine factory parts and approved service. 


~ 


KAISER-FRAZER CORPORATION 


WILLOW RUN, MICHIGAN 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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ENLIGHTENED BANKING 


In A CHANGING WORLD 


Banking and business have always been linked. In large part, the bank 
exists for business. 


As the needs of business evolve, banking services develop 
to meet the new requirements. 


In a sense, today’s bank has been created by the business it was + 
built to serve. 


To the dynamic businessman, his bank is an ally —a potent partner 
of his company, playing an integral part in its growth. 


Your bank has similar varied potentialities for serving you. 


Employ its specialized knowledge, wide resources and long 
experience to the fullest extent — get the most from the organization 
that has been built for you. 


THE PHILADELPHIA NATIONAL BANK 


Organized 1803 
PHILADELPHIA 1, PA. 


MEMBER FEDERAL DRErOS'T NSURANCE CORPORATION 


— WEEK OF OPPORTUNITY FOR YOU! 


39th NATIONAL 


o 
Sept. 29 to Oct. 4 
1 P.M. TO 10 P.M. DAILY 
GRAND CENTRAL PALACE 
LEXINGTON AVE. AT 46th ST., NEW YORK 


Here—now—you have the opportunity 


AMERICA’S EFFICIENCY EXPOSITION— °° Visit and consult with recognized 
SINCE 1904  '@aders in business administration, and 


HURRICANE? 


New Orleans Breezed Through It! 


More people probably love New Orleans than any city 
in the world. So here are pictures to show our worried 
friends that reports of storm-damage were, fortunately, 
vastly overestimated. 


TOP 4 PHOTOS WERE ALL TAKEN SEPT. 23RD—4 DAYS AFTER STORM 


iia 4 vy a Sein ¢ RS Bak Re ere 1 


r 


me oe 


ea r 4 =~ 

CANAL STREET—shopping street of the Americos— 
had a few signs down, some windows broken. Otherwise, 
no damage. Stores were busy as usual. (New Orleans does 
more busi holesale and retail—than any city below 
the Mason-Dixon Line.) 


pete Pe. mS a ae ae 

THE FRENCH QUARTER, with its old-world charm, 
typifies the indomitable spirit of New Orleans. All the his- 
toric landmarks—the lacy balconies and secluded potios— 
still are here to delight our visitors. And of course, there's 
always magnificent food. 


=> Lane 


pert =f 


ALL PORT FACILITIES in “America’s Second Port” AMERICAN CAN COMPANY PLANT i: op- 
are working as usual at top speed. And it takes “top speed” 
to handle the imports and exports traveling through New 
Orleans—natural gateway from the world’s richest valley 
to the new markets of Latin America. 


erating on full schedule without absenteei It typifies the 
city's expanding industries which expand and profit because 
of New Orleans’ unique natural resources, transportation 
facilities, and nearby markets. 


~ 


NEW $41,000,000 TERMINAL STATION 
will soon be under construction. Actural ordinance author- 
izing terminal was introduced in the Commission Council on 
morning of hurricane! Rail, air, barge and steamship lines 


SULPHUR comes from one of the world’s largest mines, 
neor New Orleans. Other nearby resources—petroleum, 
salt, sugar cane, rice, cotton, sweet potatoes, furs, tung 
oil, lumber, livestock—all insure continuing prosperity for 


give sfacturers here New Orleans! 


GREATER tae 


led freight service. 


a. 
NEW ORLEANS _ 


Jn 
Gives Your Plant the 3 Essentials for Profit Corsources— 


to benefit by their timely and practical 


help on immediate, specific problems in 
your business. 


For the Good of Your Business, Make the Most of your Visit! 
Come prepared to study the machines, methods, supplies and equipment that will 


help you cut costs and save time in every department of your business — accounting, 
purchasing, traffic, production and sales. 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE 


STAINLESS and ALLOY STEEL 


VALVES 


FOR CORROSION-RESISTANT 


SERVICE 


440 Lafayette St. New ‘Tork 3, H T. 
790 Broad St. Newark 2 & + 


GRANCHES (% PRINCIPAL CITIES 
Drinking Water Specialists for 
50 Years 


WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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WHAT ONE ORGANIZATION CAN 


a ao oe oe ot ee = = 


CONSTRUCT AN OIL REFINERY? 


y Suse. 


ASSIST IN ITS MANAGEMENT? 


Ser 
ARRANGE NECESSARY FINANCING? 


* 


Stone & Webster, Incorporated . . . through three separate corporations under 
its general direction. Singly, or in combination, they are available to American 
industry — bringing the long-established standards of Stone & Webster per- 
formance to the fields of engineering, finance and business operation. 


s 


Re re 
ae nem a. 


1. STONE & WEBSTER ENGINEERING CORPORA- 
TION furnishes complete design and construction 


services for power, process and industrial projects. 
It also constructs from plans developed by others; 
makes engineering reports, business examinations 
and appraisals . . .and undertakes consulting engi- 
neering work in the industrial and utility fields. 


2. STONE & WEBSTER SERVICE CORPORATION 
is that part of the organization which supplies 


supervisory services for the operation and develop- 
ment of public utilities, transpéttation companies 


and industries. 


3. STONE "& WEBSTER SECURITIES CORPORA- 
TION is an investment banking organization. It 
furnishes comprehensive financial services to issuers 
of securities and investors; underwriting, and dis- 
tributing at wholesale and retail, corporate, govern- 
ment and municipal bonds, as well as preferred and 
common stocks. 


The business of the parent company also includes 
investments in enterprises to which it can construc- 
tively contribute capital... substantial enterprises 
ready to take advantage of present opportunities or 
not yet ready for public financing. 


for new telephones 


STONE & WEBSTER, incorporated 


NEW YORK 4, N.Y. + BOSTCN 7, MASS. 


) That's a “tough” question. There may be key men in some of your 
~o. departments. who have never attended a Machine Tool Show—who 
4) don't realize the importance, to your company, of complete coverage 
BD» of The World's Greatest Metalworking Show. They may be the 
very ones whose attendance would benefit your company most. FOR , 
, ) Over 250 leading builders will display over a thousand new ma- NS Lp 
S$ chine tools, forging machines and other metalworking machinery 


and equipment. All sizes and types will be shown in full operation. 

And, ia addition, papers will be presented by world-renowned be) 

authorities, covering new developments in metalworking tech- = 

niques and processes. = 
Approximately 100,000 management, production, engineering, 

purchasing and financial executives from all over. the world will . 

attend. If advance registrations for the delegation from your com- 


. * 
EL pany have not been sent in, have it done now. It will save time at 4p ay 
the Show. If you need more advance registration blanks, wri S 
National Machine Tool Builders’ uals Cleveland é Ohio. Low ER ) 
eran’ 
SEPT. 17-26 vovce-cnicaco PLANT—cHICAGO, ILL. 
‘TT 


} groan sometimes forget there are two 
ends to a telephone wire. They see only 
the end that is connected to the telephone 
instrument. But the big job of providing 
telephone service is on the other end, the 
end that is out of sight in the exchange. 

Before.a telephone can be put into ser- 
vice it must be connected to a central 
office switchboard. 

These switchboards are complex, and 
each installation must be engineered and 
fitted in with the equipment already in use. 


NEW YORK TELEPHONE COMPANY 


Immense quantities of such apparatus are 
needed, so it’s a big job, one that takes 
time. But we are working hard, and each 
month more and more equipment is being 
placed in service. Progress this year has 
broken all previous records. 

We certainly appreciate the patience and 
understanding of the thousands of people 
who are waiting for telephone service. A 
careful, accurate record is maintained of all 
applications, and each will.be filled in its 
proper turn just as rapidly as possible. 


BEST TO THE WEST! 


Three great time-savers—Five Star DC-6 Flagships 


TO 


LOS ANGELES 


a 


“THE ADVANCE MERCURY” 


LV. 4:00 p.m. EDST 
AR. 11:00 p.m. PST 


Deport after business—be in 
Los Angeles same night! 


“THE MERCURY” 


LV. 12:30 a.m. EDST 
AR. 7:30 a.m. PST 


Depart after midnight — be in 
Los Angeles for breokfast! 


AND TO 


SAN FRANCISCO 


“THE GOLDEN GATE” 

See the scenic wonders 
Lv. 1:35 p.™. EDST = “ of the West, from your 
Ar. 9:55 p.m. PST luxurious Flagship seat! 


It's a Douglas! 
It's a DC-6! 

It's a Flagship! 
It’s American! 
it’s the Best! 


Phone HAvemeyer 6-5000 


keleiler Cente 


AMERICAN AIRLINES 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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NDUSTRIAL leaders today insist on Illustravox two- 
way training because they know from experience - 
that a competent staff creates better business, bigger 
profits, and greater customer good-will. 
Portable and inexpensive, Illustravox sound slidefilm 


prises over 80% of all sound slidefilm equipment now in 
use. In all types of sales, service and industrial training, 
Illustravox presentation is the one best way. The Magnavox 


Company, Illustravox Division, Department WJ-9, Fort 


training assures maximum two-way effectiveness at 


minimum expense. Dramatic pictures and spoken words 
command interest, focus full attention on your message. 

Trainees learn as much as 55% faster, and remember 
up to 70% longer than under former training methods. 
They are ready to meet your public with efficiency and 
complete knowledge of your product, plant and services. 

Field-proven in peacetime and war, Illustravox com- 


mm \LLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE M a nm a vox COMPANY + FT. WAYNE 


FINE RADIO-PRHONOGRAPHS 


Wayne 4, Indiana. 


See “The lilustrated Voice.” Outstanding commercial 
film of the year, it shows how Ilustravox can best be applied 
to your training and selling needs, Ask your Illustravox dealer 
or film producer for a showing today! 


Your story is HEARD 


yee 5 


“Your story is SEEN 


The loan that staked a million meals 


HE famous Stouffer chain of res- 

taurants began in a small dairy 
stand in Cleveland. Stouffer meals 
drew a full house from the start. 

Under a thrifty and aggressive 
management, one restaurant became 
five...then ten...in Cleveland, De- 
troit, Pittsburgh, and Philadelphia. 

By 1937 Stouffer's was ready to 
open in New York City, The move 
had its risks. Competition would be 
keener, costs higher. But success 
would mean a big boost to their 
standing. New York was a logical 
goal. 

The immediate problem was work- 
ing capital. Expansion during the 


previous ten years had absorbed 
most of Stouffer's earnings. The Com- 
pany came to the Bank of Manhattan. 
The Bank traced Stouffer's record 
in other cities. Everything pointed to 
their ability to make a successful 
place for themselves in New York. 
The Bank extended Stouffer's a line 
of credit which made possible the 
Pershing Square restaurant. Other 
loans helped start other branches. 


Stouffer's first two New York restau- 
rants served over a million meals, in 
their opening year. 

Today, the firm operates fifteen res- 
taurants in seven cities, and others 
are being planned. 

This is one more example of the 
Bank of Manhattan's readiness to as- 
sist sound businesses, with funds and 
seasoned counsel, at vital turning 
points in their careers. 


Bank of the 
Manhattan Company 


MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 


NEW YORK 


Your Will 
must work 
in the future 


ot 


be a a a i ee ee ee ee ee ee Bee Oe Oe ee Be 


You have no intention of leaving 
your heirs an inadequate plan 

for the distribution of your estate. 
That's why you know it is wise 
to keep your Will current and 
adequate in the light of all possible 
changing conditions. 

Why not consider with one of 
our officers the adjustments that 
now may be needed to bring 
your Will up to date? Then, have 
an attorney draw up the papers. 
There is good reason, too, 

to appoint this Bank to manage 
your estate. Our staff of 
experienced estate managers 
assure your heirs exactly the 
distribution your carefully drawn 
Will indicates. 

Any officer of this Bank will 
discuss the matter further with 
you, without obligating you 

in any way. 


THE BANK 
OF 
CALIFORNIA 


NATIONAL ASSOCIATION 
Founded im 1864 


Head Office » goo Cataroanta Sraner 


Muses Branch: 16TH & Jvuan AvEnut 


SAN FRANCISCO PORTLAND - SEATTLE - TACOMA 


’, 


OiwZIO NIK TH DDIM 


COASTWISE 


Air Service 
All thru Skymaster flights 
—immediate reservations 
—no extra fare. 
serves 
SEATTLE-TACOMA 
PORTLAND 
SAN FRANCISCO 
OAKLAND 
LOS ANGELES 
LONG BEACH 
SAN DIEGO 


Call our local office, or 
your air trave! agent 


AIR LINES 
~ Re - 


Choice of the 
Travel-Wise 


ZIG U<<OLXDSTU 


~~ 


ALBERT RAMOND 
AND ASSOCIATES 


Established 1916 


Production Management 


and Industrial Engineers 


Chrysier Building New York 17, 
Tribune Tower Chicago 11, 
200 Bay Street Toronto 1 


vou 


is serving 


AMERICAN EXPRESS 


i 
ee 


AMERICAN EXPRESS OFFICES 


> KL 2 
ky PRES? 


now in eleven cities in the U. S. zone 


of Germany and Austria 


Through these offices now in operation in Germany and Austria, 


American Express provides specialized services to U. S. Army per- 


sonnel and to organizations designated by the Army. 


These services include 


TRAVEL —all expense leave tours to principal European countries; 
arrangements for Air, Rail and Steamship passage. 


FINANCIAL—sale and encashment of American Express Travelers 
Cheques; remittances to and from U. S., etc. 


SHIPPING — commercial freight shipments from Germany specifically 
licensed—personal goods of authorized personnel. 


The establishment of these offices is a part of the continuing program to 
provide American Express Services wherever they are needed. 


Today American Express offices circle the globe, and American Express 
is known to travelers and businessmen everywhere. 


AMERICAN EXPRESS 
World Service 


Protect Your Travel Funds with American Express Travelers Cheques 
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IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR H=EZ 


SNS eI I mA a 


Advertising Age, October 27, 1947 


It’s great to ride in 


BIG-CAR QUALITY 


...particularly when you ride at 
LOWEST COST! 


YOUR Business of 


is Different 


Recognizing this, The New York Trust Company 


is equipped to adapt its services accurately to 


your company’s particular requirements. 


‘Te do full justice to the banking needs of a given corporation or 
firm, the officers of The New York Trust Company, in close contact with 


the most important A commercial and financial affairs of 


; be - 
our time, both here and abroad, measure and adjust the ei 
bank's facilities to fit the depositor's needs. These 
facilities include every type of recognized commercial sa 


banking and trustee services. 


Even the spacious trunk com- 
partment tells you that you 
can't get a body like this 
anywhere except on Chev- 
rolet and higher-priced cars. 
It's a Unisteel Body by Fisher, 
with the most modern styling, 
genuine No Draft Ventila- 
tion, extra-roomy seats, and 
every feature for your com- 
fort, convenience and safety. 


Yes, indeed, you'll enjoy everything, including | 
economy, when you set forth in one of these 


bigger-looking, better-looking Chevrolets 
for 1947. It offers you BIG-CAR QUALITY AT LOWEST COST— 
big satisfaction at big savings — in all items of purchase price, 
operation and upkeep. 


THE | 
NEW YORK TRUST 
COMPANY 


100 Broadway 


Madison Avenue and goth Street 


Commercial Banking 
and Loans 


Foreign Banking 


Executor and Trustee 
Services 


Investment Review 
Accounts 


or 


Custody Accounts 
Action Ride—Positive-Action Hydraulic 


Corporate Trusteeships Brakes—a combination of features 


Ten Rockefeller Plaza and Agencies 


Starter— accelerator — action! Threading 
through traffic—leveling a hill—streaming along the straightaway . . . 
you'll get plenty of action in this outstanding low-cost performer. For be- 
neath that hood is a Valve-in-Head Thrift-Master Engine with the longest, 
strongest record of performance of any automotive engine built today. 


Member of Federal Deposit 
Insurance Corporation 


Be sure your car is ready for winter! During September and October Chevrolet 
dealers are making a special point of fall service to demonstrate the excellence 

of their service facilities and quality workmanship. So take your car in soon and 
“— Fg ge pad mae get it ready for the bad-weather days chead. 


For your own thoughts will tell you 
there's no other car in its field that 


rides like this—so smooth, so 
steady, so safe! That's the direct 
‘result of Unitized Knee-Action, 
and Unitized Knee-Action is ex- 


clusive to Chevrolet and higher- 
priced cars. CHEVROLET MOTOR DIVISION, General Motors Corporation, DETROIT 2, MICHIGAN 


Le 
Make tin Massachuserrs 


oy Thao 


~ oe TREE - 


Ee we 


_ 


ET her udiie tine ania 


“A good days work for a fair days pay” 


Take advantage of the f labor-management relations. 
skilled craftsmanship that turns out 
top-quality products with cost- 


saving efficiency year after yeor 


The Bay State also offers you 
the benefit of research facilities 
which are unequalled anywhere in 
in Massachusetts. Avail yourself of ‘hie sala alll os cities tanta Cas 
the cooperative, common-sense 
attitude of Massachusetts labor in 
which “a fair day's work for a fair 
day's pay” is os deeply ingrained 
as its pride of workmanship. 


greater than you may have real- 
ized. In 1946 over 40% of all U. S. 
retail sales and over 70% of all 
Canadian retail soles were made 


within a 500 -mile radius. 


Despite wortime unrest and 
Many other facts and figures thet moy 
show you the way to business expansion in 
M h ore ined in @ 50-poge 
nployee in M h tts than in illustrated book. Write for it. Massachusetts 
any of the ten leading industrial Development 


States...0 tribute to labor's “let's 9" ¢ !ndustrio! 
Commission, S- 


wage disputes from 1939-1946, 


gna AREA 


tu, . eel. 


° 
“Gheny vaet ™ 


fewer man-days were lost per 


Rich in natural resources and raw materials. surrounded by the nation's most prosperous markets, 7 q 


talk it over” spirit and to the Rm. 407 7, State . ie ills (- and well populated with skilled and highly productive workers—the ny Sie — 
forward - looking State agencies House, Boston, ee ~haweee re. See ? ¥ pynpcer fe cede for profitable plant operations. Consider these facts before you dec . 
aaa - satiate —_ @ The Allegheny Valley has an abundance of coa!, natura! gas timber. lumestone P 
EA o LY D f L | VE RY — A LL M 0 DE LS clays, sand, steel, aluminum, brass and copper. chemicals. petroleum products : 
plastics, and other raw materials ¢ 
Federal Motor Truck Compony is one of the many outstanding organizations which @ 75 million people of high earning power and buying power are located within a 


hove selected THUNDER BAY PRESSES. The one shown above in operation at their 


_ Detroit plant is a double geared, double back geared | 50 ton model, bed area 41 x 84 500 mile radius 


- Two plonts—ot Detroit ond Alpeno, Michigon—our own gray iron foundry, engi- @ The region has an ample supply of well-paid but highly productive labor, skilled 
neering ond pattern departments, plus complete machining facilities, minimize the in all types of work. The record of strikes is very low 
wsvol production deloys and insure prompt delivery 
Feotures of the THUNDER BAY include AMPCO BRONZE LINERS in crank bearings, The Allegheny Valley Industrial Area offers several choice plant sites to manufacturers. Write 


ROCKFORD (Borg-Warner) FRICTION CLUTCHES; ALEMITE ONE SHOT LUBRICATION; today for brochure containing detailed descriptions Your inquiry will be handied im complete 
and construction throughout to precision stondards Long life ond high performance confidence 


Only MASSACHUSETTS Gives You All Three: 
ore built into every THUNDER BAY PRESS 


1. SKILLED COOPERATIVE LABOR THUNDER BAY PRESSES ore ovailoble in 100, 150, 200, 250, and 300 tons 
2. UNEQUALLED RESEARCH FACILITIES copanty. We tahoe you inquiry 


3. CLOSENESS TO MAJOR MARKETS . DIE TOOL ENGINEERING CO. 


18800 HAWTHORNE DETROIT 7, MICH 


THE PITTSBURG & SHAWMUT RAILROAD COMPA 


KITTANNING PENNSYLVANIA : ee 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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Blue Book of America 


203 leading business advertisers and their agenciel wil 


to reach industry dutins 


« — 


AETNA CASUALTY AND SURETY COMPANY 
William B. Remington, Inc. 


AIR FRANCE 
J. M. Mathes, Incorporated 


ALLEGHENY LUDLUM STEEL CORPORATION 
Walker and Downing 


ALUMINUM COMPANY OF AMERICA 
Fuller & Smith & Ross, Ine. 


AMERICAN AIRLINES 
Ruthrauff & Ryan, Inc. 


AMERICAN APPRAISAL COMPANY, THE 
Klau-Van Pietersom-Dunlap Associates, Inc. 


AMERICAN CHAIN & CABLE CO. 
Reincke, Meyer & Finn 


AMERICAN EXPORT LINES, INC. 
Wendell P. Colton Company 


AMERICAN EXPRESS COMPANY 
J. M. Mathes, Inc. 


AMERICAN IRON AND STEEL INSTITUTE 
Hill and Knowlton 


AMERICAN SKYPORTS, INC. 
Direct 


AMERICAN TELEPHONE & TELEGRAPH CO. 
N. W. Ayer & Son, Inc. 


AMERICAN TRUST COMPANY 
Leon Livingston Advertising Agency ig 


AMERICAN VISCOSE CORPORATION 
J. M. Mathes, Inc. 


AMOUR, KEYES AND JARBOE 
Direct 


ANACONDA COPPER MINING COMPANY 
Albert Frank-Guenther Law, Inc. 


AUSTIN COMPANY, THE 
Fuller & Smith & Ross, Inc. 


BADGER, E. B. & SONS COMPANY 
N. W. Ayer & Son, Inc. 


BANK BUILDING AND EQUIPMENT CORP. 
Krupnick & Associates 


BANKERS TRUST COMPANY 
Cowan & Dengler, Inc. 


BANK OF AMERICA NAT’L TRUST & SAVINGS ASS’N 
Charles R. Stuart Advertising 


BANK OF CALIFORNIA 
McCann-Erickson, Inc. 


BANK OF THE MANHATTAN COMPANY 
Kenyon & Eckhardt, Inc. 


BANK OF MONTREAL 
Doremus & Company 


BANK OF NEW SOUTH WALES 
T. B. Browne, Ltd. 


BANK OF NEW YORK 
Doremus & Company 


BOSTON GLOBE 
Doremus & Company 


BRASSERT H. A., & CO. 


_ Direct 


BUFFALO COURIER-EXPRESS 
Baldwin, Bowers & Strachan, Inc. 


BUICK MOTOR DIV.—GENERAL MOTORS CORP. 
Kudner Agency, Inc. 


BURROUGHS ADDING MACHINE Co. 
Campbell-Ewald Company, Inc. 


CADILLAC MOTOR CAR DIV.—GENERAL MOTORS 
CORP. 
Mac Manus, John & Adams, Inc. 


CALDWELL & SCOTT, INC. 
Direct 


CALIFORNIA BARREL CO., LTD. 
L. C. Cole—Advertising 


CANADIAN BANK OF COMMERCE, THE 
Albert Frank-Guenther Law, Inc. 


CHEMICAL BANK & TRUST CO. 
Dorland, Inc. 


CHESAPEAKE & OHIO RAILWAY 
Kenyon & Eckhardt, Inc. 


CHEVROLET MOTOR DIV.—GENERAL MOTORS CORP. 
Campbell-Ewald Co., Inc. 


CITY NATIONAL BANK & TRUST CO. 
Bruce B. Brewer 


CLEARING MACHINE CORPORATION 
William K. Grimm 


COMMERCIAL NATIONAL BK. & TR. CO. OF N. Y. 
Foote, Cone & Belding . 


COMMERCIAL SOLVENTS CORPORATION 
Fuller & Smith & Ross, Inc. 


COMM. FOR CONSTITUTIONAL GOVERNMENT, INC. 
Gahagan, Turnbull & Company, Inc. 


COMMONWEALTH EDISON COMPANY 
J. R. Pershall Company 


CONSOLIDATED VULTEE AIRCRAFT CORPORATION 
Young & Rubicam, Inc. 


COOK & SON, INC., THOS. 
Newell-Emmett Company 


DIE TOOL ENGINEERING COMPANY 
L. J. Du Mahaut Advertising Agency 


DOW CHEMICAL COMPANY 
MacManus, John & Adams, Inc. 


DRAKE, DONALD M., COMPANY 
Richard G. Montgomery & Associates 


DUNN, THE LOUIS C. CO. 
Direct 


DU PONT de NEMOURS, E. L, & CO., Inc. 
Batten, Barton, Durstine & Osborn, Inc. 


EAGLE-PICHER SALES COMPANY, THE 
Needham, Louis & Brorby, Inc. 


EASTERN AIR LINES 
Campbell-Ewald Company, Inc. 


EASTERN RAILROADS 
McCann-Erickson, Inc. 


EATON MANUFACTURING CO. 
Florez, Phillips & Clark, Inc. 


EBASCO SERVICES 
Albert Frank-Guenther Law, Inc. 


ECUSTA PAPER CORP. 
Fred Rudge, Inc. 


ELECTRIC INDUSTRIAL TRUCK ASSOCIATION 
Ketchum, MacLeod & Grove, Inc. 


ERIE RAILROAD CO. 
The Griswold-Eshleman Co. 


EXECUTIVE RESEARCH, INC. 
Direct 


FARNSWORTH TELEVISION & RADIO CORP. 


_ N. W. Ayer & Son, Inc. 


FERGUSON, THE H. K. CO. 
Meldrum & Fewsmith 


FERRO ENAMEL CORPORATION 
Fuller & Smith & Ross, Inc. 


FIDELITY-PHILADELPHIA TRUST COMPANY 
Gray & Rogers 


FIREMAN’S FUND GROUP 
Gerth-Pacific Advertising Agency 


FIRST NATIONAL BANK OF FORT WORTH 
Rowland Broiles Company 


FIRST NATIONAL BANK OF JERSEY CITY 
Doremus & Company 


FORD, BACON & DAVIS, INC. 
Victor A. Smith 


FORTUNE MAGAZINE 
N. W. Ayer & Son, Inc. 


FORT WAYNE CORRUGATED PAPER COMPANY 
Doremus & Company 


FRANK, ALBERT-GUENTHER LAW, INC. 


FRIDEN CALCULATING MACHINE CO., INC. 
George I. Lynn—Advertising 


GAYLORD CONTAINER CORP. 
Oakleigh R. French & Associates 


GENERAL PETROLEUM CORPORATION 
West-Margquis, Inc. 


\ 


CONTINUITY O 


That maximum advertising effectiveness is obtaingl cu 
by well-planned schedules rather than “single shogf sa 
advertisements is confirmed by the majority of 


companies whose names appear on these paggjl_ re 
Their advertisements are scheduled in The W gi 
Street Journal with regular frequency resulting ge 


GENERAL PLYWOOD CORP. 
Ruthrauff & Ryan, Inc. 


GILLETTE-BELL INDUSTRIAL CORP. OF N. Y. 
Direct 


GLIDDEN COMPANY, THE 
Meldrum & Fewsmith 


GLOBE WIRELESS 
Direct 


GREAT NORTH®RN RAILWAY 
Reincke, Meyer & Finn 


GREATER NEW ORLEANS, INC. 
Fitzgerald Advertising Agency 


GULF OIL CORPORATION 
Young & Rubicam, Inc. 


HEARST NEWSPAPERS 
Pedlar & Ryan, Inc. 


HERCULES POWDER COMPANY, INC. { 
Fuller & Smith & Ross, Inc. 


HETZ CONSTRUCTION CO. 
Meek and Thomas, Inc. 


HILL, R. O. H., INC. 
Bermingham, Castleman & Pierce, Inc. 


HOTEL CARLTON, THE 
Admasters, Inc. 


HOYT, CHARLES W., COMPANY, INC. 


ILLUSTRAVOX DIV.—MAGNAVOX COMPANY 
Doremus & Company 


INDIANAPOLIS NEWS 
The Caldwell-Baker Company, Inc. 


INDIANA, STATE OF 
Pettinger-Harding, Inc. 


INDUSTRIAL RELATIONS TECHNICIANS, INC. 
Henry A. Loudon, Advertising 


INTERNATIONAL MINERALS & CHEMICAL CORP. 
C. Franklin Brown 


INTERNATIONAL NICKEL COMPANY, INC., THE 
Marschalk and Pratt Company 


INTERNATIONAL TELEPHONE & TELEGRAPH CORP. 
Ruthrauff & Ryan, Inc. ’ 


IOWA-DES MOINES NATL. BK. & TRUST CO. 
Walter E. Battenfield Co. 


IRVING TRUST COMPANY 
J. Walter Thompson Company 


JOHNSON & HIGGINS 
Doremus & Company 


KAISER ALUMINUM 
Young & Rubicam, Inc. 


KAISER-FRAZER COPORATION 
Sewaney, Drake and Bement, Inc. 


KELLOGG COMPANY, THE M. W. 
Walter Weir, Inc. 


KEROTEST MANUFACTURING COMPANY 
Walker and Downing 
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B I Ad fl 
ied NAL “their buy”’ 
ncie| who made THE WALL STREET JOUR their buy 
y duing September 1947 
= NEW YORK TELEPHONE Co. ‘ SHERATON HOTELS 
Batten, Barton, Durstine & Osborn, Inc. Arthur W. Sampson Company, Inc. 
NEW YORK TRUST COMPANY JOHN H. SHLINE CO., INC. 
U | T O Charles W. Hoyt Company, Inc. Julius J. Rowan Company 
Y SIRRINE, J. E. & COMPANY 
: ‘ : ee Titties The Roland G. E. Uliman Organization 
is obtaingl | cumulative sales power through repetition. A good : adits aman he 
. S NORTHEAST AIRLINES, INC. ec SON, ‘ 
single sho salesman always calls again. ‘Chambers & Wiswell, Inc. 
, SOUTH CAROLINA, STATE OF 
arity of ¢ Your advertising (or your client's) appearing ee a, S eee OO Liller, Neal & Battle 
é e SOUTHERN CALIFORNIA EDISON CO. 
nese page regularly in The Wall Street Journal will have the PACIFIC TELEPHONE & TELEGRAPH co. Mayers Company 
tten, Barton, Durstine rn, Inc. 
i i i i i SOUTHERN CALIFORNIA GAS COMPANY. 
The W greatest impact on those influential in industry, PAN AMERICAN WORLD AIRWAYS McCann-Erickson, Inc. 
. J. Walter Thompson Company : 
resulting government and finance everywhere. SOUTHERN RAILWAY SYSTEM 
PAYNE, BRUCE & ASSOCIATES, INC. Newell-Emmett Company 
William Von Zehle and Company 
-— SOUTHWEST AIRWAYS 
PENNSYLVANIA, COMMONWEALTH OF Burke Dowling Adams 
KIPLINGER MAGAZINE Ztbie8 anes Seaman STANDARD AIR LINES 
The Earle A. Buckley Organization PENNSYLVANIA RAILROAD COMPANY Dave Foutz Advertising Agency 
KULJIAN CORPORATION ea ee ee STANDARD OIL CO. OF CALIFORNIA 
Harris D. McKinney PERUVIAN INTERNATIONAL AIRWAYS Batten, Barton, Durstine & Osborn, Inc. 
LANE-WELLS COMPANY eeneindnnd uae STEPHENS-WITTEN COMPANY 
Darwin H. Clark PFIZER, CHAS. & CO., INC. The McCarty Company 
LEE RUBBER & TIRE CORPORATION a STEVENSON, JORDAN & HARRISON, INC. 
Benjamin Eshleman Co. FHILADELPHIA NATIONAL BANK, THE Doremus & Company 
rank-Guenthner w, inc. 
STONE & WEBSTER, INCORPORATED 
= COUNTY CHAMBER OF COMMERCE PHILIPPINE AIR LINES, INC. Doremus & Company 
O’Hanrahan Pacific Advertising Agency STONHARD CO 
‘rola Boumin, Adceraeteds PITTSBURGH COKE & CHEMICAL COMPANY Philip Klein Advertising Agency 
mith, Taylor enkins, Inc. 
TEXACO DEALERS 
ae Be ety gf = PITTSBURGH & SHAWMUT RAILROAD COMPANY Buchanan and Company, Inc. 
* — wy SE Sykes Advertising Agency, Inc. 
MAC DONALD, D. K. & CO PITTSBURGH PLATE GLASS COMPANY | terse Seith Ad aiakin meena 
5. @ wr. 4 ers m vertising Agency 
MacWilkins, Cole & Weber Ketchum, MacLeod & Grove, Inc. 
TIDE WATER ASSOCIATED OIL COMPANY 
MAGNAVOX COMPANY ~ 
PONTIAC DIV.—GENERAL MOTORS CORP. Buch dC , Inc. 
Doremus & Company MacManus, John & Adams, Inc. ee Se ee 
MARCHANT CALCULATING MACHINE COMPANY TIMKEN ROLLER BEARING CO. 
Brisuchet, Van Norden & Stat PUBLIC NATIONAL BANK & TRUST CO. OF N.Y. Batten, Barton, Durstine & Osborn, Inc. 
MARION COUNTY CHAMBER OF COMMERCE TOWMOTOR CORP. 
Newman, Lynde & Associates, Inc. Vasen ates tem Howard Swink Advertising Agency 
MARSH & McLENNAN, INC. , . TRANS-CANADA AIR LINES 
PULLMAN-STANDARD CAR MFG. CO. a 
Doremus & Company Charles Daniel Frey Adv. Agency McCann-Erickson, Inc. 
MARTIN, THE GLENN L., COMPANY TROY RECORD NEWSPAPERS 
Van Sant, Dugdale & Company, Inc. isouens & accsane PRINTING CORP. Direct 
MASSACHUSETTS DEVELOPMENT & INDUST. COMM. TURNER CONSTRUCTION COMPANY 
James Thomas Chirurg Company eae tw ee ila AMERICA Walter Weir, Inc. 
MASTERS, IRVIN W., INC. UNION BANK OF COMMERCE 
O. K. Fagan Advertising Agency — ALBERT & ASSOCIATES, INC. The Griswold-Eshleman Co. 
METROPOLITAN GRAVURE CO. UNION OIL COMPANY OF CALIFORNIA 
Walter Weir, Inc. REPUBLIC STEEL CORPORATION 
alter Weir, Inc. Meldrum & Fewsmith Foote, Cone & Belding 
MIDDLESEX COUNTY, NEW JERSEY UNITED AIRLINES 
A. W. Le Co REVERE COPPER AND BRASS INCORPORATED 
tapdiaeened St. Georges & Keyes, Inc. N. W. Ayer & Son, Ine. 
MISSISSIPPI AGRICULTURAL & INDUSTRIAL BD. UNITED GAS PIPE LINE CO 
Dixie Adverti RICHFIELD OIL CORP. 5 
ie Aueetiease Hixson-O’ Donnell Adv., Inc. Besell & Sacshe 
MONSANTO CHEMICAL COMPANY U. S. FIDELITY & GUARANTY CO. 
Gardner Advertising Company — ieee tb Chessy. jon Van Sant, Dugdale & Co., Inc. 
NATIONAL BUSINESS SHOW UNITED STATES LINES 
Cowan & Dengler, Inc. a ad a fee ben: J. Walter Thompson Company 
RP. NATIONAL CASH REGISTER COMPANY, THE UNITED STATES STEEL CORPORATION 
M . 1 ROYAL TYPEWRITER CO., INC, 
eCann-Erickson, Inc. Youns @ Rubicam, ine. ” Batten, Barton, Durstine & Osborn, Inc. 
McCann-Erickson, Inc. es ees Ce Fuller & Smith & Ross, Inc. 
NATIONAL MACHINE TOOL BUILDERS’ ASS’N. . WARDMAN PARK HOTEL 
Fuller & Smith & Ross, Inc. motto Admasters, Inc. 
NATIONAL STATE BANK, NEWARK, N. J. WELLS FARGO BANK & UNION TRUST CO. 
United Advertising Agency poy p28 El eee Leon Livingston Advertising Agency 
nee SUPPLY COMPANY, THE SAN FRANCISCO BANK, THE WEST COAST LIFE INSURANCE COMPANY 
eldrum & Fewsmith Carl C. Wakefield Advertising Agency Gerth-Pacific Advertising Agency 
NEW HAVEN RAILROAD SANTA FE RAILWAY WESTERN AIR LINES, INC. — 
Walter Weir, Inc. Leo Burnett Company, Inc. West-Marquis, Inc. 
NEWSPAPER ADVERTISING SERVICE SATURDAY EVENING POST WHITE ENGINEERING CORP., THE J. G. 
Gotsch and De Ville Batten, Barton, Durstine & Osborn, Inc. Doremus & Company 
NEWSWEEK SCANDINAVIAN AIRLINES SYSTEM WYANDOTTE CHEMICALS CORP. 
Duane Jones Company, Inc. Dorland, Inc. N. W. Ayer & Son, Inc. 
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IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR L 
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... THE PRICELESS FLAVOR OF 


Taste-tingling recipes are an art—but no 
more so than the manufacture of those 
ingredients that let you add the subtle 
difference which spells superb flavor. 


For nearly 100 years, Durkee Famous Foods 
has been a specialist in flavor. Carefully 
selecting and gathering Nature's raw flavor 
materials from remote corners of the world 
. Durkee processes these by methods all 
its own—using specially designed equip- 
ment—to bring 76 taste-sensations to the 
American table. 
Nothing is left to chance. Formulation ~— 
texture—scent—cleanliness — packaging 
—everything that affects the quality and 
preserves the finer flavor of Durkee’s foods 
for the home—benefits from constant test- 
ing and research. 


This attention to the most minute detail 
also has made Durkee an increasingly 
important supplier to commercial users. 


The emphasis on research, by this wholly- 
owned subsidiary, is typical of the leader- 
ship which has brought Glidden promi- 
nence in many widely diversified fields. 
The stability of Glidden, its sound financial 
position and its steady sales and profit 
growth are based on this wide diversifica- 
tion, constant research and integrated 
management. 

More and more manufacturers are making 
Glidden their source for the soluticn of 
unusual problems. Your inquiry is invited. 
The Glidden Company, Cleveland 2, Ohio. 


Glidden 


‘ QUALITY PACED BY RESEARCH 


Coates Gaer stems Conia Durkee's 


sh 


4 


Durkee's 
“Alpho” Protein®: Prosein®; Fine Chemicals : Glidden Lecithin®: 


9; Durkee’s Shred Coconut; Durkee’s Spices ond Worcestershire Sauce ; Special ingredients for Bakeries and 
Soyo Flour and Grits; Poultry ond Livestock Feeds; Albusoy"; Soybean Meal and 


pres . Palate: SPRED. Flat —SPRED-Luster ; Japatac; Ripolin Enamel; Spray-Day-Lite; Glidair Aviation Finishes; Endurance House Paint; Gliddenspor Varnish; Nubelite, Industrial 
Points; Industrial Locquers, Enamels and Varnishes + Vegetable Oils: Soybean Oils; Coconut Oils; Cottonseed Oils; Peanut Oils; Corn Oils; Palm Oils; Linseed Ol! + Chemicals 


end Pigments: Titonium Dioxide ; Lithopone ; C 


Colors; Litharge; Red Lead ; Euston White Lead; Cuprous Oxide; Zinc Sulphate Crystals; Dry Colors + Metals and Minerals: 


admium 
Powdered tron and Copper; Powdered Lead and Tin; Glidden Type Metal * Nevel Stores: Tors ond Resins; Turpentine; Solvents; Synthetic Rubber Compounds; Compounds for Plostics 


"Trademark Registered 


B WIL 


ea 


Since the Egyptians used bronze doors in 
building the temple of Karnak, copper has 
been widely used in all types of construc- 
tion .. . from the modest home to the mod- 
ern skyscraper. 


It is first choice for metal exposed to the 
elements—such as roofs, flashings, gutters, 
downspouts. The best hardware is made of 
solid brass .. . 


while architectural bronze 
has always been a favorite metal for artistic 


expression. The reasons are casy to under- 
stand: Copper and its alloys cannot rust, 
are easy to fabricate and can be depended 


on for many years of economical service. 


BIG ENOUGH FOR “BIG BUSINESS” 
See enough for small 


Be ae dues tat 


Ey ¥ 


4 NION Bank of Commerce is the “business ‘ 


man’s bank” in Cleveland. Here we con- 

centrate our managing effort on business and 

its financial needs. As a result, our staff has 

a broad knowledge of the factors which af- 

i fect the course of private enterprise. No 

problem is too complex, no business too 
small to incite our interest. Let's dis- 


cuss how we might work together. 


Union Bank of Commerce 


THE BUSINESS MAN'S BANK 


FOR THE CHEMICAL AND 
PETROLEUM INDUSTRIES 


A few of the a products for 


which Bad has igned and 
built facilities are: 


ANILINE + AVIATION GASOLINE + CARBON 
TETRACHLORIDE * DIESEL FUELS * HIGH 
QUALITY MOTOR GASOLINE + LUBRICAT 
ING OWS METHANOL PENICILLIN 
PHENOL + PHTHALIC ANHYDRIDE + SOL 
VENT NAPHTHAS + STREPTOMYCIN 


B. Badger & sons co. 
BOSTON 14 «+ Est. 1841 

New York + Sanfrancisco + 

lenden Rio de Janeiro 

Process Engineers and Constructors for the 

Chemical, Petro-Chemical and Petroleum Industries 


ANDES COPPER MINING COMPANY 
CHILE COPPER COMPANY 


ANACONDA COPPER MINING COMPANY 


GREENE CANANEA COPPER COMPANY 


Copper and brass also serve modern 
plumbing in many ways. . . they are the 
standard metals for hot and cold water 
lines, fittings and fixtures. 

Copper wiring delivers light and power 
.. and just as copper lightning rods protect 
your home, bronze wire screening protects 
your health. 

Anaconda, through its fabricating Sub-. 
sidiaries, The American Brass Company 
and Anaconda Wire and Cable Company, 
is an important supplier of copper and 
copper alloys so essential to long-lasting 
construction. 


THE AMERICAN BRASS COMPANY 
ANACONDA WIRE AND CABLE COMPANY 
INTERNATIONAL SMELTING AND REFINING COMPANY 


oo 


+--+ 


SIX 
FREIGHT 
SERVICES 
WEEKLY TO | oem 
EUROPE, ASIA, AFRICA 


KLM'’s fast, economical air freight 
service speeds your shipments to: 


% HOLLAND % ENGLAND %& FRANCE 
*® BELGIUM) =& SCANDINAVIA 
%& SWITZERLAND *& CZECHOSLOVAKIA 
% PORTUGAL & SPAIN % ITALY 
* EGYPT INDIA & SIAM 
%& SINGAPORE & NETH. EAST INDIES 


& SOUTH AFRICA 


See «ERE PAY fap 
CIATES, INC 


ce EE 


IF YOU ADVERTISE TO BUSINESS 


VALUATIONS 


FOR INSURANCE 


SATURDAYS ONLY 


‘c” PROVIDENCE 


For the Races at 


NARRAGANSETT 


Daylight Saving Time 
lv. Bridgeport 9:16 A.M. 
Due Providence 11:53 A.M. 


$564 wets 


a in Cooches 


rue NEW HAVEN ee. 


AND INDUSTRY THE 


Call your own freight broker; KLM 
Freight Dept., LaGuardia, Hlinois 
8-2903; of KLM, 145 Front St. 
WH 4-9210. Pick up service avail- 


6) WALL STREET 


able INSURANCE BROKERS 


insurance brokerage does not consis 
of shopping for a price. It starts wit 
a study of your business operations- 


but that’s only the beginning. 


/ After helping our clients in planning pr 


tection suited to their needs, our objecti 
is competent, continuing service 
required, and the lowest cost consiste 


with adequate coverage. Sucha progra 

J calls for the skill of technicians in eve 

JOHNSON & HIGGINS ¢ field of business insurance men expe 
) enced in insurance contracts and marke 


loss prevention, claim collection and ma 
NEW YORK 5 


other phases of the business. * In such 


NEW YORE CHICAGO SAN FRANCISCO mportant continuing re | ationship, the c 

LOS ANOELES peTRorr CLEVELAND ‘ 

PHILADELPHIA PriTTssURCH BUFFALO per we And $17 t our organization 

SHATTLE VANCOUVER WINNIPEG ‘ ‘ s " b 

MONTREAL TORONTO HAVANA a ped through a gentury in DUSins 
| small assets. © We have prov 
} our usefulness to scores of ousiness firt 
\ ind corporations. Why not send for 


© & H representative und talk it oe 


4 


BUYERS OF INSURANCE FOR COMMERCE AND INDUSTRY SINCE 18/ 


WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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for savers... 


) 
| for customers... 


“Sad is the day for any man”— it was Emerson who said it— 
“when he becomes absolutely satisfied with the life that he is living. 
the thoughts that he is thinking, the deeds that he is doing.” That 
day has not come at Du Pont. 


For Du Pont is engaged in a never-ending search for new products 
and for improvements in existing products that will give people every- 
where more and better things for better living. This policy is basic. 
It is essential to progress. To stand still is to go back. 


Looking ahead...Du Pont has enlarged-capacity for the production 
of nylon, rayon, plastics, cellophane, automotive anti-freezes, agri- 
cultural fungicides, and other needed chemicals. Looking ahead, too, 
Du Pont plans wide expansion in research facilities ... new laborate- 
ries, additions to existing units, expanded research activities at 15 
locations. 

We believe that this same pattern of vigorous research, considered 
expansion, faith in America’s future, is reflected in American business 
Operations in general. And we believe this is a good thing. A good 
thing for people who work—it means more work and more jobs. A 
good thing for people who save—it means increased opportunities 
for investment. A good thing for Americans—it means better things 
to buy for less money. 

When someone comes ‘along with a substitute for the American 
way of living—it is a good thing to ask a simple question about that 
economic system. “How’s it doing at supplying its people with . . . 
better things for better living?” 


BETTER THINGS FOR BETTER LIVING .. . THROUGH CHEMISTRY 


&. 1. DU PONT DE NEMOURS & CO. (INC.), WILMINGTON 98, DEL. 


Into your town the railroad brings much 
more than freight and passenger serv- 
ice. It is a good customer. It pays taxes. 
Railroad employes are good citizens; 
they help to support your town. When 
railroad earnings are good, every com- 
munity benefits. When earnings are inadequate, 
railroad expenditures have to be curtailed and the 
benefits are less. 

It is to your advantage to have the railroads earn 
a fair profit, so that improvements in service to, you 
may continue and expand. You, the public, are the 


_jury which finally determines this; because all rail- 


road regulation must sooner or later face the court 
of public opinion. 

Rates that will allow the railroads to earn a fair 
profit actually benefit the public in many ways: 


+ They‘ permit expenditures for more modern and 


efficient equipment . . . new streamliners, more and 
better freight and passenger cars . . . all types of 
facilities for faster, finer service; ; 

They stimulate employment in the many indus- 
tries which sell their products to the railroads; they 
develop larger tax revenues; 

They facilitate reduction of debt, which improves 
railroad credit and makes a larger part of income 
available for service improvements. 

Because of their strategic position in America’s 
economic life, our national prosperity is influenced 
by the financial soundness of the railroads. If you 
will judge (in terms of self-interest) the railroads’ 
efforts to forge ahead, your influence will help them 
to achieve their goal of service. Every American 
owes it to himself and his community to endorse 
the reasonable rate adjustments the railroads need 
for continued progress. 


A Product of Competition 
For more economical mass production, Pullman- 
Standard has recently introduced the P-S-1, its 
latest model, high-quality box car. Thousands of 
these cars are on production schedules for the fol- 
lowing railroads, with deliveries already under way: 
ATCHISON, TOPEKA & SANTA’ FE 
BOSTON & MAINE - 
CHESAPEAKE & OHIO 
CHICAGO oneat WESTERN 
KANSAS ary SOUTHERN 
Lemon VALLEY 
MAINE CENTRAL 
NEW york CENTRAL 
NEW YORK, NEW Haven & HARTFORD 
nicKeL PLATE 
SEABOARD RANWAY 
SOUTHERN RAILWAY 
UNION PACIFIC 
PULLMAN- STANDARD 
CAR MANUFACTURING COMPANY 


Offices in six cities from coust to coust 
Manufacturing plants at six strategic points 


noel =--=-Pollman-Standard 


The Route and © 

' the Record ede This advertisement is re 

a" printed from « number of 

Southwest route city papers 

in which it was published ax 

a part of Southwest's educa 
tional program. 


HAT’S like moving almost the whole 
city of Medford by air—or the popu- 

lations of Ukiah, Fort Bragg and Yreka 
together im 3oO days. In two cities, seven out 
of every 100 men, women and children flew 
with Southwest during the month. That's a lot 


ot people using wings! Such rapid and whole- 
hearted acceptance of a service barely eight months 
old is indicative of Southwest's value to Coastal 
cities : and benefits are not limited to pas 
sengers alone your Air Mail and Air 
Express has been getting there quicker, too. 

If you haven't used Southwest, plan a trip 

with us now—seats available. Meanwhile, 

use Air Mail and speed your shipments 


with Air Express or Air Freight 


PHONES 
Les Angele. ca 
OKRegen 8.1206 Sem er OBL 
San Franci-ce Re juars eansans ou es 
: J wiper 50586 = vinryes 
(OS ametuts 4 


Ss 


YOU ONLY LIVE 


ONCE! 
y) SO COMBINE ti (MY 
happy 


AND 
PROFITABLE 


for details. 


and meintenence costs low. Write 


W. &. Bird. Secretary 


MARION COUNTY 


CHAMBER OF COMMERCE 


One of America’s Scheduled Airlines 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL 


Are You Doing Business 


ERE, in concise form, is factual 

information and background 
material that can prove invaluable 
to anyone doing or planning busi- 
ness south of the border. 

Sent directly from each country 
by an Irving Officer while traveling 
recently in Latin America, these 
reports typify the broad scope of 
Irving's foreign trade service .. . its 
unremitting efforts to gear this ser- 
vice to the needs of American ex- 
porters and importers. 


atin 


America® i 


To help you keep informed on business 
conditions in this important but ever- 
changing market, Irving can now sup- 
ply. you with Reports on business 
conditions in seven leading Latin 


American countries. 


Foracn Taape Invoamation Derr. 
One Wall Street, New York 15, N. Y. 
Please send me your Trade Analysis of the countries 
IrnviInG TRUST | =: 
or Your CHILE URUGUAY 
TRAVEL AGENT PERL BRAZIL 
mevomm PuenTs PANY COLOMBIA VENEZUELA 
gf i ARGENTINA COMPLETE SET 
ATHE @NE WALL STREET, NEW YORK 15. N.Y. Nate: 
0 t AtRUIMED Telephone: Dighy 4-3500 Company: 
THE WINGS OF NEW ENGLAND Address: 
MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 


-a==: For your coples, simply mail this coupon today ... ---~ 
Irving Trust Company 


SHOULD HEAD YOUR LIST 


Adv 
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Jimmy 
Stewart 


“ONE SUNDAY 
AFTERNOON” 


Eagle-Picher Products 
... 4 fepresentative list 


on 
iA ZINC AND. LEAD PIGMENTS. 
Paint pigments include zinc ox- 
U. S. STEEL S ides (both lead-free and leaded), 
lithopone, white lead carbonate 
Award-winning Radio Show and sublimed white lead. 


48AD AND ZINC OXIDES. A 
comprehensive line of prod- 
ucts used in the manufacture of 
storage batteries, tires, and 
ceramic products such as pot- 
tery, glassware, tile, tubs, etc. 


THEATRE GUILD 
ON THE AIR 


Have you ever wished the day would 
come when your worst enemy was in 
your power? And would you have done 
what this man did when he had his day? 


WHITE LEAD AND OTHER PAINT 
PRODUCTS. Paste and Ready- 
To-Use form for exterior and 
interior use, also rust-inhibiting 
sublimed blue lead and red lead 
for industrial application. 


Many of America's best-dressed homes 
wear coats of Eagle-Picher Paint 


* *« ®* 


Every Sunday night... full-hour per- 
formance of Broadway's most memo- 


INDUSTRIAL INSULATION. A 
unique mineral wool — both 
chemically and physically stable. 
Fireproof and water-repellent. 


rable plays ... starring the theatre's 


most distinguished ectors! More than a century ago, in 1843,when there — gained immediate wide acceptance with painters cements, blankets, blocks, felts. 
were only twenty-two states in the Union... and homeowners alike. For the industrial coat- 

when the West was still a wilderness...master ings that protect metal surfaces we also produce HOME INSULATION. Light 

r vi hi baal te ts dlead bli Side head doth ‘ weight, fireproof, water- 

painters were applying white lead made by red lead, sublimed blue lead and other pigments capelions eiaced eethén ai 

Eagle-Picher to American homes. and oxides. pneumatic and batt application. 

“= And since 1843 this finest of painting materi- As a major producer of lead, zinc, insula- + aan. mae poner a 
s Pp M. als has become traditional for its quality. Made tions, paint and building materials, Eagle-Picher 

. with the utmost in skill and craftsmanship, of makes important contributions in many fields. COMBINATION STORM WIN- 

American pure white lead mixed with linseed oil, it pro- Its current expansion program Shaken yo meee 

Broadcasting vides a durable, elastic coat and a gleaming finish is constantly adding to the oa heat loss through windows, cut 


a this 


bank’s Agency and Cus- 


todian services you can be 
relieved of the burden- 
some details of property 
and security management 
without relinquishing 
control of your invest- 


ments, 


“hanes ab oon os item. There AND TRUST COMPANY of NEW YORK of its people .. . the ample labor supply . . . the abundant resources of natural gas 
_~ . uns are one ° 
These services are fully are dozens of others, induding plas- for fuel and cheap electric power ... plus excellent transportation facilities . . . 


explained in our booklet 
—How to Take Care of 
Financial Details With a 


Minimum of Trouble, 


What's Unusual 
about a 


Clothespin! 


In this case, plenty! It is the symbol 
of an $83,195,000-a-year wood 
products industry in South Carolina 
where 12,500,000 wooded acres pro- 
vide raw material for practically 


tics, veneers, plywoods, toys, poles, 
crossties, most types of furniture, 
ironing boards, paper and by- 
products, boats and handles. 

That's just a start. The State has, 
in a comparatively small area, 


You might call it a tradition. 


that make it matchless for the task of protecting 
and beautifying American homes. 

Recently Eagle-Picher introduced RTU, a 
factory-mixed white lead paint that comes ready- 
to-use—its convenience and ease of application, 


EAGLE-PICHER 


A modern, diversified company serving home and industry 


E tive Offices: Cincinnati (1), Ohio 


in addition to its durability and beauty, have 


company’s productive 
capacity...increasing 
Eagle-Picher’s use- 
fulness to homes 
and indystry. 


Eagle Insulations include 


fuel costs, increase comfort, 
bring new convenience to 
»j homeowners. 


aN 


METAL GOODS. Bearing metals, 
alloys, solders, fluxes and other 
_ products for industrial, electri- 

cal and petroleum fields . . . for 
__ the automotive, hardware, print- 
e>* ing and plumbing crades. 


7) SLAB ZINC. Used extensively 
for galvanizing iron and steel 
products— roofing, tanks, pipes, 
pails, fencing, steel fabrics, 
screen wire, nails, etc. 


The 


COMMERCIAL 
NATIONAL BANK 


Forty-Six Wall Street 


10,284 400,000 board feet of valuabl 


established industries, will be glad 


in EUROPE, AFRICA 


graphic story of your future opportunity 


... butter your bread 
on the RIGHT SIDE 


find unexcelled opportunities for growth and expansion. The high buying power 


make locating in the Texas and Pacific Southwest a must for greater profits. 
- 


MAIL THIS COUPON TODAY 


ltt hh ee ee 


LOCATE YOUR PLANT 
IN THE TEXAS AND 
PACIFIC SOUTHWEST 
In this fast-growing 9 billion dol- 
lar market—served by the Texas 


and Pacific—your business will 


4 , 
i i Send for your copy ; J. A. MeCatr ° 
Ask for your co y — of Ferg ay + yoo ~~ me of FUTURE UN- ¢ = Director of Industrial Development ’ 
“a y PY: twice as many board feet of other a PA LIMITED . . . show $ Dept. SW-4 H 
timber ready to be developed into AIRWAYBILL ing aerial views of re Te “et and Pacife Bldg : 
your i f Jallas, Texas 
TRUST DEPARTMENT rofits. shipment all the way to over 50 choice sites ’ 4 
The Research, Planning and De- _ in cities along the ie ’ 
velopment Board, organized by the 15] De stinations Texas and Pacific line from New Orleans : : 
State Government to help new and Le.. te El Peso, Texes. This book tells « ‘ Address : 
y ‘ 
‘ ‘ 


Heap Orric “fs _- FraNtisco 


Many O fives Serving 


Northern California 


Member Federal Deposit Insurance Corporation 


to furnish more information on the 
forest resources, as well as others, 
and specific data on the large labor 
supply, transportation, moderate 

+ taxes and plant sites. Write Research, 
Planning and Development Board, 
Dept. J, Columbia, S. C. 


NEAR and FAR EAST 

Twe New York terminals: le Guardia 
Field (Henger 4) ond 5 Peart Street. 
Consult your BROKER or 


in the Texas and Pacific Southwest 


TEXAS AND PACIFIC RY. 


AIR 
FRANCE 


PRENCH MATIONAL AIRLINE 
683 Fifth Ave., Mew York 22 


A OA OS EE RS a 
The First National Bank 
OF JERSEY CITY 


1 EXCHANGE Flack. sRRSHY CITY. +. 1. 


emoe: faders Wepes! inewrancs Vorsorstor 


a” 


Planned Adeorliseng 


ne © © Pet OFF 


$65) TITTH AVEWUE WY - ESTABLISHED 1908 


fill PURCELL - DAVISON 
| | PRINTING CORPORATION 


LAWRENCE 4 PURCELL — WHAM @& Gaveee 
1% Beehkmen Sf. ~- CO 71-7044 - KX V.C.F 
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IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 


Idvertising Age, October 27, 1947 


POST ADVERTISING GAIN 
GREATER THAN NEXT 


TWO WEEKLIES COMBINED 


POST 


eu 
Pe es 
<A 

5 Ferd: 


_+369 page gain 


During the first eight months of 1947, 
as compared with the same period for 1946, 
The Saturday Evening Post gained more 
pages than Life and Collier's combined. 


The Post gained twice as many pages as 
the second-place magazine and four times 
as many as the third-place magazine. 


The Post carried 2,837 pages in the first Pies 7 oP om 
eight months of 1947, which is 463 pages dae 
more than Life carried and 1246 pages Bd Collier’ 
more than Collier's. 


ee Uj 
The Post is the Number One magazine for . 3 j 
j | . P st d rti j # ” ; Yy 
a very simple reason. Fost advertising pays YYy 


off in sales! 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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Advertising Age, October 27, 1947 


A good place to work — 
is a good place to STAY 


One of the best ways to find out if a company is a good place to work 
is to see how long people stay with it. 


Of course, in a big steel company like Republic, folks are constantly 
coming and going. But here are some amazing facts: 


13,000 of Republic’s more than 65,000 employees have been 
with the company for FIFTEEN YEARS or more. 


24,000 have been with Republic for TEN YEARS or more. 
35,000 have been with Republic for FIVE YEARS or more. 


50,000 of Republic’s more than 65,000 people have been with 
Republic for one year or more. The remaining 15,000 have 
joined Republic during the last twelve months. 


Republic is proud that so many of the men and women who come to 
work for Republic in its 76 plants, mines and warehouses, and in 
Republic offices, decide to stay for keeps. 


Here’s pretty good proof that Republic is a good place to work . . . and 
a good place to stay. 


REPUBLIC STEEL CORPORATION 
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New-world ships... for the 
world’s oldest trade routes J 


indian Oceen 
Ceylon. _ 
Burme 


om Portugal to the Black Sea and Russia, from Morocco to 
India and Burma...wherever American shippers find markets, or 
American importers seek supplics...there our vessels drop anchor! 


Sermiag Eighteen fast, new cargo liners—tangible evidence of the far- 
MEDITERRANEAN sighted building program inaugurated in 1938 — constitute a fleet 
BLACK SEA wholly completed since the war and replacing with more modern 


s d im that conflict. 
RED SEA INDIA vessels the losses sustained in that conflic 2, 
CEYLON BURMA It is our pride to belong to a strong American Merchant M 
ready and able to play an indispensable part in re-vitalizing 


America’s peacetime trade, and in building the economic founda- 
tions of a prosperous and progressive new world. 


Fortnightly sailings to the Mediterranean with the new “Four Aces”, 
125-passenger, one-class liners, expected to be ready early in 1948. 


AMERICAN ExporT LINES 


25 Broadway, New York 4, N.Y. 


What big 


started in 1847? 


ONE HUNDRED YEARS AGO, the 

first issue of U. S. postage stamps 
marked the beginning of our mod- 
ern postal system. 

Starting in 1847 with 50 thousand 
dollars in stamps, the United States 
Post Office Department today handles 
billions of dollars in postage, money orders 
and postal savings every year. 


What CSC activity dates back 
100 years? 


In 1847, George Ross built a distillery on 
the banks of the Ohio River to ferment 
alcohol from the corn grown in rich, loamy 
Indiana soil. 


From this small beginning. grew 
CSC Rossville alcohols, which to- 


} 3 day do hundreds of jobs for industry, 
Ser from protecting your car's radiator in 


winter to safeguarding the fragrance of the 
most delicate perfumes. Alcohol is one of more 
“Se § than two hundred CSC chemical products 


Y 
pe serving the doctor, the farmer, the manu- 


facturer and the motorist. 


; 


COMMERCIAL SOLVENTS CORPORATION 
17 BAST 42n0 STREET © NEW YORK 17, M. ¥, 


The lustrous, lifetime beauty of Allegheny Learn how easy Allegheny Metal is to fabri- 
Metal, America's pioneer stainless steel, cate, how actually cheaply it can solve many 
makes it a “natural” for the external bright- a production problem . . . WRITE FOR ANY 
work of the new cars. It's bright a// the TECHNICAL DATA OR SPECIAL ASSISTANCE YOU NEED. 


way through—there's no plating to wear off. 
What could be sweeter? LLEG H E N 


Outside the car, Allegheny Metal gives 
STEEL CORPORATION Pittsburgh, Pa, 


you lasting beauty . . . under the hood, it 
PIONEER 1M SPECIALLOY STEELS 


gives you lasting service. Stainless steel in 
ALLEGHENY METAL is stocked by all 108. 7. RYERSON & SOK, Inc., witchouses 


crucial parts of carburetors, fuel and water 
pumps and exhaust systems, etc. will lir- 
erally outwear the car. In fact, the merits of 
Allegheny Metal recommend it for any use 
where resistance to corrosion and heat are 
vital, and where superior strength and ease 
of cleaning mean more profitable operation. 
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ADVERTISEMENT 


THE WALL STREET JOURNAL 
IS THE ONLY NATIONAL 
BUSINESS DAILY. 
YOU'LL FIND IT WHEREVER 
YOUR BEST PROSPECTS IN 
INDUSTRY ARE LOCATED. 


. 


The distribution of its read 
Corresponds almost exactly “4 


industrial emplo iat 
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“BUT THAT’S ONLY PART OF OUR SAVINGS 


: ~ “Granted they cost less—much less—to main- 
tain. That's logical when you count their 
moving parts . . . none in the battery, one 
in each motor.” 

“And we know, on energy cost alone, we 
save more than sixty per cent.” 
“But the real pey-off comes from their 
staying on the job, putting 
material where it's wanted, 
when it's wanted . . . with- 
out added investment in 
standby equipment. Minutes 
saved by men and machines 
on the production line are 


- ° 
WITH Seo Pv. INDUSTRIAL TRUCKS!” 
"AEE 8 8, “2% 


That, in a nutshell, typifies the conviction 
of experienced owners who have found, to 
their profit, that battery-powered trucks 
show a unique ability to ‘‘stay on the job.” 

Down time for inspection, maintenance or 
repair is negligible—so much so that stand- 
by truck equipment is unnecessary in many 
plants. 

Is the economy of dependable material- 
handling, plus lowest operating cost, what 
you want from industrial trucks—trather 
than economy in first cost alone? 

We believe that it is, for it affects ulti- 
mate profits of most business concerns more 


directly—and more heavily—than does a 
lower original investment. 


the big savings that help 


THESE FREE 
MANUALS 
The MATERIAL-HANDLING HANDBOOK and 


UNIT LQADS have helped many organizations to 
plan material-handling savings that go straight to 


THE ELECTRIC INDUSTRIAL 
TRUCK ASSOCIATION 


There's a lot of Plywood 
N FURNITURE... 


Sz 
' 


@ Table tops, desk tops, 


ornamental panels and many other ele- 


ments in the construction of modern fur- 
niture are today made of plywood. The 
reason is simple. Plywood is not only 
cheaper—it is better; it is stronger; it is 
more durable; and it is more ornamental. 


This striking trend to plywood is not 


confined to the furniture industry. It is 
general throughout American industrial 
practices. 

Our engineering staff has in the past de- 
veloped many new cost-saving uses for 
modern plywood. Their services are avail- 
able for the asking. 


GENERAL = £4 
PLywoop 2> 


; Consider our record in the St. Louis area: 


Gur pre-war contracts included: Our post-war 


contracts include: 


. = a nae 


At one time or another we've worked 


K with fifty-three of the sixty-two banks Since the end of the 
t in the St. Louis area. We're proud of the war, eight banks in 
' ' recognition we've won here in our own greater St. Louis have 
° back yard. For we realize that friends undertaken new 


and neighbors are a man’s...or a com- 
pany’s...most severe critics. The confi- 
dence in our ability, that they have shown, 
has spurred us on to unchallenged lead- 
ership in the bank-building field today! 
To date, we've completed a contract every 
ten days for more than thirty-five years. 


quarters projects. 
These are now in 


various stages of 
completion. All of 
them selected our 
organization to 
execute the work! 


Since V-E day alone—261 banks selected us to design their new quarters! 
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profits. Your letter will bring them, without charge. 208-J South La Salle Street + Chicago 4, Iilinois dures, etc. 
N-9133 CORPORATION + LOUISVILLE, KENTUCKY 
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In his own community!” 


Our record is ample proof that this axiom is not always true. Look 
to the left! Read the story of this firm’s acceptance in its own 
community, where frequently “a prophet is without honor”. Our 
record, in our home vicinity alone, includes completed projects for 
fifty-three of the sixty-two local banks! During the past thirty-five 
years, several of them have called on us as many as four times to 
rejuvenate their banking quarters. These banks, right here in our 
own home town, have had many opportunities to study us at close- 
hand, evaluate our operation. Apparently we measure up to our 
claims, since, as expansion programs require new or modernized 
quarters, we are called back again and again! 


America's most experienced 


bank designers 


WEST COAST OFFICE 
1085 MONADNOCK BLDG 
SAN FRANCISCO 5, CAL 
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Phantom view of the MAGNAVOX BELVEDERE, 
showing bow quality components are assembled im the magnificent 
cabinet of authenin Chippendale design. Note the optional PM chassii. 


The Uniting of Quality 


Look to the very heart of the Magnavox radio- phonograph. 
Probe beyond its-beautiful exterior. Note the size and refinement of 
working components that produce tone quality and performance 


established as the highest standard in radio. 


The superb Magnavox is crammed with value, from its two 12-inch 
Magnavox Duosonic speakers, its separate amplifier and radio receiver 
chassis to its fully automatic precision record changer, 


advanced mechanical construction and proved quality parts, 
See and hear Magnavox in America’s finest stores, Compare it— 


outside and inside—with any other radio-phonograph at any price. 


You'll want a Magnavox. The Magnavox Company, Fort Wayne 4, Ind. 


RADIO PHONOGRAPH 
The Symbol of Quality tn Tadio 


—dince 1975 


—————— MAGNAVOX DEALERS IN GREATER NEW YORK 


BROOKLYN +9 
Abraham & Straus 
S. Kjeldsen & Sons 
Frederick Loeser & Co. inc. 
G. Schirmer, inc. 


NEW YORK CITY " 
B. Altman & Co. Steinway and Sons 
Lehman Radio Salon John Wanamaker 
* Liberty Music Shops, inc. 
G. Schirmer, inc. 
W & J Sloone Company 


NEWARK 
Griffith Piano Co. 
Kresge Department Store 


Are 


your 


the 


we being skeptical of the flaming phrases of 
2ve? Not us! Rather we are referring to 
ts in a grain of common salt. 
hlorine it contains is used to bleach pulp 
g stationery and other paper .. . and 
i the water supply of great cities. Yet 
is only one of the industrial chemicals 
n from basic salt. 


aromatic sulfonic acid derivatives 
and other organic intermediates. 


Wyandotte is also the world’s largest 
yandotte, brine is also the basis for Bicar- manufocturer of specialized cleaning 
f Soda used in drugs and baking powder compounds for busi ond industry. 


stic Soda for textiles and soaps . . . Soda 


he glass and paper industries. 
of the earth” is a fitting phrase for this 
hemical you use for casual seasoning 
has grown one of America’s great indus- 
hose products are imperative to the health 
nmerce of the nation. 


andotte 


WYANDOTTE CHEMICALS CORPORATION 
Wyandotte, Michigen + Offices in Principal Cites 


®2PONTIA 


A fine car made finer 


Above all...its a good car! 


Many of Pontiac’s most important qualities are so obvious that you can 
readily see them for yourself. 

You can see, for instance, that Pontiac stands alone for distinctive beauty. 
You can see the luxury and quality of its Fisher bodies. You can take the 
wheel for half an hour—and learn what a matchless performer it is. 


But the greatest Pontiac quality of all is known only to its owners. For, 
above everything else, Pontiac is a GOOD car—and its greatest virtue is its 
extraordinary dependability. 


The thrill of the first month of Pontiac ownership lasts and lasts. In fact, the 
longer you own a Pontiac, the happier you'll be with your investment. So 
make your next car a Pontiac—a good car through and through! 

DUE TO OUR UNFILLED ORDERS ON HAND, you may experience some delay 
in getting a new Pontiac. Place your order now to avoid further delay. In the mean- 
time, let us keep your present car operating at top efficiency. 


Here's What Makes Pontiac Good—Through and Through! 


SMOOTH, POWERFUL L-MEAD ENGINES—Your choice of a six or an eight. 100% 
Full-Pressure Metered Flow Lubrication, Gaselector, Scotch-Mist Manifold, 
Vacuumatic Spark Control and All-Weather Engine Temperature Control, 
Rifle-Drilled Connecting Rods, Electroplated Pistons, insure 
economy, better performance, longer life, unmatched dependability. 
remanent on curANER—Highly efficient, nothing to replace, gives positive 
protection. Contributes greatly to longer engine life. 

TRU-ARC SAFETY sTeERING—More positive control with less effort. In combina- 
tion with small turning circle, makes parking easier. 


Tripts-cusnionsn eipt—Shockproof Knee-Action, Duflex Rear Springs, 
Hydraulic Cushion Levelators for maximum riding comfort. 


MULTI-SEAL HYDRAULIC BRAKES—Protected against dirt and water for smoother 
and safer stops, longer life. 


Booy sy msner—Big and roomy, Unisteel construction, Fisher No-Drait 
Ventilation, Hi-Test Safety Plate Glass, custom-type interiors. 


Always Drive Carefully 


SEE YOUR NEAREST PONTIAC DEALER 


MARSH & McLENNAN 


INCORPORATEO 


Insurance Brokers 
AND AVERAGE ADJUSTERS 


Chicago New York San Francisco Detroit 
Washington Pittsburgh Minneapolis Boston 
Buffalo Cleveland Columbus Indianapolis 
Milwaukee Duluth St. Paul St. Louis 
Los Angeles Phoenix Seattle Portland 
Vancouver Montreal Havana London 


. Wyandotte 
glycols and related compounds, certain 


ORGANIC AND INORGANIC CHEMICALS 


TO V.P. in Charge of DIRECTION :— 


Ever consider your invested dollars RIGHT to earn a fair return? 
There should be a fair employment act for dollars as well as for 
employees! If your dollars are employed in a handicapped invest- 
ment, it's time for them to be retrieved so they can be re-em- 
ployed in a venture offering fair opportunities for earnings and 
security. We are experts on retrieving industrial dollars. Thanks 


HETZ CONSTRUCTION CO., 2475 W. Market St., Warren, Ohio 


The best name in industrial L i Purch « of Build. 
ings, Land, Equipment, Materials, Intangibles, Milltowna, ete. 


AUCTIONEERS — APPRAISERS — LIQUIDATORS 


“The Emblem 
of Service” 


Investment 


service ‘ 


. 
in The competent management of in- 
vestments is a full-time occupation, 
. 
Pennsylvania requiring the services of spec ialists in 
that field. To meet the needs of inves- 
tors in Pennsylvania, we established 
our Investme nt Supervisory Service, 
whic h ine ludes all the usual services 
of a custodian account, with the 
added advantage of regular invest- 
ment supervision The cost of this 
service is moderate and frequently 
nominal because of tax deductions 


Ask about this service which is de 


sly for the needs of 


FIDELITY-PHILADELPHIA rust cove 


135 Sourn Broap Street, Poitapeena 9 
Memvp Federal Reserve Systen 


Member Federal Deposit Insurance Corporation 


'F YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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What Henry Hadltt 


FAMOUS COMMENTATOR, ECONOMIST AND AUTHOR OF “ECONOMICS IN ONE LESSON” 


Says of the Taft-Hartley Act 


In his signed, personal opinion column, “Business Tides,” 
: in Newsweek Magazine, August 11, 1947 


A PRO-LABOR LAW 


The fate of the Taft-Hartley 
Act, which goes into effect the 
22nd of August, is an ominous 
illustration of the power of-prop 
aganda. The Wagner Act left the 
individual worker at the mercy 


of the union 


he new law 


protects the individual worker's 
rights and interests. It is pre- 
cisely because the new law does 
curb the hitherto unbridled pow- 
ers of union leaders over the rank 
and file that these leaders op- 
posed its enactment with every 
technique of propaganda. They 
did not shrink from any misrep- 
resentation, however fantastic, 
including the device of denounc- 
ing the measure as a “slave- 


labor” law. 


This was not enough to shake 
the determination of an over- 
whelming majority of Congress 
to pass it. Yet it had its effect, 
not only on the astonishing lan- 
guage of the President's veto, 
but on the rank and file of 
workers. A recent survey con- 
ducted by the Opinion Research 
Corporation found that 54 per 
cent of the employes questioned, 
and 64 per cent of union mem- 
bers, “disapproved” of the law. 


Bu the survey also uncovered 
a strange paradox. Notwith- 
standing their declared disap- 
proval of the new law, a majority 
of workers favored every indi- 
vidual provision of it on which 
they were questioned. Even a 


majority of union members fa-. 


vored every feature of it but one. 


Here is the result: 


strain or coerce” individual 
workers in the exercise of their 
bargaining rights. It illegalizes 
excessive or discriminatory initi- 
ation fees. It refuses to certify a 
union or allow it to bring com- 
plaints to the labor board unless 
it has published a report of its 
receipts and disbursements, as 
well as a statement giving its 
name, the names, titles and sal- 
aries of its principal officers, the 
manner of the election, the initi- 
ation fees and dues of the union, 
a detailed statement of its con- 
stitution and bylaws showing the 
procedure followed regarding 
qualifications for or restrictions 
on membership, election of of- 
ficers, calling of regular or spe 
cial meetings, levying of assess- 
ments, imposition of fines, au- 
thorization for strikes, authori- 
zation for disbursement of union 
funds, audit of union financial 
transactions, expulsion of mem- 
bers and the grounds for it. 
Every member of a union will 
want to know every one of these 
facts. It is only union bosses who 
find their arbitrary powers 
threatened, who want to continue 
to be highhanded, secretive, and 
irresponsible to the rank and file 
of their unions, who have any- 
thing to fear from such publicity. 
It is not surprising when such 
union bosses announce that they 
will “bypass” the new law. 
Equally important protections 
for the rank and file are the 
provisions requiring written con- 
sent of individual workers for 
the checkoff of union dues, the 
provision making it unlawful for 


- 
| 4 Eaten an employer to buy off a corrupt 
Favor law to ploywes bers or blackmailing union leader, and 
Require 60-day cooling. the provision to assure that so- 
— i 78% 70% | called “welfare funds” really 
dpm = a 77% 70% | are-used for the union members’ 
Allow freedom of speech welfare and not merely to make 
arene 69% 61% |-labor leaders financially inde- 
— = 86% 85% | pendent.of the rank and file of 
Prohibit Communist their unions. 
unico leader 76% 17% 
ao eee I f we are thinking not of retain- 
Allow checkoff only with ing unrestricted power for a 
worker's —- 68% 74% | small union oligarchy, but of the 
Nace ly Riese hts of the union rank and file 
with ty vot 79% 77% | Tights ¢ x ane 
‘closed 5 on % | and the rights of the individual 
Delay strikes in public workers, then the much abused 
i 78% 10% 


The new labor law makes it an 
unfair labor practice for a union 


as well as an employer to 


“re- 


Taft-Hartley Act far more de- 
serves the title of a pro-labor law 
than the misconceived Wagner 
Act ever did. 


The Moral Issue 


INVOLVED IN UNION DEFIANCE OF TAFT-HARTLEY ACT 


Ta LAW which union leaders say they will not 
obey was passed over President Truman's veto by 
two-thirds majority by both Democrats and Re- 
publicans. 

Labor union members, as well as stockholders, 
and all citizens are, of course, free to vote for or 
against any candidate for any office. 

That freedom is inalienable. It belongs to the 
individual in the privacy of the voting booth. That 
freedom must be preserved. Congress has acted 
to preserve it. 

To preserve this freedom, Congress, 22 years 
ago, forbade corporations and banks to contribute 
money to elect or defeat candidates. 

Then, in the new law which union leaders refuse 
to obey, Congress has extended the prohibition to 
labor unions as well. 

The use of such funds, either by a corporation 
or a union, violates the constitutional right of the 
individual. For money paid in by either a union 
member or a siockholder may then be used to 
defeat a candidate whom the union member or 
stockholder wants to elect, or to elect a candidate 
whom he wishes to defeat. 

No board of directors of a corporation, or official 
of a labor union, has any moral or legal right to use 
an indiyidual’s money for such a purpose. It is just 
as wrong to force him to contribute money to a 
political campaign as it would be to force him to 
mark his ballot the way the union or the corpora- 
tion directs. 

The individual must be protected in his right to 
spend his money politically as he pleases and to 
vote as he pleases. Neither his vote nor his money 
must be used by any group to which he belongs 
without his consent. 

The right to vote, or contribute to a campaign 
belongs to no group. It belongs to the individual 
American citizen and to him alone, to use as his 
conscience may direct. 

Every member of a labor union should be the 
first to protest against the use of his money in 
political campaigns without his consent. 

Congress, in prohibiting not only contributions 
but expenditures, had in mind two purposes: (1) to 
protect the right of the union member against hav- 
ing his money used politicaily without his consent; 
(2) to prevent corruption in elections by the secret 
use of huge funds, wholly outside of organized po- 
litical committees which, under law, are limited in 
the amount they may spend and which must make 
detailed public reports to Congress. 

Both of these purposes are clearly in the public 
interest. Both are designed to insure elections 
which honestly reflect the wishes of a majority of 
our citizens. In short, “government by the consent 
of the governed,” which is the foundation stone of 
free government. 

Now the C.1.0. and the A.F. of L. defy the law 

Question : Will the President of the United States 
and his Attorney General enforce the law—as they 
are sworn to do? 

Question: Will you allow any monopoly-seeking 
minority to destroy the independence of your 
Congress’? 


Unions Dery Your GovERNMENT 
How Long Will You Stand for This? 


The LA W. ee » ‘It is unlawful... for any corporation what- 


ever or any labor organization to make a contribution or expendi- 
ture in connection with any election at which Presidential or Vice 
Presidential electors or a Senator or Representative . . . are to be 
voted for, or in connection with-any primary election or political 
convention or caucus held to select candidates for any of the 


foregoing offices. . . 


. Every corporation or labor organization 


which makes any contribution or expenditure in violation of this 
section shall be fined not more than $5,000.” 


— Sec. 313, Labor Management Relations Act, 1947. 


What Their Defiance 
Means to You 


HEN YOU ALLOW any minority, be 

it corporations or unions, to defy 
the laws enacted by your elected repre- 
sentatives, you are saying goodbye to 
your own liberty. Tyranny is just 
around the corner. For any law-defying 
minority that is allowed to “get away 
with it” will soon take over the peo- 
ple’s government and become the peo- 
ple’s master. 

The Bosses of Organized Labor 
boasted they wrote the Wagner Labor 
Relations Act of 1935. It accomplished 
just what they planned. It built up 
monopolistic power for a handful of 
Labor Dictators until they came to 
believe they were above any and all 
law 


Instead of bringing industrial peace, 
compulsory “collective bargaining” 
brought industrial warfare, sit-down 
strikes, “picketing” by armed mobs, 
law defiance, and a general breakdown 
of law enforcement by state and local 
governments. 


You, the People, Order a Change 


Finally you rebelled. You elected a 
Congress to correct the abuses of one- 
sided labor laws; to: put the Labor 
Monopolists under the same restraints 
that apply to you ordinary citizens. 

But the Union Monopolists said 
NO! They put on a multi-million dol- 
lar pressure campaign of exaggeration, 
falsehood and abuse to prevent any 
law being passed. 

And what a flop their campaign was! 
Your Congress, by more than 2/3 
majority in both Houses, passed the 
labor reform bill—a law in the public 
interest, a law to champion the rights 
of all workers. The Taft-Hartley Bill, 
official title, “Labor Management Re- 
lations Act, 1947,” is now the law of 
the land. 


“We are Above the Law; 
We Won't Obey It!” 
So say these same Union Bosses today. 
So you, the People, face a showdown 
today. 
Is this YOUR government? Or isn't 


ss 60 CENTs 


SHE GOES TO A BUTCHER... 


PLEASE 
TAKE 
THESE 
STEPS 
NOW! 


3. Send for the 


AAA bbahh. 


The DEFIANCE... «0% connecticut Federation of 


Labor (affiliated with the American Federation of Labor) calls 
upon every Republican . . . to reject Taft and defeat his candi- 
dacy. (Also to defeat all six Connecticut Congressmen who voted 


for the Taft-Hartley Bill.) . . 
TISEMENT .. 


. THIS IS A POLITICAL ADVER- 
. the first step of a campaign which will continue 


until election. This advertisement is paid for from the funds 
of the Connecticut Federation of Labor.” 

— From display advertisement in Hartford newspapers, 

August 6, 1947, signed by Federation's top officers. 


The CIO hurled its defiance by 
meddling in a special July election of 

gressman in Maryland. 

CIO’s biggest unions announced 
they will boycott procedures estab- 
lished by the new law. 

AFL’s 200 top officials on July 9 
resolved: 

“We will organize, unite and 
concentrate our efforts toward 
defeat of every member of Con- 
gress who voted for the Taft- 

Hartley Bill... . We shall never 

be reconciled to its acceptance. 

.. We shall fight it at every step.” 

“There isn’t anyone of any group 
big enough to do a single, solitary, 
damned thing to the CIO,” declared 
Philip Murray to the CIO Auto Work- 
ers’ convention. 


They Begin Filling Their 
War Chests 

CIO Wholesale and Warehouse Work- 
ers Union, with closed shop contracts 
by which they can make their employ- 
ers fire workers who refuse to pay, has 
assessed its 12,000 New York City 
members each a full week’s pay for a 
$500,000 “strike fund” to fight the 
Taft-Hartley law’s provisions. Mem- 
bers who haven't the money are or- 
dered to “borrow it.” Another CIO 
union in New York City is “recom- 
mending” similar assessment of its 

15,000 department store workers. 
Some unions called for a nation- 
wide strike against the law. The Union 
have never hesitated to order 
a “general strike” — the Communist 


weapon of revolution — when they 
could use it locally. But they are not 
yet ready for it nationally. They turn 
now to a “political weapon.” 

“Here Are Your Enemies” is the 
headline over the names of Senators 
and Representatives who voted for the 
Taft-Hartley Bill, as published in the 
official organ of the AFL Teamsters! 


What Will You, the People, 
Do About This? 


What do you suppose Theodore Roose- 
velt would have done if the bosses of 
Business Monopoly had said they 
would not obey the law passed by Con- 
gress to break up their trusts? How 
long would those he ¢alled “malefac- 
tors of great wealth” have stayed out 
of jail when “Teddy” was President? 

The issue is just as plain today. Gov- 
ernment that lets its laws be flouted 
ceases to be a government. The issue 
is not the Democratic or Republican 
Party, nor any individual's candidacy. 
This is not a “Political Advertisement.” 
It is an advertisement for survival of 
a free country. 

The question every American must 
face and answer now—or perhaps never 
~ is 

WILL YOU HAVE YOUR REP- 

RESENTATIVES WHO MAKE 

YOUR LAWS, THE JUDGES 

WHO INTERPRET THEM, AND 

THE OFFICIALS WHO EN- 

FORCE THEM, WEAR THE 

COLLAR OF ANY PRIVILEGED 

Group or CLass? 


lilustrations in this ad 


esting and provocative reading that takes you through the workings of collective Eeoteee 
of 


very woman has a homsewife's interest. Every man and boy is affected by the sol: 
problems. So this pamphie. has basic 


importance for every citizen. Send for FREE copies. 


1. Read this page to your family, your friends, and your associates. Telephone 
ten friends, urging them to read it and call others. Buy extra copies for neighbors, 
fellow-members of your union and of your church. Eniist as many as possible to 
help stop laber-bess dictatorship over your Congress. 
2. ‘Send for copies of the “HOUSEWIFE’S DILEMMA" No. 2; up to 5 free; 25 for 
$1. Urge others to de likewise. 


postcard “LABOR-BOSS CANDIDATES WITH A ROPE AROUND THEIR 
NECKS"; up to 6 free; 50 for $1. 


4. Send for copies of this advertisement. Distribute widely. Up to 5 free; 
additional copies 2c each; postpaid anywhere. 


5. Help carry this message ocross the nation to millions. Give what you can 
Gul ® Gis SS Oh Sen ae ep eaneen, SOS Sat coe 
fight, it is lost. You and other citizens, who want to preserve constitutional free- 

dom, must help now to protect Congress from minority labor-bess domination. 


Danger in the Power 
of Labor Monopolies: 


Though they collect dues from only 
about 22 per cent of the nation’s work- 
ers, monopolistic unions now consti- 
tute a super-government. They will be 
stronger than the American people 
themselves — unless you, the people, 
stop them and keep them within the 
bounds of law. 

A few hundred top union bosses con- 
trol a larger income than all our 
churches combined—$425 millions an- 
nually in regular union dues, as re- 
ported by the U. S. Treasury, plus a 
previously estimated $200 million in 
special assessments (now being great- 
ly increased for “strike funds”), and 
the services of 100,000 shop stewards 
whose wages of $200 million are paid 
by industry. 

The army of this invisible, law-defy- 
ing super-government has declared a 
war of extermination against the rep- 
resentatives you elected. 


CIO in its official organ calls for de- 
feat of at least 340 members of the 
House and 28 of the 32 Senators up 
for re-election in 1948. Only Marcan- 
tonio, fellow-traveler with Communists 
and follower of the Russian party line, 
and 28 Democrats score “perfect” with 
CIO Labor Bosses. 


Only you, tlie people—the vast ma- 
jority of wage-earning Americans, the 
tradesmen and women, the teachers 
and preachers, the physicians and 
lawyers and all the victims of discrim- 
inatory and confiscatory tax laws en- 
acted under leveling-down pressure 
from these same Labor Monopolists— 
only you can save courageous public 
servants from thé political death sen- 
tence passed on them by the Labor 
Dictators whose collar they refused to 
wear. 


Only you can save your country, 
and yourselves, from the fate that has 
overtaken every nation whose citizens 
have slept while some law-defying, 
militant minority took over their gov- 
ernment, You must act, but you must 
act NOW! 


=“===COUPON — CUT OUT AND MAIL TODAY*=== 


COMMITTEE FOR CONSTITUTIONAL GOVERNMENT, INC. 


205 East 42nd Street, New York 17, N.Y. 


1F YOU WOULD LIKE TO HELP RUN THIS ADVERTISEMENT IN YOUR LOCAL NEWSPAPER, WRITE TO — 


COMMITTEE FOR CONSTITUTIONAL GOVERNMENT, Inc. 


A NON-PROFIT, NON-PARTISAN educational organization with an 11-year record of 


effective action. Audited 


reports issued to subscribers. Dr. Willford I King, lecturer, 


New York University, chairman; Sumner Gerard, treasurer; S. S. McClure, trustee. 


Please SEND ME THE FOLLOWING: 


“Housewlte’s Dilemma” No. 2 (Up to 5 free; 25 for $1) 


How Many? 


“Labor-Bess Candidates With A Rope Around Their 


Copies of this ad (Up to 5 free; in bulk, 2c a copy). . . 


My purchase money, and/or contribution to carry this 
ad across the nation, are enclosed 


How Many? 


How Many? 


How Much? 


i Government, Inc. 


Copyright 1947, C for C 


~ 
& 
= 
3 
* 
& 
4 
wv 
a 
a 
o 
. Necks” (Up to 6 free; 50 for $1)...........000005 
a 
. 
& 
o 
* 
© 
x 
& 
* 
a 
a 
s 
a 


cITy STATE 


=—reeseeieiiitftfhhfththhthllhttt PPT 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 


Reenee ee BBB Been sees eeaases 


Adverti. 


i iy P 4 ye ete 
| che. > - £ RK : + = . | ¥; £ Sex = S - om 4 ise ey are 5 Rs Ke oes = fies “i : = iS r aa Re ? " ae = 2 i os ae . ei [ae 3 eS: f ue 
7 68 Se | 
a. ; ms 
Soa 
oe et ; 
pas 
ae a ; 
7 * is ; E 4 
he a 
a | z 
| a : 2 
M \ 
’ ’ 
“a ee . 
| ee Bie. 
. ° , 
i ee 
: 
= } ae 
or . e < 
 ] —_ j 2 gegpearee Se Hot 
: UP THE 
| cts Dns YOU MUST AGREE TO PROTECT 
LABOR MONOPOLIES, AND CO DOWN THE LING a 
: For Att OUR Poticies/ (s 
te ee) : . ' TS 
oe es = A or 4 + sut 
oat am ~ f Ry Yr yo import 
4 saa dah \)9 Lada SS i“ ae SK f a To the 
ee we « a \ Ie): - 
je aaa eo ? 8 b y ag » 4 
i + i ; : ae’ ‘ AW Ki we ‘ 1) efi z and ef 
ioe A 3 Vi yy Sei — 
alee aa J). y ry ww ayih  - meee techni 
ce rg = zx 4 SS . i. } . c« ¢ 
Si, yw { \ At ; “<4 " 
: = Mw re Soo Y a , * oe H 
z 4 * cm , % \ 
PI A Sy, a. A 
4 Ss i __-* Snell om 
ass Ss ae ee ™ 
- ay = - Zz 
*y ae —$—$—$——$— wer a — 
os ce. ee 
di | a 
fr F 
a. 
“ish ce 4 
<i 
at nt 2 it? 
sii a ine 
- FO SCARCE f- 
~ ai p 2) -> ont) : 
Bie iit ip . 3 + {€ s a ) “ a. Lge 
pee € ey ito 2B 4 
sug \ \\ ' S 
OA = ee Lt? ix Xi AWS a> ts". mee 
- si ig 7 “= 4 4 \W~ . | S Pha a 4 
a ee a by. = eR. AN 
ea hy ~ a a“ 
es = 3 ; ane SI ‘ 
: <2 ja "NTR 
= ie ! OOOO \ \\\ ; 
Pe 4 es Pd ... AND TO ANOTHER BUTCHER 
ees 
ee Waa 
- a 
alent sik 
Eee “ae ae 
Se eee a 
7 ee 
% i ‘i : = : Eos ) : ’ . a : a eat . : — 7 a ‘ # : Z - i * 


‘= Bank is active daily in financing a 
substantial volume of export and 
import transactions. 

To those engaged in foreign trade our 
Foreign Department offers the benefit of 


How WorLD-wipE BANKING FACILITIES 
Aip IMPORTERS AND EXPORTERS 


Fe oy 


— GOING-TO 
FOREIGN FIELDS 


dant he 


reduces delay and expense to a minimum. 
Cooperating with us is a world-wide net- 
work of correspondent banks in intimate 
contact with current on-the-spot condi- 
tions everywhere. 


a long and world-wide experience. It is 
especially equipped to provide a service 
broad in scope, and is organized for speed 
and efficiency as well. 

Experienced handling of documentary 
technicalities and cable communications 


More and more ex: and importers 
are finding that PUBLIC NATIONAL 
Foreign Trade service keeps efficiency up 
at minimum costs. You are cordially in- 
vited to discuss your requirements with 
our Officers. 


Tue Pustic NATIONAL BANK 


AND TRUST COMPANY OF NEW YORK 
Main Offre: 37 Broad Pt, 266 ficas Fheougheut Breates Nowe York 


Member: Federal Reserve Synem * New York Clearing House Association ¢ Federal Deposit Insurance Corporation 


Help for 


GEMENT today 1s under constant pressure to reduce 


.to improve — are several places in 


the effort takes 


ANA’ 


costs... 
ibly the’ 
~~ | expand sales. romp n be done. But 


Chalk up three more major airlines for 


Convair-Liners 


Swissair of Switzerland, the ninth... 
Sabena of Belgium, the tenth... 
CATC of China the eleventh! These are the most 


recent major world airlines to order fleets of 
Convair-Liners. 


To date, firm orders for 177 of these pres- 
surized 300-mile-per-hour airliners have been 
placed with Consolidated Vultee Aircraft Cor- 
poration. And more are being negotiated. 


The Convair-Liner is a money-making 
airplane. Lt provides twin-engine operating 
economy. It provides the benefits of simplified 
design and simplified maintenance. (Many 
Convair-Liner parts are interchangeable from 
left to right, and from airplane to airplane. ) 


And the Convair-Liner carries 40 passengers 


at 300 miles per hour... in pressurized, air- 
conditioned comfort. 


Consolidated Vultee’s world-wide service is 


Outstanding Features 


of the New Convair-Liner 
40 passengers, 300 miles per hour 
Pressurized, air-conditioned cabin 
Radiant wall heating 
Luxuriously-soft reclining seats 
Individual, silent fresh air ducts 
Extra-large “panorama” windows 
Fiberglas sound-prooting 


Thermal anti-icing . 
aes apy In Europe, South America, Australia, and another reason why so many foreign airlines, Tricycle landing gear 
your business i ees commodity, ~ ti = the Orient, as well as in the United States, the as well as domestic airlines, are ordering “The Integral fuel tanks 
rec P ives need P . Pp . . . “ > hs * 
that momienecutives precious time execu Convair-Liner is the leading new medium-range world’s most advanced medium-range airliner 
rankin tial duties. 


organization of more 
t 40 years for the 
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portant technique 
rofits of its clients. : 
mnie is ready to consult with you.-- 


t con- 
iali help... work ou ; 
i} specialized _ 
yan solutions you can measu 
dollars and cents of profit. 
complete outline of EBASCO 
: ~~ Offers You These Services = 


Inside Story co 


v* ide to BUDGET 

mde Help o etehelp CONSULTING ENGINEERING 
successful ow and CONSTRUCTION 
in your business DESIGN & 

industry. Your copy 0% FINANCIAL 


request. INDUSTRIAL RELATIONS 
INSPECTION & EXPEDITING 
INSURANCE 
PURCHASING 
RATE & PRICING 
KESEARCH 
SALES & MARKETING 
TAX 
TRAFFIC 


peconPoRATE® 
TWO RECTOR STREET, NEW YORK 6. N.Y. 


notte 
b Fk hated 


4-ENGIN. 
SILVERLINER SERVICE TO 


transport for fast, economical air transportation. 


San Diego, California 


— the Convair-Liner. 


probleme your diapose! wclrcordinated eam of Consolidated Vultee Aircraft Corporation 
enced engineers and business comet 


‘ . 


Two 2400-horsepower Pratt & Whitney 
engines plus jet-exhaust propulsion 


@ SODA ASH 

@ CAUSTIC SODA 

© SODIUM BICARBONATE 
@ UQUID CHLORINE 

@ CALCIUM CHLORIDE 

@ PITTCHLOR * 

@ CALCENE T** 

© SILENE EFT 


* * Precipitated Calcium Carbonate 1 Hydrated Calcium Silicate 


PITTSBURGH PLATE GLASS COMPANY 
COLUMBIA CHEMICAL DIVISION 


* Calerum Hypo- 
chlorite 


PITTSBURGH 13, PA 


i 


PLENTY oF Room... 
PLENTY OF Euengbhing Fon INDUSTRY 


Looxine for a busi- 
ness location? TEXAS in- 


vites your consideration 
and close investigation of 
its many advantages 

By specia! permission, 
we have reprinted in 
booklet form an authori- 
tative, factual and interest- 
ing article from the February 
26 issue of The Wa!! Street Jour- 
nal entitled “EXPANDING TEXAS.” 
This booklet, which is yours for 


asking, is well illustrated with industrial 


Bees ee SF BBB "Sess eeasee eS 


ST. LOUIS 


945 55 mus tax 


RESERVATIONS AVAILABLE NOW 
Call MUrray Hill 6-3 100 or your trevel agent 


AIRSHIP BY EASTERN 
“The Modern Shipping Service” 


to you 


Upon request it will 
“EXPANDING TEXAS 


be 


FOR YOUR 
MIDWESTERN BANKING 


@ commercial banking 
@ credit information @ 24-hour transit 
@ collections @ trusts 


CITY NATIONAL BANK & TRUST CO. 


Kansas City, Missouri 
Resources 120 wMion. Member Federal Deposit Insurance Corporation 


@ municipal bonds 


photographs. A few minutes spent reading it may prove of value 


ur pleasure to send you a copy of 


Additional business and industrial infor 
mation on Fort Worth an 


d Texas will be included if you desire 


THE 
FIRST NATIONAL BANE 
OF FORT WORTH 
FORT WORTH, TEXAS 


MEMBER FEDERAL DEPOSIT INSURANCE ORPORATION 
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Man, you have to hand it to a woman! She knows more 
than anybody about clothes .. . including yours! 

If you'd listen, she’d give you a liberal education 
about, say, the rayon lining of your suit. How it can help 
you look better dressed, feel better dressed, and save you 
money. 


She'd tell you that a properly woven rayon lining is 


Just ask any woman. 


What every woman knows... about a man’s suit! 


Engineers of American Viscose Corporation—the na- 
tion's largest producer of rayon—work closely with textile 
manufacturers tomake rayon more serviceable in lining 
materials ... and a host of other fabrics for the every- 
day things that all’of us use. 


strong and soft ...to help your suit hold its shape and 
still feel comfortable, to keep seams from parting and 
still allow it to “drape” properly. 

She knows that rayon can be lastingly dyed, and made 
strongly resistant to shrinkage and perspiration harm. 
She also knows that smooth-surfaced raya fibers make 
a coat slip easily on and off. And she'll say that a good 
rayon lining, though inexpensive, is a safe bet to outlast 
your suit. 


ANOTHER 


AMERICAN VISCOSE CORPORATION 


350 Fifth Avenue, New York 1, N.Y 
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Yy Pays Off 
, in 
Pittsburgh 


“In one recent month, we made 147 automo- 
bile loans representing a dollar volume of 
$143,846.65. 

“During the previous month, we made 100 
loans on passenger cars, amounting to $86,337, 
and 18 loans on commercial vehicles repre- 
senting a dollar volume of $27,852. 

“Hardly a day goes by that some insurance 
agent who previously has shown little interest 
in the plan does not call in one or more applica- 
tions. This is indeed encouraging, and if we 
can only keep this interest at a proper pitch, we 
should eventually be receiving 100 or more 
loans a week to the mutual advantage of the 
agents and the bank.” 

H. G. Hawthorne, 
Assistant Vice President 
The Farmers Deposit National Bank 


of Pittsburgh 
Pittsburgh, Pennsylvania 


uid 

‘ov The Bank and Agent Auto Plan has proved its 
ability to produce a growing volume of de- 
sirable loans. It has gained ready 
acceptance by bankers, insurance 


men and their customers. 


Prince famed tradema of the 
Farmers Deposit National Bank 


Cuicaco. 
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When KIPLINGER MAGAZINE began publication on January 1, 1947, distri- 
bution was necessarily limited to Kiplinger Letter subscribers. And 32,000 of them 
ordered it before the first issue appeared. ? 
But now you, too, can become a subscriber to this new and different monthly 
magazine for businessmen—which is NOT sold on newsstands, and which carries 
NO ADVERTISING. See special trial offer below. 
, 
HERE’S WHAT READERS SAY: 
Rather than tell you about KIP- | NTENSELY INTERESTING ~ NEEDS TWO COPIES 
LINGER MAGAZINE ourselves, IN : 
we'll let its readers speak for it. “Intensely interesting and inform- *‘Have just started to tear maga- 
ative. You are certainly giving zine apart in earnest. — 2 
other business magazines some- many articles I want to file for 
BEST OF ITS KIND ; thing to shoot at." J. L. Parxer, future reference that must either 
B: ——— it he oe — Fort Worth Sasu & Door Co., get leaps made of some pages 
its kind on the market. I usually Fort Worth. ... or else I must get two subscrip- 
start at the front and go to the last tions." Martin W. Scuryver, 
page, as I — - ° find an > KEEN ANALYSIS Crysrat Launory, Inc., Dayton. 
interesting article. Keep up 
good work and let us have more ‘Accept our congratulations on FILLS REAL NEED 
stories similar to the one concern- your progressive and provocative “ B 
ing the Gimbels-Macy’s feud; I magazine—a new and promising One of the finest things to appear 
consider that a masterpiece.”’ W. development in the monthly maga- on the postwar horizon, it fills a 
Lamar Younc, Dattas. zine field. There is great need definite need for short, and yet to 
ag and constructive analysis ae point, ~~ and . eo 
KEEP IT COMING of ‘The Changing Times’ in which information ERNON 1. AL- 
we live and which so vitally affect min, TRona, Cat. 
“If I had to drop ali but two pub- us all, Most of all we need help, 
lications of the 27 I read—Kip- in these changing times, to ‘see COURAGEOUS 
linger Magazine would be one of straight’ and ‘figure out what to pa : 
the two I would keep coming.” do about them’.” Artrnur W. % must % yo Le ge 
Parker Hayvon, Mar., Parker Srevens, Pres., AUTOMOBILE as very mae ree - “j 
H Cc B ry, CAL Sarety Assoc., Boston articles seem very well written, 
ae eens ere * specific and courageous.” Haro_p 
M. Maus, Litre Fats Avoys, 
BROAD INSIGHT MUCH PERSONALITY es igen Reread Pog 
“We feel that a real insight on a “As a writer and editor myself I 
very broad field of subjects will be know — paper — 5 a ~— STA RTLING, SENSIBLE 
2 Oe Rance 16 “T_congratlate you, upon your 
J. B. Topo & Co., Montreat. Mitumxren Reronrza, N. Y. somewhat startling, but sensible 
and much appreciated innovation 
h blish field.” E P. 
ont thaoses tii UTTER OBJECTIVITY Te 5 ys 
Qe ca leren come ty Gt! Ons oS Rs Diep Get 2 the | Sates, Ganen Bimeee. 
about your magazine is your utter 
and send them on to other people and complete objectivity. I have a MAGAZINE IS TOPS 
who pethape would miss by feeling that you cannot be influ- “y ag Ds, ht 
otherwise.” H. B. Mircer, V. P., enced by any particular interest or our = > a= ate 
TWA, Wasuincron. any particular political, social or mo - ned ae anon on 
industrial philosophy, and that 3 
MOST INFORMATIVE you try to give the facts wherever pe naman - "teed Tg 
. the chips may fall!” ALEXANDER oe ge these needs 4 — 
“The manner in which you cover Bisno, Los ANGELES. cidentally, ave given up out- 
some of the basic industries, for in- standing ——- _— they 
tanc our article on cheese, is are too bulky, too large, too 
oneal ‘aieeaties and should do SOUND ECONOMICS difficult to keep open during the 
the industry good." C. E. Timson, “Your economics, reasoning and nodding hours of the night.” O. 
Ws. Coorer & Nepnews, Inc., foresight are most sound.”” Mar- Gross, Gross Proto Suppcy Co., 
sHatt D. Ware, Dactas. ToLepo. 
A NEW KIND OF MAGAZINE — 
— to keep you abreast of the changing times 
— to help you with your daily problems 
— to give you background and insight 
— to save your time, sharpen your perspective, stimulate your thinking. 
All articles are brief, concise, complete on consecutive pages. All are original, not reprints. 
Uuepolasee ec’ WMlas azine 
SPECIAL TRIAL OFFER KIPLINGER MAGAZINE, The Changing Times, 
Room , 1729 G St., N.W., Washington 6, D. C. 
The cost is $6 per year, but you 
needn't subscribe for a full year I want to try KIPLINGER MAGAZINE on your special offer— 
to find out how much you'll like 
KIPLINGER MAGAZINE. (0 Check enclosed 0 Bill company 0 Bill me 


Mail the couponand receive it for 
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Air and Steamshi; 
Reservations on all lines 


MEXICO TOURS — 2-weeks, by 
rail or by air. Departures 
every week-end. 

BERMUDA—Ideal in autumn. 
Inclusive travel-plans, leaving 
any day by air. 

WINTER RESORTS — Plan now 

Florida, West Indies 

Cruises, California. 


THOS. COOK & SON 

INCORPORATED 

587 FIFTH AVENUE 
WALOORF-ASTORIA HOTEL 

PHILADELPHIA, 1610 WALNUT STREET 


~2/ 


221 BROADWAY 


THE AUSTIN COMPANY 
Design and Construction \ 

* Manutocturing and Process Plants 

* Airports and Air Tronsport Buildings 

* Roilrood Terminals and Focilities 

© Power Plants —thdustrial and Institutiono! 

* Industrial Office Buildings ond Laboratories 

© Reports and Plant Location Surveys 


smorgasbord in the sky 


Superb catering in 
mew luxury airliners 
Each passenger enjoys 
30% mere room, 
Fall crossings are 
smoother by air 
Daily fights 
overnight 

to Glasgow 
connecting to 
London, Paris, 
Amsterdam 


mind direct to 
Copenhagen, 
Oslo, Stockholm. 
Your travel 
agent represents 
us locally. 

Consult him 

Ss yndinavian 

Airlines System, Inc 
47 E. 46th St 

6 W. 5Sist St 

New York, N.Y 
Eldorado 5-6701 sf 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD You ' 
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Advertising Age, October 27, 1947 


60 OF THE 100 BIGGEST MANUFACTURING CORPORATIONS 
IN AMERICA HAVE PLANTS IN PENNSYLVANIA 


ALLIED CHEMICAL + ALLIS-CHALMERS + ALUMINUM COMPANY 


AMERICAN CAN + AMERICAN CAR & FOUNDRY + AMERICAN CYANAMID 


AMERICAN LOCOMOTIVE + AMERICAN SMELTING & REFINING + AMERICAN SUGAR REFINING 


AMERICAN ROLUNG MILL 


CONTINENTAL CAN 


RADIATOR 


fe STATE iS KNOWN BY : 
THE COMPANIES IT KEEPS 


The “blue chip” companies at this very moment are in- | 
vesting millions of dollars of new capital in new plants ‘ 
and new equipment in Pennsylvania. 

GENERAL ELECTRIC has recently expanded its operations 
to eight plants here. 

CURTIS PUBLISHING is spending $17,000,000.00 for a single 
new unit. 

SYLVANIA has jumped from three plants in Pennsylvania 
in 1939 to 13 now. 

W. L. DOUGLAS SHOE COMPANY has put into Pennsylvania 
the first plant it has ever had outside its home town of = 
Brockton, Massachusetts. > iD 
THE ALUMINUM comPANY has paid $6,500,000.00 for a ; 
new plant here. 

PITTSBURGH PLATE GLAss has built here its two newest 
plants. 
KOPPERS is expanding its chemical operations with three 
new Pennsylvania units. 

rca has bought a big electron tube plant. 

The steel industry is spending millions by the score in 
Pennsylvania projects. 

One big national company put a plant in a Pennsyl- 
vania city to manufacture a kitchen appliance and found 
labor so co-operative that it put in another plant to pro- SLORILLARD CO. 
duce molded plastics. 

If you would like to have a branch plant in this 


healthy atmosphere, we shall be glad to give you the facts " DAIRY 
on labor, markets, raw materials, taxes, and anything 7 " 
else you wish. Write to the Department of Commerce, nO LEAD 


Commonwealth of Pennsylvania, Harrisburg, Pa. 
COMMONWEALTH OF 


New machines are being shipped out to banks 
every day. New orders keep pouring in every 
day! That alone tells you that the Burroughs 
Commercial Teller’s Machine represents a sig- 
nificant development in modermbanking service. 


Banks that have already installed this newest 
Burroughs machine tell us the better window 


THE COMMERCIAL TELLER’S CAGE 
GOES MODERN WITH MECHANIZED. SERVICE 


service it provides brings praise from cus- 
tomers, increased efficiency from tellers, more 
goodwill and favorable publicity in general. 


The Commercial Teller’s Machine is additional 
evidence of Burroughs leadership in machines 
and methods . . . proof again that “Great 
Things Are Going On at Burroughs.” 


BURROUGHS COMMERCIAL TELLER’S MACHINE- 
A NOTABLE ADVANCEMENT IN CUSTOMER SERVICE 


FASTER SERVICE—transaction time and 
lobby congestion reduced as much as 30%. 


BETTER SERVICE—neat, printed receipts 
identify every deposit by number and teller. 


GREATER PROTECTION—registered  re- 
ceipts prove the bank's and the customer's 
records are identical. 

FEWER INTERRUPTIONS IN WINDOW 
SERVICE—tellers need not neglect customers 


to prepare items for proof department; cash- 
in and cash-out totals instantly available. 


0 Burroughs 


NATIONAL STEEt ENS-ILLINOIS 
jak ate P TT a i, cectun 
PURE Oil 
a ORUS J. aay ide « ae 
SINCLAIR CONY-VACUUM 
STANDARD BRANDS Swern met + v. S. RUBBER 
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U. S. STEEL * WESTERN ELECTRIC - WESTINGHOUSE ELECTRIC + WILSON & COMPANY 


YOUNGSTOWN SHEET & TUBE 


“All claims shstonticted . . . number of commercial 
accounts has increased 30% . . . handle the increased 
volume with same number of tellers...” 

Union Bonk & Trust Company, Les Angeles, California 


* In selling your product or service in 
Midwestern markets, it will pay you to 
pay heed to Central Indiana. For, in the 
33 counties comprising the “heart of 
Hoosierland,” more than 40% of the 
state’s population and buying power are 
concentrated. And in this compact, high- 
income area, you can rely on one news- 
paper to do the complete advertising job 
—economically, effectively and alone. 
That newspaper is The Indianapolis News, 
with the greatest six-day readership of 
any Indiana daily. 


FIRST in daily circulation FIRST in daily advertising 
FIRST in the Hearts of Hoosierdom 


OWNING AND OPERATING RADIO STATION WIBC 


C WALTER McCARTY, President ond General Managers OAM A. CARROLL, 110 E. 4206 SL. Mew York i? THE JOWUN EE LUTT COMPANY, 435 8 Michigan Ave Chicege tt 


“Both desirable and necessary . . . machines of great 
(i to tellers 


in speeding up counter work and 
in providing @ complete avdit record of all transac- 


tiens . . . customers’ reaction has been uniformly 
favorable . . . teller reaction excellent...” 


Heward Notional Benk & Trust Co., Burlington, Vt. 


“Well received . . . faster service to customers, easier 
training of new tellers, protection to bank and cus- 
tomer on ail! transactions . 
matter of time when all banks will eliminate commercial 
posshooks in favor of this operation..." 

Puget Sound National Bank, Tacoma, Washington 


. . believe thot it is only 


“lnsures greater efficiency . . . time study of teller's 
procedure under both the machine and the manval 
method demonstrated the speed of the new system 
. . we feel, and our tellers agree, the new system is 
b ficial te both and bank...” 


Land Title Bank & Trust Company, Philadelphia, Penn, 
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The only way to reduce 
real costs is to produce 
more goods per man-hour 
of labor. No type of ma- 
chine does this more effec- 
tively*than a PRESS 
Parts which are PRESS 
produced are invariably 
lower in cost, size for size, 
pound for pound, and de- 
tail for detail, than parts 
produced by casting, ma- 
chining, or other methods 

Better standards of liv- 


e ing for all and better 
profit margins for produc 
ers follow the intro 


duction or extension of 


PRESS techniques. Clear- 


REDUCING MACHINE FOR = IC. of L. 


ing has made important 
contributions in this di- 
rection. Many an item 
formerly manufactured 
by slower, costlier proc- 
esses 18 now created by a 
Clearing press — often at 
a single stroke. Large or 
small, such parts usually 
improve the product and 
always show up advanta- 
geously on the cost sheets 


Lower costs mean lower 
prices—and that, in turn 
means broader markets 
If you are a manufac- 
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turer, you simply can’t 
afford to ignore this im- 
portant economic law 
Adapting your parts for 
PRESS production, uti- 
lizmg the extreme preci- 
sion and great flexibility 
of Clearing equipment, 
might be the most profit- 
able step you ever took 
Our engineers com- 
petent, long experienced, 
and forward-looking 
are ready to help you. We 
urge you to investigate, 
without cost or obligation 


a 3 


- CLEARING 


THE WAY TO EFFICIENT MASS PRODUCTION 


CLEARING MACHINE CORPORATION 


6499 West 65th Street + Chicago 38, Illinois 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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A Bumper Crop in the South 


All the forecasts indicate that the South 
again will harvest a “bumper crop” of new in- 
dustries this year. But there's nothing strange 
and unusual about this! 

Farsighted, clear-headed industrialists long 
ago discovered that the “climate” along the 
8,000-mile Southern Railway System is “just 
right” for the quick, permanent, prosperous 


growth of all kinds of factories. 


Why not “plant” your factory in this in- 
dustrial garden spot... where it will flourish 
and thrive . . . and where you will harvest a 


bumper crop of new and greater opportunities? 


“Look Ahead — Look South!” 


Erwea? €. Raewenss 
Presdent 


SOUTHERN RAILWAY SYSTEM 


The Southern Serves the South 
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sommremmmrmmemmme UMINUM ROD and BAR MILL, NEWARK OHIO 


a 


... ANY WAY YOU LOOK ArT IT! 


PLANT FOR SALE OR LEASE: Considered from every angle, this is an exceptional 
offer. For here is a large, modern industrial plant for sale or lease, with full 


ss as @ comp 
ready to operate now. 


lete aluminum rod and bar mill. You move right in. It’s 


Or this 300-acre facility, with its 36 well-designed buildings, either separately 
or in groups, is available for sale or iease without production equipment for 
other industrial uses. This Newark, Ohio, plant (land and buildings) is readily 
adaptable for use now by manufacturers in search of a desirable location for 


expansion. 


EQUIPMENT FOR SALE: Bids are also invited for purchase ‘of its aluminum pro- 
duction equipment, as a whole or in functional groups, for off-site use. 


THE PLANT: Total floor area of the 36 buildings is ap- 
proximately 1,237,000 sq. ft. These buildings are of 
modern construction, reinforced concrete, steel and brick, 
and are offered in whole or part. Service and maintenance 
buildings have a floor area of approximately 180,000 
sq. ft. Clearances vary from 9 ft. to 41 ft. Process build- 
ings, floor area, 1,056,000 sq. ft., have varying clearances 
from 32% ft. to almost 50 ft. 

Fuel facilities, office space, boilerhouses, cafeteria, 
laboratory, sewage treatment plant are included. Heat is 
furnished from a central heating plant 

Complete utilities are available including the plant's 
Own 100,000-gal. water storage tank. Gas wells and 
coal mines are located near Newark 
EQUIPMENT: Complete production equipment for the 
production of aluminum blooms, rods and bars. 


LOCATION: The facility is located 444 miles southwest of 


x 
WAR 


Newark, Ohio, near Zanesville, Lancaster and Columbus. 
The land, approximately 300 acres, is level, with adequate 
storage space and parking area. The New York Central 
Railroad serves the plant site. Five miles of track are 
located on the property, concrete roads connect with 
streets and state highways. 


WRITE NOW FOR COMPLETE PROPERTY DESCRIPTION: 
Brochures describing the various buildings, a detailed 
list of the machinery and equipment, engineering ap- 
praisat studies and bid forms may be had on request. 
Write now to the address below 


SEALED BIDS: Your bids, on Standard Bid Forms, will be 

received by War Assets Administration, Office of Real 

Property Disposal, 704 Race Street, Cincinnati 1, Ohio, 

until 2:00 P.M., E.S.T., October 7, 1947, at which time 

and place they will be publicly opened and read. 
Address all inquiries to: 


OFFICE OF REAL PROPERTY DISPOSAL 


704 RACE STREET 


we 


CINCINNATI 1, OHIO 1ne-T 


solution | 


This well is typical of many that once yielded 
large quantities of valuable crude oil. Later, as 
recovery declined, water was used to force the 
oil out. Eventually, the cost became far greater 
than the value of oil recovered. Many such wells 
now are producing again because oil men add 
Hercules Dresinol to the water at intake wells. 
Dresinol acts to seal depleted oil sands, allowing 
water and pressure to be exerted only against 
strata still containing oil. By cutting water 
costs, Dresinol makes possible continued pro- 
duction of petroleum products such as motor oil. 


result... 
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*Kro CONTINUE ECONOMICAL OIL PRODUCTION 


... another development utilizing Hercules chemical ma‘ 
The free book, “A Trip Through Hercules Land,” desert 
other uses of Hercules chemicals. 


HERCULES POWDER COMPANY 
954 Market Street, Wilmington 99, Delaware 


CHEMICAL MATERIALS FOR INDUSTRY 


- 


What things do you think of when we say “aluminum”? 


a 


When asked that question in a 


minum products... to interpret them in 


Post, Newsweek, Collier's, Time, Sunset, 


recent survey, 92% of the people inter- 
viewed replied: “Pots and pans. 
On the other hand, less than 4% men- 
tioned such aluminum “naturals” as roof- 
ing and siding, heating and vensilating 
equipment, gutters and down-spouts, 
busses, garage doors, garden tools, home- 
trailers 
What does this mean? 
Simply that while aluminum has 
proved itself the successor of other 
metals in hundreds of applications 
. . public awareness has largely re- 
mained at the pot-and-pan level. 
And without awareness, how can there 
be demand? 


To increase consumer awareness of alu- 


terms of better living and thus create 
demand . . . is the objective of the above 
advertisement and the many that will 
follow 


They will appear, in full color, in such 
top-read magazines as Saturday Evening 


reaching a total audience of over 30 mil- 
lion every month! Such advertising, we 
believe, is bound to influence the buy- 
ing habits of a big share of this audience. 


Which -will mean a lot more business 
for the makers of aluminum products. 


Ready to serve you—Zaayy... 


Kaiser Aluminum 


a Permanente Metals product 


DISTRIBUTED BY PERMANENTE PRODUCTS COMPANY, KAISER BLDG., OAKLAND, CALIFORNIA . 


. WITH OFFICES IN: 


Searle, Wash. Oskland, Calif. Los Angeles, Calif. Dallas, Texas Wichira, Kan. Kansas City, Mo. Sc. Louis, Mo. Atiana,.Ga M lis, Minn. Milwaukee, Wis. 
Chicago, Tl Cincinnati, Ohio Cleveland, Ohio Detroit, Mich. Boston, Mass, Hartford, Conn. Buffalo, N. ¥. New York City, N.Y. Philadelphia, Penn. Washingron, D. C 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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% PURCHASED POWER HELPS PRODUCE MORE 


* PURCHASED POWER HELPS PRODUCE MORE GOODS AT LESS COST 
~~ 


ooPs AT LESS COST 
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oS AT LESS COST & PURCHASED POWER HELPS PRODUCE MORE GOODS _ ° : 
6 %, 
= a 
» ~ 
A “ ‘ reamine rains in 
eo ~” . 
oa a 
ao , 
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2 2 «. 
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: 
° 
. J The GOLDEN ROCKET 
rod 
: ots Bee Passengers and Shippers 
< 2 man, Los Angeles 
a > Pome Ae ef 
: S por Te R d Li . 
: on Rock Island Lines enjoy 
- 4 a = ag 
8 ae h & \ 8 A; . Rocket ~~ a oe 
w + nm express Tain spe » an \ - 
“ “Package Cars” originate at i : 
; mam, | Ob Yra modern service 
< ° A) 947) now in service ’ break bulk at Rock Island stations. 
0 4 * 
8 2 
$ . Ps Chicage-Omoha 
° , 
: 2 Ma] 2 connor ce, madre The Route of the Rockets 
Uv sin si is Fa 
5 * ~ 
8 : celebrates ten years of 
a ~@ 
a Fs planned progress 
x =i. : 
s Purchased power used by industry -has increased from one horse- = a 
5 power per worker pet year in 1920, to five horsepower per worker 2 pa gh satel pir 
= 3S ~ . . . . e . . , 
8 today. Manufacturers, recognizing the importance of keeping pace = While American business was still staggering under —e ee ee * 
7 1c es Ul oO 
. 1 equi nd , find = . , illion dollars w 
5 with the development of speseres equipment and processes . the impact of the Great Dep leu, when ether steth —— as spent during the 
¢ that the fuller use of electricity frequently is the key to lower manu- 3 rae } 
- facturing costs. 8 were cautiously ordering one or two of the new stream- 
a " am “ e . . . 
4 Edison Industrial Engineers are familiar with these new produc- 8 liners, the Rock Island ordered six, which went in serv- 
5 tion methods. Without charge of obligation, they are prepared to z : ? 
" make analyses of existing methods and where possible, to make sug- = ice just ten years ago. 
’ gestions for reducing manufacturing costs. 3 : 
< | These six Rockets were tollowed by more Rockets 
” > 
cy = until the Rock Island offers passengers twenty-two 
° ° . P P 
Yow sonaous 4134 ¥aMOd GaSVHDUNE 1s? modern streamlined trains in 1947. There are also the : a 
e ¢ lore than 90 years ago. Rock Isla 
aes MOINES ROCKET famous Rocket Freights which are setting records for built the first bridge across the 
. ISSISSIpp!. uring t ne past ten 
=y] oe Moines fast, safe delivery of the products of industry, agricul- — wae built or rebate 
- ” train with : . 
= pdr tanad ture and commerce. ae 
a a 
<= When rain comes through your roof .. : | 
PROFITS GO a 4 On drastic improvements in right-of-way many mil- of! = rey ; 
4 S . e ; doe. 
OUT THE WINDOW! Lj Vid lions of dollars were spent. Improvements include et Zz 
4 0 « Clea 
a = elimination of curves—reduction of grades—great new wt’ 
wi ; 
oe me pe i + eg SEE bridges—centralized traffic control—short wave radio . e, wt 
or patch or comp overlay. pr 
ROOF peng ay" = water- ‘Lh PEORIA ROCKET linking dispatchers, engineers and conductors—new NS 
on any type of aaa ae Chicage- Peoria . labo . h . Centralized Trafhe Control, a rail- 
; P “% a he testing laboratories—new car shops—automatic car roading miracle, hes ep 
Retu this coupon ee, SEmtARE ” eb oan B over 583 miles of Roc ght 
oa oP coup “re ep sone, NQQT RUAURPACHN DATA and ‘ A vain Sie washing—improved roadbed. ‘ poets yy is speeded——with 
Come GUID 9:6 0 eb EER connie my rom on : 
obligation. |< Sagete amiesongneini wovssmesessnssnssten 2ePnYR ROCK In short, the Rock Island in 1947, with twenty-two 
F se eeteeecereseseeeeree Pe eseeee - 
Hi $1. Pavl ‘ , A , ‘ 
oad * ° NHAR D COMPAN ¥ MinneePe euis or streamliners and 137 Diesel engines, is essentially a 
Sen od ‘ ‘ Paget P 
Building Maintenance Moterials pe == wr wre me new railroad notwithstanding its ninety-five years of 
and Industry Since rs ‘ne 
PHILADELPHIA 8. PA. “x historic service. 
es a . | R OC - For travel infor ion, reservati For freight rates, een, packaging > A . 
- 2 a! and tickets, ask: assistance, write or phone: a 
|] " Short wave ae — a 
ment | || “Intestate Island «ai tae a te Spm enna rch Sia 
‘an’. me - LOngecre 6.3678 nd CMATY _ in motion. This means fast, flexible 
is a legal term... for one who dies freight movement. 
WEEKLY FLIGHTS leaving no valid Will... 
One who might unwittingly defeat 
pi his own provisions for his family, 
one because his estate would be 
ows ; distributed by the law of i 
succession...without regard for 
, il the needs of his family. 
, On the other hand, a prudent man 
Searing Onlin Trt fas legal Wil, cattally drew The Road of Planned Progress 
Vie Swift, 4-Engined by an attorney and kept up-to-date. 
Sk i Planes And he has named an executor for 
— : his Will with the “know how” 
Fer Genera! intermation ; of I “ 
jong experience. 
Consult Your Travel Agent = <<. 
Ask for folder outlining what an ee mmm 
— i=) D.R.MacD 
PHILIPPINE TRUST DEPARTMENT ee Sear ‘ ] A C 0 N A L D & C 0 
aa [aac 
AIR LINES in Wells Fargo — mee INSURANCE 
Also weekly Bank somon raust co. ——— : Ba : ——— Home Orrice: HOGE BUILDING 
clr express service SAN FRANCISCO - 20 ae ee STORAGE BATTERY C0. nex ‘ = a . ee 
Established 1852 pn ee . ena viLpineG 
Cunt le Member Federal Deposit Insurance Corporation DONALD M. DRAhE COMPANY eH CONNECTIONS SAN ‘aman ‘nena ‘ , 
Sa olan. rien EAE \ e ps LEWIS BUILDING PORTLAND, OREGON  ATWATER O10) — aus pay Benny note consene Geenene iy 
40 HOURS FLYING TIME | 
r IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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Adver 
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lights without matches 


YOUR BEST BUY IS A... 


Oven, broiler, top burners — everything 
lights automatically’ And no other cooking 
fuel is as fast —as responsive —as Gas. 
From high-boil to simmer in a split second! 


broils without smoking 


Sizeling steaks’... tender lamb chops .. 
this is charaype broiling as only the quick, 
clean Cas flame can do it. And it's easier to 
clean up afterward. Just lift the broiler out 
and wash it as you would a plate! 


even cooks a meal while 
youre out of the house! 


Set the automatic clock control... Gas 
turns on at right time, heats even to right 
temperature, turns itself off! 


YOU'VE WEVER SEEN SUCH BAKING! 
Automatic thermostot set ond 
keeps ony oven heat from 250° 
to 350°. Browns more evenly new 
for o Ges oven in oir circulated 


AUTOMATIC GAS RANGE 


LOOK FOR THE “CP” SEAL ON THE AUTOMATIC GAS RANGES OF O'KEEFE 
MERRITT, GAFFERS & SATTLER, WEDGEWOOD, WESTERN HOLLY, TAPPAN, ROPER, 
MAGIC CHEF, UNIVERSAL, QUALITY, GLENWOOD, GRAND, HARDWICK, CALORIC AND OTHERS 


COOKING COULDN'T BE CLEANER! 
Non-clog, rust-resistant burners 
ere @ cinch te clean. In fect, 

perceloin ranges ore proc: 
tically dirt-proof! 


Shown, O'KEEFE & MERRITT ovtomotic Gos Ronge buill to CP” standards. 


FOR THE VERY FINEST! 
Only the new modern outomatic Gos 
. , ranges built to ‘CP’ stendards carry this 
KITCHEN'S WEVER BEEN COOLER! 
Oven ond broiler ore extra-in 


seal. It's on dozens of models — to moke 

your "New Freedom Ges Kitchen” the 

coolest, cleanest, finest “workshop” eve: & 
SOUTHERN CALIFORNIA GAS COMPANY 
SOUTHERN COUNTIES GAS COMPANY 


- e«——2, 


THIS IS ANOTHER of a series of messages appearing in Southern 
California newspapers. They have a dual purpose — to maintain Southern 
California's overwhelming preference for natural gas and to create present 
and future acceptance for modern gas appliances. 


SOUTHERN CALIFORNIA GAS COMPANY 
SOUTHERN COUNTIES GAS COMPANY 


WOE, TING 
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PETROLEUM” PRODUCERS 


TAT AES, Cree 


15,808) @ 


— 


25,000} 


Gun Perforator — Radioactivity Well Logging — Packers — 


1936 1938 1942 1945 


LOS ANGELES — HOUSTON 


1947 


More than 4400 Leading Oil Companies 
ude Lane-Wells Services. 


Lone welts Technical Oil Field Services and 
Products have become standard practice throughout the producing oil 
fields of the United States. © Gun Perforating, a Service pioneered by 
Lene-Wells in 1932, has increased from one job for every 5.7 wells 
drilled to one job for every 1.5 wells drilled—from a few jobs per day 
te more than forty jobs per day. © The Company maintains a fleet of 
nearly one hundred especially equipped gun perforator trucks built in the 
Compeny’s own shops ond manned by thoroughly trained operators. 
© Service is provided 24-hours o day from 45 Branch Offices located 
Gt strategic points in the oil producing creas. © The record of 
more than 90,000 successful jobs for more than 4400 oil companies 
rst and smoll reflects the satisfaction of customers in the industry. 


(O}WELLS 
“ee OKLAHOMA CITY ....-«-. 
Liner Hangers — Drillable Bridging Plugs 


* * %* 45 BRANCHES THROUGHOUT THE UNITED STATES * *  * ! 


Obsolete Calculating Equipment 


Shiaclle 


Your Figure Work Production 


REPLACE with FRIDEN . 
Calculator which produces accurate answers 

to every type of accounting problem. Exclusive 
operating features make possible Friden Methods. 
These save you time and money by speeding your 
figure work production with only useful answers. 
Call your local Friden Representative who will prove 
it is economical to REPLACE with FRIDEN. 


Friden Mechanical and Instructional Service (@ available in approstmately £50 
Company Controtied Sales Agencies throughout the United States and Cancdo 


FRIDEN CALCULATING MACHINE CO., INC. vere 


HOME OFFICE AND PLANT © SAN LEANDRO, CALIF. U.S A © SALES AND SERVICE THROUGHOUT THE word 


iF YOU 


ADVERTISE TO BUSINESS 


IRON & STEEL 
CONSULTING ENGINEERS 


REPORTS + APPRAISALS 
World-Wide Experience Raw Mate- 
tials through ‘Finished Preducts 


Specialists in Mining and Beneficiation 

* Design of Biact Farnacer, Steel Plants * 

Pipe, Tube, Sheet, Tinplate, Wire and 
ether Finishing Mille 


H. A. BRASSERT & CO. 


| @@ BAST 4206 STREET nEW TORE 
L. 


FRIDEN IN ACTION! 
See the Friden Calculator 
at the National Business 
Show, eat Grand Central 
Palace, Sept. 29 to Oct. 4 


the fully automatic 


s 


GILLETTE-BELL (INDUSTRIAL CORP. | 
OF NEW YORK. ® TY. 
20T Gest See Street New York 16, Be ? 
AMiiatee with wm & VUhem SRL. 
Engineers Mexico Cit Engineerin In 
dustrial Design Guostrectan Marke Bur- 
Purchasing ané Expediting USA. | 
Mexiee Central America | 


TRIETHYL CITRATE 


ACETYL TRIETHYL CITRATE Yr 


TRIBUTYL CITRATE ¥& 


ACETYL TRIBUTYL CITRATE ¥*& 


Easily compatible with most resins. Low oil solubility 
makes it of especial interest as a plasticizer for products 


which may come in contact with fats and oils. 


Less volagile and more water-resistant than the 
unacetylated ester. 
Particularly recommended for cellulose acetate. 


Possesses good oil resistance. 


A general-purpose plasticizer of low volatility and good 
water resistance which is compatible with most resins. 


Has proved to be an excellent foam-breaker in many cases. 


Its very low volatility and high water resistance renders 
this plasticizer particularly valuable for various types 

of films. cast or extruded. 

Also recommended for any product in which low volatility 
is of especial importance. 

F or further information please inquire of Chas. Pfizer & Co. Inc. 


81 Maiden Lane, New York 7, N. Y.; 444 West Grand Ave. 
Chicago 10, Ilinois: 605 Third Screet, San Francisco >, Calif 


AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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10 YEAR TAX EXEMPTION 


Easy to get...No hidden clauses 


SUCCESS! 
$300,000,000 
of New Industrial 
= Investment has been 
~ granted Tax Exemption. 
~~ Said the top executive of 
a large corporation: 
“I've never been treated 
so well and had my 
problem handled so PLEASE USE 
quickly and so efficiently. 
You render both industry YOUR BUSINESS 
and the people of Lovisi- 
ana a great service.” LETTERHEAD 
; 
We, the Board of Directors of the Louisiana Department of Commerce and Industry, a group 
\ of non-partisan business men serving without pay, would like to furnish you with full and detailed 
‘ information on the many advantages of locating an industrial plant in Louisiana. 
y Nearby service can be rendered through our Representatives in: 
# AGO—832 Conway Bldg., 111 W. Washington St. 
J NEW YORK—Suite 1421, 500 Fifth Avenue 
b, WASHINGTON—Suite 1220, Munsey Building 
d 
f : 
. LOUISIANA DEPARTMENT OF COMMERCE AND INDUSTRY =~ 
. ees * is on ; * oo 
‘ Room 2303 ; it State Capitol Baton Rouge, La. : 


Os 


sy CLIPPER 
y 


know more about your business 


tI 


production sales 
personnel costs 
inventory 
use McBee Keysort yout arp: aa 
r $s 
to get fresh facts faster, - what sas 


in more comprehensive form 


2 


THE McBEE COMPANY 


SOLE MANUFACTURERS OF KEYSORT 
295 Madison Avenue, New York 17,N.Y. + Offices in principal cities 


vs HOURS 
instead of days 


% WESTERN jj SM When You Travel... 


fly by swift, comfortable Clipper! 
Service now to Mexico, West 


Jn SPIRIT Indies, Central and South Amer- 

r ica, Europe, Africa, Alaska, 

VIGOR aad Hawaii, Australia, New Zealand, 

the Near East and the Orient. 

FRIENDLINESS Please see your local Travel 

ve en Agent or Pan American for rates 
Wi ws and reservations. 

Ouer Sf E A, When You Ship...speed orders 


Arye | y . 
a 7 40 (COAST) Co nae Rees Aeoon. 
GOLDEN Years \ LIFES) nea aee es, 


Nau ANCE COMPANY towns in U.S. 


HOME OFF/CE A°BAN ERANCISCO 
LIFE * ACCIDENT + HEALTH PAN AMERICAN 
a Worto AIRWAYS 
all cheir-cer The System of the Fying Chyppers 


sacarns esau AMOUR. 
Leave San Francisco KEYES ——— a 


8:00 AM and 6.00 PM 


TES TRIP OF A LIFETIME 


Financial responsibilities have always prevented you from taking that trip. 


Personal responsibilities such as the clipping of coupons when due, the 
depositing of dividend checks, assembling information for tax purposes, 
collection of rents, all require constant vigilance. 


It is not necessary, however, for you to give your time and attention to these 
details. An Agency account with The San Francisco Bank would make this 
trip possible because it would relieve you of personal financial worries. 


THE SAN FRANCISCO BANK 


Ine, Feb. 10, 1868 + Member Federal Deposit lasurance Corp. Dresed 
>> 526 California Street, San Francisco ~« ~< 
PARKER S. MADDUX, PRESIDENT 


Arrive Los Angeles and ~ommmmmmmmn Established 1813 
a JARBOE Tie NATIONAL 


a beeen arcane management engineering 


Call SANTA FE TICKET OFFICE Write for Free Copy STATE BANK 


“CHECKLIST FOR TOP MANAGEMENT” 
SUtter 1-7600 Phone GA 1-7536 810 BROAD ST., NEWARK 1, N. J. 
. 


444 Market St San Francisco, Calif 


Member Federe! Reserve System 
Member Federa! Deposit Ineurence Corp. 


ANOTHER MOBILGAS AWSWER MAW service 


FREE 


EVERY WEEK: 


et eatin ey Caren wham mats A HAET 


Tan ene a 


mes techewety by matitgen Coaten 


FOOTBALL 
FORECASTS 


by America’s Outstanding Authority 


HAYES 


obit “TOUCHDOWN TIPS 


mM. WED'S, P.5-T- 


7:15 P. val 


DON LEeE-MUT 


YOUR Mobil 
you FREE this exclusi AN asain brings 


Ask for “TOUCHD 
‘OWN Tips” 
your nearby Mobilgas amen 


and every week oll season “ 


long. 


YOUR 


Mobilgas 


DEALER 


GENERAL PETROLEUM CORPORATION 


r IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 


rm aie 


| :3 * ee ie my 
: . b : pe A Se . Toners as Tat “" 7 io oe f ¢ a z x a i Racal we aoe oss eset i em . ; q Se 7 ae an, en e aac Select Bei nee Sik 
{ ei sen ee 
Ss ee 
7. ear 
NR EN A NN PP ai BES oe 
= ii 
¥ i am . 
— 
f ; Be. Be 
Ete 
| \ : Zi 
. “ty \ ee be |S eae 
C = Se eet a —-- 
‘ \\ SSS SS i i\.. eo 
‘ r i SSS 
ie ; ' \ ee ee Ly \\. be - et a ee 
h ‘ = hab. . 
5 a x; , ; S$ | SSS SS Y “s ‘Ss sili 
—_ -—- = A)- ie ee. 
S 3 \ ae >We ~ SS eS =] y fh: * J \\ “ike 
\\ \ sable ma —> =4 ——e 
EAR } ‘ i a Pre —_ he ee 
«1 10 This as ee . eset BAS SS Se CB of a ——- 
x EXEMPTION Pian  ipotiet go ge 1/4] SN ee 
: : str Se 
or u . | cial ed Ke es) We. + =) : es’ 7 
big Se ey ; a wk +t =* Bs 
: a ee x ” Reet ee 
| Se eae 1 5 acetic 2 ‘  « Saas a 
Aon ge iat Mi ered Tia ites j et oe — <-> . : ih 
Rs Py) a oe, * SS Ee e 
vo tee ai 2 ae am 7 
t oy LR a Sree ae / "i iy a Rives hy teagan 
F ls SOI GM Call ad soa S 
it FER gf } . Pt ened Se atone . : ro ‘eaod = 
ui : a : anes es — fa 
aie ee an 
Se eee el 7 , a. 
AL. tC si: 
ee 
ee a 
LT A ee aay : 
‘ a 
yates, 
eis ae 
oF ae 
ce et 
Spite ak j 
. —————— ee ae a 
7 ee tna 
hey 
eee ae 
hh Oe ; 
aes ae 
Po Air ial oko alias 
,. 
Fh Pe 
yer 
y =. we 
j 
. | | 
~ (—. \ < 
7 
a 
i . ae 
= aie ae 
ns . NAMB) \\\\ | 17 em = 
Mh 4+ & V2 | et _ 
ee _ a 
‘ OSS ec cgegi 
a m A 04 — eee SS OSS SS i. me 
ts J en = a ac al 
ees = > 
a whipsate a ‘ po 
i . ee: na ma has 
. hg 2 Tm —_ ail 
» 7 ‘ ) a , > 
~ ad og Fa 
SEE Ee i 
—. 4 / (\ \ ‘sts Of all college, junior coll 3 yp : Pt ro 
g ~ 4 Atif (\\ Professional games throughout i oo a ae 
—— NAN) ay “TOUCHDOWN TIPs” ig oa 4 #3 
tan - H \\ week by Chapman and A compiled each ee ae 
it Bhi: ° try’s ranking football forec enw the coun. a" “Wiggs 
to 1 Ny ® period of 16 years ha casters, which over om 
HY, curacy. Each week a averaged 80% ac. ; a 
os g | \ | \ highlights the games St HDOWN TIPS” 
na \ formation about ee or week, carries in- an 
2 ) , across the nation, It pie of other games E. os 
> 1. football's outstandin 2 auntie news about fe 
r me - ae » and prophesies about ym wer of the season, 3 “ 
a } he Performance. individual and team as 
7 | on 
ee. = 
Lf are ce 
2 eee \ a 
a i-_ = os. 
4 ‘ 2 
o! Mobilgas 
ON THE AIR, TO a 
wey — 
re | f iy mz 3 
= 7 
7 


: stn 2 ; [ e a : ¢ Yee ‘ Py ti "3h ods IAPS reals Fy ih a i a SR ica 5 Gees fs sip *% Se F as 
aS : " S er PO : 5 “ , ne pr 4 ye : se ‘ “a 
: ¢ . Ra. 7 igen a A ad Mh acs me ee ae Wire : cs fad 
racine tes : a 
ca t : WS fe) 2 = g be Mist, ee fe eee a ee *: eee ae: t + = < 6 Be Rogen Bi i a paras + i Oey gas oe > ; eee « i 
gt 
A 
j 


e Advertising Age, October 27, 1947 ldve 


| 


Good for a LONG 
| SAFE RIDE 


You won't find a safer, long- 
er wearing tire anywhere than 
the handsome, smooth-riding, 
quiet- running Federal Classic 
with wedge-grip tread and 
extra-strength cord. See this 
famous quality tire today. 
Now on sale at reduced prices. 


Sold by Friendly 
ASSOCIATED 
DEALERS 


+5, 6 ef 
$4 Tif ‘ 
ae A 7) 
’ 
i, 


ty 4 


b 
IDE WATER ASSOCIATED 
OlL COMPANY 


ULU 


with HONOL 


AMONG BIG BUSINESS ani. EEA”—™2a 


HANGHAI, GLOB 


2242.3, See 
" % a“ 


E SERVICE (S ii 


INITELY PREFERRED AS 


CHINA + HAWAII + PHILIPPINES 
ATLANTIC CIRCUIT TO CUBA + RADIOGRAMS TO SHIPS AT SEA 


GLOBE\WIRELESS 


> 
SAN FRANCISCO 
325 Californie Street 


PGE: ee Tey 


SAM FRANCISCO - LOS ANGELES « NEW YORK - WASHINGTON, DC - HONOLULU - MANILA - SHANOHA 
$50 MILLION DOLLAR EXPANSION PROGRAM —1,000,000 ELECTRIC HORSEPOWER 


CALIFORNIA’S 


CONTACT WITH 


PRODUCTION MACHINING OF a great variety of parts “PROVING GROUND’ CANADA te CHICAGO = 3% hrs 
from bar stock, forgings, castings, or plate— brass, for Profitable Production 
steel, iron, aluminum and other alloys. Short runs & pare ileus 4 non-stop Mainliners daily 
and long runs—to close tolerances and to often demand entirely new produc- 
medium tolerances. ry thon methods. These, it first attempted to CLEVELAND = 274 hrs 
; gq on @ large scale, con mean costly Gane oe 
We solicit the oportunity to figure on yy \ apna rr “ cement nF , + Gare 
your requirements. The chances NS with your research men ond engi- ~~ “AZ I 2 Airlines Terminal, 80 E. 42nd St. or 
are we can aN neers, provide the essential dink — _ UNITED ‘Pennsylvania Hotel or 1 Wall St. 
C \ between leboretery development Our bank in San Francisco, estab- Call Murray Hill 2-7300 
ra ‘“ and profitable production. Such lished in 1864, is an open door to AIR LINES or an euthorized travel agent 
SAVE TIME AND ) exible “proving around fo si ee eae eee 
a: noting waste and pertecting oper- ada for all the experienced « 
MONEY FOR “4 a ' ations hove guaronteed for many helpful services which Canada’s ‘i - 
> a Ferguson clients large scale plants oldest bank provides. 
you oe re). with the "°®%Asnury to produce 
NS) ——. ft T profits, 1f you ore pioneering new le Beat; You Tell and Sell 
or new just call, 
mo”. amg || =--=-—"= || BANK OF 1008 €t The 
| ~~ a Fe rwison NTREAL Families In The The friendly frontier 
S) AT YOUR SERVICE r us MO Abe T Zone Few international boundaries invite 
gy INDUSTRIAL ENGINEERS (SAN FRANCISCO) roy City such friendly relationships as the Cana 
! ipped modern AND BUILDERS i i dian-Am line. 
; y Our versatile, we l-equ CLEVELAND + KEW YORK » HOUSTON r i od peer gr When You Use The —- - ~=qged ee, 
: ey plant... with Banking -by-mail Record Newspapers between this Bank and American bank: 
> Turret lathes, chucking machines, automatic screw r ‘ Capital $1,000,000 ee eee © 
. : , This bank is owned by the Bank of years have aided good relationships, a» 
: machines, mills, drills, saws, complete tool room and ionpeaml Gael te cee cusinieinitin tacit, ltt well as good business. 
inspection facilities. y| Total assets exceed $1,500,000,000 —<— ees. Momsbly Commercial Letter upon request 
COMPETENT ENGINEERS AND EXPERIENCED oe 7 
oe YEARS SEES _ test THE CANADIAN BANK 
PRODUCTION PERSONNEL. PHONE OR WRITE US FOR A EXPERIENCE a 
REPRESENTATIVE TO DISCUSS YOUR REQUIREMENTS. od OF COMMERCE 


Head Office: Toronto 
New York Seattle Sas Francis Portland, Ore, Lor Aor” 


525 Branches Across Canade 


in IOWA WF Ruljian Gyoraton 


SUG BEERS + CoustTaectense eter Moregemen! 11947 ures of Buyng Power 


0 AOC Cry Lone Cccuped Owetngs 2.800 Cory 
lee 


“Cooter Ot) «ARC Tee ne — 


ag STenley 7-4441 VIN W. MASTERS, INC. anh. THE aeocea 
CHerleston 61128 Nerth Sake sivwet Street WUA8ES a ae = ; 
‘Burbank, Coliforn OtS MOINES, 1owa sendin: bit tniinlee: a Sih —— 
| ee Fe ee ee al Hee Terk 6 Wesrsagtes 5 
IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST LE 
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TS NOT BY CHANCE that 
nearly 50% of America’s larger 
manufacturers have located in “The 


Erie Area.” 


For here in the Industrial Heart of 
America are all the requirements for 


LOOKING FOR A NEW 


power . . . an unmatched concentra- 
tion of skilled workers . . . hundreds 
of suppliers of parts and machinery 

. great markets, where 40% of 
the nation's retail buying is done. 


“In the Middle of Everything” you 
also secure the many advantages of 
dependable Erie Railroad service 
with convenient connections with 
other railroads and ships to every 


PENNS TIVANIA 


ANT LOCATION? 


LOCATE IN THE MIDDLE oF fy verything 


LET US HELP YOU FIND YOUR NEW SITE: 
Erie has the facts on plant, ware- 
house, and othef business locations 
within the Erie Area; tax rates, popu- 
lation data, testing and research 
facilities, manpower, water supply, 


etc. You can have them in confidence 


by writing A. B. Johnson, Vice 
President, Erie Railroad, Room 503, 
Midland Bidg., Cleveland 15, Ohio. 


Erie Railroad 


Serving the Heart of Industrial America 


BUSINESS IN MOTION 


with no substantial increase in cost. So they 
turned to metallurgists of The Timken 


Timken produced the answer. First, by 
developing a special new alloy steel with 
higher tensile and impact strength. Second, 
by converting this stee! into flawless seam- 
less tubing. Tubing free from pits and 
scratches. Uniform in wall strength and 
thickness. Highly concentric. And with 
uniform resp to cold drawing, heat 
treating and finishing—the steps by which 


into finished golf shafts in the maker's plant». 

Through years of specialization, Timken 
metallurgists have built a background of ex- 
perience and research in alloy steels that is 
unique in the industry. That's why you'll find 
that so many tough jobs can be stamped: 
“Solved —by Timken Alloy Steel”! It's a 
record no other steel producer can equal. 

We'd like to tackle your tough problems, 
too. Write Steel and Tube Division, The 
Timken Roller Bearing Company, Canton 6, 
Ohio. Tapered Roller Bearings, Alloy Steels 


the tubing supplied by Timken is fabricated 


and Seamless Tubing, Removable Rock Bits. 


To oer CrLeaguse ont pOrnecionn Bunhiaa 


One of the healthy things about American business is the 
way we exchange information about methods. Let two execu- 
tives, or engineers, or superintendents get together, and you 
can be sure that anything that is not secret will be discussed. 
In this important, friendly way we share our knowledge. 
Engineering societies and the business and technical press 
are likewise great spreaders of helpful information. 

Yet the fact is that what is best in one case may not be best 


in another, even though the problem may seem to be identical. 


Take two recent cases, both involving flange formation. 


siderable scrap. Revere studied the part, and found no 
necessity for an integral flange from the standpoint of 
strength, performance, fit or assembly. ,The recommenda- 
tion was: make it out of brass tube, cut the flange out of 
strip, and braze the two together. Obviously, the recom- 
mended method of production required much less machine 
time, was more economical, and scrap was reduced to the 


small amount remaining in the strip after cutting the flange. 


Flanges can also be produced by such methods as stamp- 
ing or drawing, rolling or spinning. Sometimes it may be 
difficult to decide which to choose. The apparently simple 


One was a top for a milking machine. 
The obvious method of obtaining a flange 
would seem to be to roll a ring and solder 
or braze it on, but the manufacturer wished 
to avoid any possibility of chinks and crev- 
ices to catch dirt. So it was decided to make 
the flange integral. In cooperation with the 


manufacturer, Revere designed a cutting 


matter of a flange may not be so simple 
after all, and what one company does is 
not necessarily the best for another firm 
or product. 


Although these two interesting cases 
seem diametrically opposed in method, 
there is one respect in which you will no- 


tool that would not only machine a slot in the edge of a 
brass disc, but also turn up the metal at an angle of about 
45 degrees on one side of the slot. Next, the deformed edge 
was rolled up at’right angles. And finally, the flange was 
machined down to correct height. The proper tools, the right 
alloy and the correct temper made this ingenious method 
practical and economical. 


The other case developed in exactly the opposite way. 
A small machine part in the form of a tube with a flange 
was being machined out of solid brass bar, resulting in con- 


tice a resemblance — in each, the manufacturer called upon 
his supplier for suggestions, and got them. This single 
point of resemblance is interesting because it points up what 
we at Revere have always believed, that the outside view- 
point of a supplier is so valuable as to make it well worth 
while to regard him as an insider on problems concerning 
his materials. That is true not only of the metal business, 
but of every other industry. If you are a manufacturer, it 
will pay you to talk over your problems with the people 
from whom you buy, and for that matter, with the firms 
which desire to sell to you. 


REVERE COPPER AND BRASS INCORPORATED 
Founded by Poul Revere in 1801 
xk ke & 


Executive Offices: 
230 Park Avenue, New York 17, N. Y. 


* ge 


industrial area: 


6 "O cAN EN YOUR PLANT 


CAN ENJOY IN 


[NDUSTRIALISTS seeking « new site are invited to examine these 
strategic advantages of locating in the heart of New Jersey's rich 


1. LOCATION—20 miles from New York; 40 miles trom Philadelphia 
2. SHIPPING —deep water facilities—30 ft. channel-anchorage basin for direct 


foreign shipping; rail trumk lines; excellent express 
for trucking; superb sirtield site fer development, 


3. WATER & POWER—io cbundance ot low rates. 


4. TAXES —Sonsidie. andy te out ata Gann, Be cath GEN Gly 
corporate cerning or sales tax 


IATED the success and growth of virtually 
any type of business endeavor . . . 
coal, iron ore, sand, lime, salt, 
——— lumber, gas and petroleum, and 
agricultural products. part of the world. 
With the growth of widely diversi- 
fred industries, this area hasdeveloped 
a tremendous output of electrical 
not the 16th at Canterbury. Nor the 
10th at Augusta. It's a hole nearly every 
golfer is familiar with —the hole in the Roller Bearing 
seamless steel tubular shaft used for most 
good golf clubs. 
Why is this such a tricky hole to make? 
Because the walis of the shaft must be paper 
thin... yet extremely precise in dimensions 
“es properties in order to insure 
uniform performance of all clubs in the set. 
The makers of True Temper golf shafts 
weren't satisfied they had achieved the 
ultimate. They wanted a better shaft, yet 
eth TOT 
st wenn 
ee 
feo 
_ 
ails nN 
———EEEE 
———————, 
mtier 
§ invite 
he Cana 
contacts 
in banks 
past 8 
ships, as 
request. 
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SistRIBUTION PROBLEM...A SHORT CUT 
TO THE PRIMARY MARKETS 
INDUSTRIES PROSPER IN ~ 
MIDDLESEX COUNTY, N 


— 


“As out of date as yesterday's news- 
per’ doesn't apply to the weeklies 
hey're read, and read, and read! 


Adding, Calculating, 


Punch-Card Systems 


ADVERTISING 
Your advertising is read, too, and read 
again! That's the kind of readership 
that means real influence on sales 


Member Asm rice 


Ww SERVICE IM a4) PARTS OF CaLHrOtr 


OUR ESPECIALLY PREPARED 


JOB-INSTRUCTIONAL MANUALS \ 


for the operation of your machines for 


Posting, Bookkeeping, and 


often reduce costs, speed work 
- improve employce relations 


a 
TRACY W. SUMPSON, 52.66 wa 


\ 1980 Gensch Gen, Seshatoy 4, Cl 


Big got by leaders 


of industry and 
finance for its 
incomparable 
hospitality 
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Four modern manufacturing plants are strategically 


situated — readily available for the best possible service to America’s 


great shipping areas. Anywhere in the East, North, Midwest and Midsouth, alert shippers 


find right at their doors the same quality Fort Wayne containers, controlled 


uniformity of product, increased efficiency of direct contact...whether 


they rely on our plant at Rochester, New York; Chicago, Illinois; 


Pittsburgh, Pennsylvania; or Hartford City, Indiana. 


CORRUGATED FIBRE BOXES 
CORRUGATED PAPER 


Pe Magne. 


FABRICATION RATING General 
Plants: 


Meller: 


'GATED PAPER 
Offices 


Fort Wayne 1, Indiana 


Rochester, New York 
Chicago, Hlinois 
Pittsburgh, Pennsylvania 
Harttord City, Indiana 


Harttord City, Indiana, 
Vincennes, Indiana 


COMPANY 


Sales Offices: 
Chicago, Ll. + Pitisburgh, Penna. 
New York, N.Y. - Rochester, N.Y. 
Buttalo, N.Y. - Jamestown, N.Y. 
York, Penna. - Cleveland, Ohio 
Lima, Ohio + Dayton, Ohio 
Cincinnati, Ohio - Muncie, Ind. 


Indianapolis, Ind. 


Now a Sheraton Hotel in ST. LOUIS 
THE SHERATON-CORONADO 


28 DISTINGUISHED HOTELS IN 22 CITIES 
FOR RESERVATIONS 

LIB. 1447 

SHERATON BOOKING OFFICE 


Wherever you are going—south to Daytona 
Beach—north to Rangeley Lakes—west to St. 


Convenient to Louis—and points between, one call to the 
all St. Louis! Sheraton Booking Office makes every reser- 
700 Delightful vation along the way. 


ooms 
Femous Cuisine Boston Washington St. Lewis i 
and Distinguished Providence Pittsburgh Brookline + aay wl 
Hospitelity New York Rochester Cambridge Annapolis 
Newark Bufelo Wercester Auguste, Ga. 
Philadelphia Detroit Pittsfield Daytone Beach 
Baltimore Chicago Rangeley Lekes, Me. 


“the Aerial Avenue of the Americas’ 
NOW SERVING — SOON TO BE ADDED— 


HAVANA-PANAMA WASHINGTON 
LIMA-SANTIAGO | NEW YORK 


(Dwect Connections (For Shoppers: 
te Buenos Aires) One Airwoybill All The Way) 


Call your Travel Agent or Telephone Metropolitan $900, 
Ticket Office: Washington Hote! 


=PIA _2= 


PERUVIAN INTERNATIONAL AIRWAYS 


You'll Find 
Factory Space 
in INDIANA 


@ Indiana has factory space for you. 
Some of the buildings are old, some 
practically new . . . but they're all 
serviceable. Here is a listing selected 
at random from various parts of the 
State. Noce that you can choose the 
size of town you wish, in the section 
of Indiana best suited to your needs: 


City Population . Sq. Ft. Aveiieble 
“~a" 450,000 60,000 
“9 12,000 23,000 
a "ad 900 9,000 
a _ 3,000 9,600 
+g" 11,000 8,200 
oe 8,000 15,000 
“Ge” 11,000 25,000 
Write for confidential int 


about any of these, or state your re- 
quirements and we'll try to fill the 
bill. There is no obligation. 


WRITE FOR 
FREE 
BOOKLET 


INDIANA DEPT. OF COMMERCE 
AND PUBLIC RELATIONS—Dept. W-29 


STATE HOUSE «+ INDIANAPOLIS, INDIANA 


Big locomotives are built to do a big job 
in the big country which is America—a 
big job in peacetime as in wartime. They 
are built to pull long trains. 

Long freight trains can handle more 
goods at less cost—to you—than short 
trains. 

Long trains mean fewer trains— fewer 
for accidents—fewer interrup- 
tlens to traffic. 

But a few railroad union leaders op- 
pose long trains— among their current 4 

ds for changes in rules is one limit- 
ing the length of freight trains to 57 aver- 
age cars. Why do they demand this? 


ch 


ot aie cost 10 you! 


But union headers want halt - trains = double crews / 


For “safety,”’ they say. But is it? 

Government figures show definitely 
that long trains mean greater safety to 
railroad employes and public alike. 

Then, if safety is not the real reason— 
what is the reason behind this demand? 

It is to make more jobs which are not 
needed—to get more pay! This ‘made 
work”’ would be sheer waste. Think of big, 
modern locomotives using only Aal/ their 
power. 

For this waste, you—the public— would 
have to pay. Higher costs mean a lower 
standard of living for everybody. No- 
body wants that! 


gone 


Here’s the record... 


In the querter century ... 1921-1946... 


Average length of freight trains hes 
gone up.... 


39% 
Average speed of freight trains has gone up. . 39%, 
The rate of injuries te railread employes has 

down 60% 


eee ee ene ene ee eee ewe eeenee 


Price of railroad materials and supplies hes 
BONO UP... ..eseees Pape pete 58%, 


Roilroad taxes have gone up. ....seeescecees 76% 


But the average charge by railroads 
fer ening 6 Cn oF NE She ee 


has gone down.........0.0000+: 23% 


| e RN 


ROOM 214 + 143 LIBERTY STREET + NEW YORK, NE® YORK 


We are publishing this and other advertisements to talk with you 
at first hand about matters which are important to everybody. 


Character 


Recently we wrote the heads of 30 large companies asking 
what they consider most important in selecting « builder, 
One of them replied: 
“Character. We never require a performance bond because 
we will not deal with organizations we cannot trust to 
do the right thing.” 
Im the last 30 years Turner has completed more than 1150 
contracts, totaling in excess of $500,000.000 for private 
companies and has been required to give a performance 
bond only three times. 


TURNER CONSTRUCTION COMPANY 


UNDED t008 


478 CERCUETOR AVEGUL Etw Teen t?. @ Ff + Sestee «+ PHILABEL Pale 


75 Years 
of 


ADVERTISING 
SERVICE 


a 
ALBERT FRANK 
GUENTHER LAW 


This is how Dr. Jonas enjoyed the countryside in The world had changed in 1924, but Dr. Jonas’ view 
1917. He didn’t know that sludge, caused by old- of it hadn't. Oil had stayed about the same, too— 
fashioned oil, was making his Briscoe sluggish. that’s w! s Gray was stalled by bearing trouble. 
Sludge is still a problem in modern motors. That's Corrosion is the big bugaboo of modern alloy bear- 
why RPM Motor Oil is compounded to keep en- ings—but it’s no problem for RPM Motor OiL 
gines clean by fighting heat and air, chief causes of “RPM” contains an anti-corrosion compound that 


power-robbing motor deposits. keeps bearings safe. 


After all those years, along came “RPM” and — 


Dr. Jonas saw the light 


4 
C? 
Today Dr. Jonas has a happier “ew of 
things. For he’s found an oil that’s engi- 
neered to fit a modern motor’s needs. He 
eses RPM Motor Oi! because its added 
compounds keep his éngine clean, guard 
hot spots ordinary oils leave bare, stop 
corrosion, rust and foaming. Try Dr 
Jonas’ prescription in your car—switch to 
premium-quality “RPM.” the finest motor 
protection money can buy 


“RPM” keeps cars young 


GAS STATION 
stor ar Twese sions famdalied 


FOR STANDARD OF CALIFORNIA PRODUCTS 


IF YOU ADVERTISE TO BUSINESS AND INDUSTRY THE WALL STREET JOURNAL SHOULD HEAD YOUR LIST 
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ADVERTISEMENT 


SEE FOR YOURSELF 


HOW THOROUGHLY ADVERTISEMENTS IN 


THE WALL STREET JOURNAL ARE READ 


recent Daniel Starch and Staff report 
A establishes the extremely high reader- . 
ship obtained by advertisements in The Wall 
Street Journal. See the adjoining tables. 


Here is your proof of the exceptional oppor- 
tunity for readership assured all advertisements 
in The Wall Street Journal regardless of size 


or position. 


THE DANIEL STARCH & STAFF REPORT 
OF WALL STREET JOURNAL READERSHIP 


@ The Daniel Starch Organization conducted a personal in- 
terview survey among a cross-section of Wall Street Journal 
subscribers which in their opinion was sufficiently large 
and geographically diversified to establish the percentage 
of readership obtained by advertisements and the percentage 
of page reader traffic. The results are as foliows: 


Survey of Wall Street Journal Readership of All 
General and National Advertisements of 200 Lines or More. 


PERCENTAGE OF READERS WHO HAD” 
SIZE | SEEN-ASSOCIATED | READ MOST 


1776 Lines 


The accompanying report of reader traffic 
by pages is convincing evidence that The Wall 
Street Journal is uniformly read in its entirety 


rather than for any special pages or section. 


Measure the significance of these facts in 
terms of The Wall Street Journal's known cover- 


age of industry. 


More proof that advertising in The Wall 
Street Journal achieves the surest contact with 


decision makers, everywhere, everyday. 


Effective selling to Business and Industry 
begins with The Wall Street Journal. 


1776 
1416* 
776 
760 
570 
465 
44) 
44) 
435 
300* 

290 


Advertisement | 
Advertisement 2 
Advertisement 3 
Advertisement 4 
Advertisement 5 
Advertisement 6 
Advertisement 7 
Advertisement 8 
Advertisement 9 
Advertisement 10 
Advertisement 11 
Advertisement 12 


45% 


31 
58 
47 
35 
16 
34 
37 
23 
23 


15% 
4 
16 
12 
im 
9 
12 
19 


*Less than 50 words in text 


Average % of Reader Traffic (all pages) 
Average % of Reader Traffic of pages 
carrying advertisements 
Average % of Reader Traffic of left-hand pages 
carrying advertisements 


Average % of Reader Traffic of right-hand pages 
carrying advertisements 


READER TRAFFIC 


PAGE 


CONOULWN— 


T 
| 
| 


| 


| 
| 


10 
WW 
12 
13 
14 
15 
16 
17 
18 
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New Copper Find Area 


Arizona Tests Promise Scientific aM Mil 
a Sie Cinema Strate 7 Cut Huge Supply; Could Projects: pepe 
. ic 
7 Grain and Rain Movie Men ge elp U. S. Cut Imports yJind, sie al 
r : — mpro d 
a Cure for Cane er? rozen Wheat Land Drought Costs, Ir te Shrinks dre Is Low-Grade, But There's Sen Ase Active 
7 New Synthetic Drugs Food Cut sh 48 Harv As The Lots of It; Magma Copper \M.1LT. Harvard 
. Appear to Halt Growth I 's, Hard Hit by 
uf Of Malignant Tumors €ar’s Carr 
i Slash Their "47 —" Here’s what influential executives say about 
American Cyanamid Says Dis- “hae iy ack , lust . 
covely Is the “Bepinsi | V*t Coast Firms p45), “ The Wall Street Journal’s exclusive reporting 
xr : ° ‘ e t. a . 
| outlook Put; Cherries of essential business news — 
Bases slers e 
eee eal an Costly Wash Day Warlere 
7 They Bia of DIP 1 + Battle Promised as 
i for Muc \es | Ho a ALLISON S. GRAHAM, 
si Food Store Sa ucnapless” Synthetic Director of Public Relations, 
— stent Soap 4 Cleaners American Export Lines, Inc. 
ee Dep? —_9ings PTO” Challenge Old Cle “The Wall SirestEleumal hoops me | R. H. HARRINGTON, Manager, Ad- 
Te \ Sales. B* ; ts! —_—_ ten posted daily on developments in indus- vertising & Sales Promotion, The 
2 Re es 2 See Pe* ‘ Hight s Chemicals Threa try and commerce." General Tire & Rubber Company 
Be ably passed b Invading "The he ot. vared indis- 
a a bu sa ‘or =making mental 
Ope 1icO t yentors ———————, 
Nie ae n : 
are Many ¥o Maske’ Costume- Piece eury 
Beate™ Find Fall Trade Bris 
Must ott » stl After Summer Slump 
a3 tee ea Approach 1946 
a 5 Low Price] producers Will eat" iad 
5, ex Volume— , WM. M. BRISTOL, JR., 
- we raf Are Comp Record a mage Workers Vice-President, 


Business News From Everywhere . . 
For Business Men Everywhere . . 
Every Business Day 


These typical headlines from Septem- 
ber issues show the broad significance 
of The Wall Street Journal's reporting 
and interpretation of business news. All 
the stories they head appeared first in 
The Wall Street Journal and are the 
exclusive product of its staff — the 
world's largest business news gathering 
organization. 


Timely in its reporting of business news 
... complete in its coverage of all major 
developments . . . fast in its distribution 
throughout the nation, The Wall Street 
Journal is the Only National Business 
Daily. 


J. CARLTON WARD, JR., 
President, Fairchild Engine 

& Airplane Corp. 

"The Wall Street Journal is our 
choice for business news that 
‘hits home’ every time.” 


) DON G. MITCHELL, 


Science Spending 


Pits Coal-Steel Trouble 
British Key Industries to Fee] 
‘Strike; | jAdded Strain If U.S. Ai 


Thwarted JTo Europe Is Incr 


‘Tons Lost |Bigger Coal, Stee] Expo 
yread in Test 


nt Power 


Sugar Surplus? 


A ircr, } «6 
. Marvels a Do ct es 
Machine .S | Independe ors 7 


"Many of my associates 
and | depend on The 
Wall Street Journal daily 
for its excellent interpre- 
tation of news affecting 
every business in the 
country.” 


President, Sylvania 
Electric Products, Inc. 


"We look to The Wall 
Street Journal to keep us 
completely informed daily 
of the changes affecting 
the business world.” 


Government Takes Over 


Industry's Top Role 
In Financing Research 


60 Agencies Spend $625 Mil [Yankees Meni 
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Lists Six Most 
Expensive Words 
in Marketing 


Cuicaco — The’ six most ex- 
pensive words in marketing, ac- 
cording to H. E. Christiansen, are: 
“This is what my wife thinks.” 

Speaking before a _ luncheon 
meeting of the Chicago Associa- 
tion of Commerce and Industry 
last week, the head of Christian- 
sen Advertising Agency outlined 
some of the fundamentals of mar- 
keting research which can help 
increase efficiency. 

Too often, he declared, the ad- 
vertising manager starts a presen- 
tation before the president on pro- 
motion plans for a new product or 
service, only to hear those fatal 
six words. 

“Of course,” he said, “if the 
product is for women, obviously 
we want the opinion of women— 
but from the wrong side of the 
tracks as well as the right, and 
from all economic levels, so that 
the sample is reliable.” 

Under the title of “Research as 
a Working Tool,” Mr. Christiansen 
cited example after example to 
show how important the proper use 
of research procedures can help 
shape sound marketing plans, and 
how research can eliminate many 
mistakes which lead to higher dis- 
tribution costs. 7 

George Brown, professor of 


marketing at the University of 
Chicago, will address the second in | 
the seven-meeting series on Oct. | 
30. His subject will be: “What| 
Not to Try With Marketing Re- | 
search.” The luncheons are spon- | 
sored jointly by the Chicago As- | 
sociation of Commerce and Indus- | 
try, and the Chicago chapter of | 
the American Marketing Associa- | 
tion. 


To Lawrence Fertig Ma 


Indian Motocycle Company and | 
its subsidiary, Ideal Power Lawn 
Mower Company, Springfield, | 
Mass., have moved their advertis- 
ing account from Tracy, Kent & | 
Co., New York, to Lawrence Fer- | 
tig & Co., New York. 


Chuckles Appoints FC&B 


Charles H. Amend Company, 
Chicago, maker of Chuckles candy, 
has placed its account with the 
Chicago office of Foote, Cone &| 
Belding. 


We 
ty 


: ~ COMPLETE WINDOW DISPLAYS 


: ampaigns, d . v 
roduction, distri 

.. for forty- ve ae 

CHICAGO SHOW 
PRINTING CO. 


Offers Farmers 


Home Planning Service 


Successful Farming, published 
by Meredith Publishing Compgny, 
Des Moines, has 
home planning 


Lees Moves Watters 


James Lees & Sons Company, 
Bridgeport, Pa., has transferred 
James V. Watters, recently adver- 
tising and promotion manager of 
the hand - knitting yarn division, 


established a_| 


: ing, to the 
service program 8 


Appoints Vaughan 


The Grolier Society, Inc., New | 
York, has appointed F. Gwyn| 
| Vaughan, vice-president in charge 
|of sales promotion and advertis- | 


WHAT STUDIO DO THE BIG 
ADVERTISERS USE FOR 
CONTINUITY 

STRIPS ? 


JOHNSTONE 
ANO CUSHING, 


newly ¢reated position | 155 & 441 ST, 


to a southern sales territory in the to help farm home owners with all | of national director of “Book of | NEW YORK 17 NY 
company’s carpet division. He will | home planning aeukbens eee | Knowledge” sales. 
Miesii parts of er aa Cg pea /nishings, decorating, remodeling | 
Wlorida end Te, ~_ , ’|and building. The service is be-| . — - 

Orica an wane. |ing set up in the leading depart- Po oes % : 

ment stores throughout the mid-|} 

Plugs Tomato Products western farm states, New York| — 

Canadian Canners Ltd., Hamil-| and Pennsylvania. } 
ton, Ont., is promoting Aylmer to-| Seventeen modern farm home P Guild Tell us about your 


mato soup, tomato juice and to- plans are included in the service | | 
mato ketchup in Canadian news- |for those planning to build. | 
papers from coast to coast, week- eer aioe 

end newspapers, radio spots and 
outdoor posters. F. H. Hayhurst 
Company, Toronto, is the agency. 


Ellis Names Mann V.P. 


Kurt J. Mann has been appoint- 
ed vice-president in charge of the 
New York office of Ellis Advertis- 
ing Company. 


Mikay Elects Haines 


George E. Haines, formerly di- 
rector of public relations of Army | © 
Exchange Service, has been| & 
elected president of Mikay Pub- 
lications, Inc., New York. He will 
also serve as editor-in-chief of 
New Talent Magazine, scheduled 
to appear soon. 


The Key to 


GUILD COMPANY 


offer and we will 
recommend suit- 
able lists. 


SINCE 1899 


Succesofel 


MAIL SELLING 
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let Car Cards Keep'YOUR 
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“MOVING, 100... 


MOVING .¢ 
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Day and night, more people see 
your name, read about your serv- 
ice or product in the car cards. 
Results are sure and consistent, 


cost is low. A call to any of the 
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Transit Advertising representa- 


MES, AERO MAYPLOWER TRANSIT CO. @ RATHAWHDE EVARITURE MOVE a 


tives listed below, will bring you 
complete details on how to use 
this successful medium to keep 


_ your business “moving.” 


“ 


Ove The results pase this informatio 
that we rem 
(Ys pleasure seh [ago 
hi 2 
FIELDER, SORENSEN & DAVIS, San Francisco e HARWOOD HOYT FAWCETT, San Diego a 


MAYNARD BOYCE, INC., Los Angeles ¢ 


_— 
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ASTER. 


ERAGE 


N. W. TRANSIT ADVERTISING 
Eastern Representatives NATIONAL TRANSITADS, INC., Chicago, New York 


Portland WTA 


Oct. 1947 


BUY THE WHOLE PACIFIC COAST 
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Press-Radio Deals Top — 


$20,000,000 in Year 


Davis Claims 90°, of 
Sales; Pending Deals 
Total $200,000,000 


By LAWRENCE M. HUGHES 


New York—Smith Davis Cor- 
poration — representing the joint 
efforts and ownership of Smith 
Davis and Albert Zugsmith—will 
observe its first anniversary Jan. 
1 by selling and financing in this 
year some $20,000,000 of news- 
papers and radio stations. 

And not content with handling 
a reported 90% of the dollar value 
of all newspapers and radio sta- 
tions currently being sold, these 
two big husky men—the bouncing, 
intense and seldom -seen Smitty 
and the more quiet and accessible 
but also energetic Zu gg y— are 
branching out. 

Although about 60% of the 113 
deals Smith Davis Corporation 
now has on the griddle are for 


newspapers and 35% radio sta- 


tions, the remaining 5% includes 
Such widely diverse transactions 
as two magazine and one business 
paper deal, paper mill acquisi- 
tions, and a $12,000,000 railroad 
loan. 


Pending for Years 


If, as and when all these deals 
materialize, an estimated $200,- 
000,000 will change hands. . . But 
some of them have been cooking 
for seven or eight years. 

Even when, as often happens, 
Smith Davis Corporation repre- 
sents both parties in a transac- 
son, they’re not easily brought 
together. (Zuggy cited one in- 
stance to AA where the prospec- 
tive buyer and seller, after years 
of dickering, are still $1,000,000 
apart.) 

Newest branch of the spreading 
Davis-Zugsmith operations is a 
newspaper ‘“doctoring” business, 
to be handled from Washington 
as a separate subsidiary by Orville 
MacPherson, former partner of 
Col. Guy Visniski, who applied his 
scalpel for many years to some of 
the nation’s largest newspapers, 
including the Hearst chain. 


~ New Offices Planned 


Offices of the main business will 
be opened soon in Chicago and on 
the West Coast. But Suite 40-F 
in the Waldorf-Astoria Towers 
continues to be the nerve-center 
of their high-strung, far-flung op- 
erations. 

The Towers are for the Wal- 
dorf’s “permanent” guests. Smith 
Davis Corporation’s offices include 
the customary “parlor,” two bed- 
rooms and a couple of baths. Here, 
on Louis Quinze furniture, the 
seven executives—never all there 
at the same time—and five girl 
workers do their chores in a state 
which could only be described as 
purposeful madness. 

Everything’s a bit queer about 
the place, but no one seems to be 
the least concerned about it. When 
your reporter usurped the “parlor” 
on his three visits, big deals ap- 
parently were being consummated 
in the bedrooms—the principals 
rushing through from one bed- 
room to another. 

Zuggy and other’ executives 
were available, and cooperative, 
both times, but seeing Smitty was 
quite a problem. 


Seattle Trip Waits 


When that interview finally was 
set, at 11 a.m. one morning for 
2 p.m. that afternoon, we were 
asked where we could be reached 
or paged in the intervening three 
hours. Smitty might have to fly 
to Seattle in the interim. As 
it happened, he postponed Seattle 


a few hours, and arrived only an 
hour late for the interview. (Four 
days later, he was back from Se- 
attle.) % 

One reason Smitty has become 


“|a mystery man is because he van- 


ishes so easily. Another is that 
he has long shied from publicity. 
He still does. In fact, both part- 
ners play very mum on deals until 
they are consummated. Even then 
they refuse to divulge publicly 
their part in them. 

But this year they yielded a bit. 
The door of 40-F, so to speak, 
opened a crack, and Time, News- 
week and Billboard peeped in 
to the extent of a few paragraphs 
each. Fortune, on the persuasion 
of Henry Luce himself, will get 
more. 

The expanding activities and 
personnel under the new setup, 
Smitty said, has been chiefly re- 
sponsible. 


Davis Is President 


Predecessor of Smith Davis Cor- 
poration, until last January, was 
Smith Davis & Co., of Cleveland 
—the officers of which, for all 
practical purposes, seem to have 
been Smitty Davis. Zuggy had 
done work with and for Smitty 
for years. In the present corpo- 
ration Davis is president, Zug- 
smith executive vice-president. 

Active in a non-business way 
are Mrs. Davis and Mrs. Zug- 
smith. Trading and financing call 
for a lot of entertaining. The 
Davises and their three children 
have moved from Cleveland to a 
Fifth Ave. apartment, with a 
drawing room, it’s said, as big as 
a football field, where Mrs. Davis 
holds forth. Smitty is glad‘to ad- 
mit that she’s his balance wheel. 
Zuggy pays similar tribute to Mrs. 
Zugsmith— who was hostess, 
among other places, in the cor- 
poration’s suite at the recent 
broadcasters’ convention in At- 
lantic City, where the Zugsmiths 
still live. 

Smitty’s recent Seattle jaunts 
have had. to do, it is said, with 
negotiations for the sale and re- 
vitalizing of the Seattle Star, with 
J. David Stern III of Philadelphia 
as the reported buyer. . 


Work for Competitors 


The Davis-Zugsmith near-mo- 
nopoly over newspaper and radio 
station selling and financing has 
created some curious conditions. 
One of them is that they feel 
obliged to handle even ‘small and 
unprofitable deals. Also, among 
their clients are some bitter com- 
petitors. 

In Chicago, for example, while 
Smitty was working for Marshall 
Field of the Sun and John S. 
Knight of the Daily News, Zuggy 
was picking up newspapers in 
Peru and La Salle, Ill., for Mrs. 
Ruth Elizabeth McCormick Miller, 
otherwise known as “Bazy,” favor- 
ite niece and reported heiress pre- 
sumptive of the Chicago Tribune’s 
Col. Robert R. McCormick. 

Other Smith Davis Corporation 
deals in recent months are said to 
have included the Philadelphia 
Record’s $6,000,000 purchase of 
WCAU, Philadelphia; the $4,000,- 
000 acquisition of the Phoenix 


. 


|Republic & Gazette by Eugene C.| 


|Pulliam of the Indianapolis Star 
j}and others, and the $1,000,000 sale 
|\of the West Palm Beach Post- 
|Tribune to John H. Perry, 


ican Press Association and other 

newspaper and radio interests. 
There were more, but this gives 

}a rough idea. 

Methods Kept Secret 
Zuggy is especially proud of 

picking up the La Salle Tribune. 

Preston Grandon, its publisher, 


‘|Grandon to sell. 


BIG BROKERS—Smith Davis (right) 
and Albert Zugsmith congratulate 
themselves on selling $20,000,000 of 
newspapers and radio stations in their 
first year as owners of Smith Davis 
Corporation. 


had turned down all offers for 22 
years. Zuggy debarked from the 
Rock Island’s Rocket at 12:07 p.m. 
At 8:30 that night Grandon took 
his. check for $50,000 as first pay- 
ment on a $500,000 deal. 

Zuggy won’t tell how he got 
The how—the 
methods which Smitty and Zuggy 
employ—are the deepest, darkest 
secrets of all. 

The partners are proudest per- 
haps of the fact that no one has 
ever lost a cent through their 
financing. 


“objectivity.” Both Davis and 
Zugsmith have had fairly sub- 
stantial publishing interests of 


their own. But these have nearly 
all been sold. They will confine 
their interests and activities to the 
properties of others. 


Make $825,000 Sale _ 


Early this year Smitty and Wil- 
liam E, Townes sold to Charles E. 
Marsh of General Newspapers, for 
$825,000, the Herald and Journal 
of Spartanburg, S. C., which they 
had acquired for $650,000 two 
years ago. 

Zuggy meanwhile was selling 
his Atlantic City Daily World, his 
Crier, a weekly of Ventnor, N. J., 
and the American Veteran, a 
magazine. 

Both partners are husky former 
athletes, weighing more than 200 
pounds each. As one long-time 
friend of Smitty said: “When you 
work 18 hours a day the way 
Smitty works you must have 
stamina.” Even when he sits 
down he squirms and stretches 
like a caged lion. 


of | 
| Western Newspaper Union, Amer- | 


Smith Davis was born in East 
Liverpool, O., 46 years ago. His 
father, a doctor, died when Smitty 
‘was young, but he _ inherited 
/}enough money to see him through 
|Western Reserve College in 
Cleveland and Western Reserve 
Law School. 


Starts Financing Early 


Former college chums recall 
that Smitty—elected treasurer in 
his sophomore year—saved the 
house, chattels and credit rating 
of the Phi Gamma Delta fraternity 
chapter. Meanwhile, he _ starred 
in football and basketball and was 
catcher on the baseball team. 
| After law school he tackled 
| Wall Street—reportedly making a 
|fortune in the stock market, 
| which was largely wiped out in 
|the 1929 crash and the depression 
|which followed. 

But he had also made impor- 


They are also ‘proud of their |- 


obviously are circulation, adver- 
tising and good will. He organized 
and helped to sell to the public 
$2,500,000 of 10-year, 5% bonds. 
The public bought despite, or 
probably because of the “good 
will,” which represented $1,800,- 
000 of the $2,500,000. 


A ‘Tremendous Sparkplug’ 


“This was the first newspaper 
issue to pass through the SEC,” 
Smitty emphasized. “It proved a 
tremendous sparkplug to. news- 
paper financing.” 

And Davis was launched on a 
new career. 

Ten years ago, Zuggy added, 
even the relatively few interested 
banks would set an arbitrary loan 
limit of half the physical value of 
a newspaper, regardless of cir- 
culation, advertising volume .or 
prestige. Today, banks and in- 
surance companies are “10 times 
more liberal.” 

Zuggy, 37, is an alert and un- 
inhibited product of the Board- 
walk. Born in Atlantic City, he 
was earning a comfortable living 
while still in high school. He or- 
ganized Duo-Art, which supplied 
fraternity material, dance posters 
and other things. A rival firm at 
Atlantic City H.S. was Tri-Craft, 
operated by J. Robert Mendte. 
Later the two firms merged. Bob 
Mendte is now New York man- 
ager of Smith Davis Corporation. 


Runs Art Gallery 


From Duo-Art Zuggy made 
about $50 a week. After school he 
sold diamonds, paintings and 
what-not in a boardwalk art gal- 
lery, earning about $35 a week. 
Once a week he made exactly $1 
writing a school affairs column in 
the Atlantic City News, and on 
Thursday nights $3.50 for “trans- 
portation” for going out and pro- 
ducing the weekly Pilot-Tribune 
of Egg Harbor, N. J. In summer 
he served as a lifeguard, and in 
his last two high school years was 
lifeguard captain. It all bought a 
sizable hunk of AT&T. 

The University of Virginia held 


Zuggy for only about three 
months. Commercial opportuni- 
ties, he found, were few in 


Charlottesville. He became a 
police reporter on the New York 
Journal. In 1932 he landed at 
CBS as a band and remote broad- 
cast programmer. For brief 
periods he was with American 


Press Association, Publishers’ 
Autocaster Service, and Atlantic 
City News. 

Meanwhile, he had _press- 
agented Paul Whiteman, Ben 
Bernie, Ted Weems and other 
band leaders. 

Meanwhile, also, while still 


with CBS he started the Atlantic 
City World as a weekly. Three 
years later, as a daily, the World 
was creating real competition to 
the city’s newspaper monopoly, 
the Press-Union. 

Zuggy made money with a job- 
printing business. Then he met 
Davis and began dabbling in 
newspaper deals as an appraiser 
for him. 


Drawn into Radio 


Their backgrounds dovetail. 
Zuggy has had experience in radio 
and as a practical newspaper pub- 
lisher. Smitty has been concerned 
largely with newspaper financing. 
The fact that about one-third of 
the nation’s major stations were— 
and probably still are—news- 


tant friends—some of them news- 
paper publishers. An East Liver-| 
pool friend was Judge William H. | 
Vodrey, partner of Louis Brush 
and Roy Moore (chairman of the) 
Bureau of Advertising, ANPA) in| 
the Brush- Moore Newspapers. 
When Brush-Moore wanted new 
financing, they called in Davis. 

_ The early ’30s had been lean 
years for newspaper financing. 
Banks would lend money only on 
newspapers’ physical assets, Smitty 
said, although their largest ‘assets 


paper - controlled has brought 
them heavily into~-radio. 

After Davis and Zugsmith in 
active direction of SD Corpora- 
tion are Capt. Vincent J. Manno, 
general manager; Howard  E. 
Stark, in charge of radio; Bob 
Mendte, and Nelson Levings, who 
covers the South on both news- 
papers and radio. 


Manno was educated at the Uni- | 
|versities of Maryland and Penn- 


sylvania and South New Jersey 


|Law School; served as a news- 


AQVETLISthG age, O O0E » 194] 
paper reporter, a federal and New 
Jersey State executive, and as ex- 
ecutive assistant to the mayor of 
Atlantie City, where he still lives 
—commuting regularly, like 
Zuggy, over the 125 miles to 40-F 
in the Waldorf Towers. He served 
in the Army more than four years, 


including 28 months overseas, and 


J. R. Mendte 


moved to SDC from Bankers Se- 
curities Corporation, Philadelphia. 


Served with Arndt 


Mendte, who lives at Lans- 
downe, Pa., went to George Wash- 
ington University, and then went 
into advertising and public rela- 
tions. Among other things he was 
sales promotion manager of Can- 
ada Dry’s Philadelphia division. 
Before joining SDC last month, 
he was vice-president of John 
Falkner Arndt, Philadelphia 


Vincent Manno 


agency. 

Stark, like Davis, is a Western 
Reserve alumnus who followed 
the - financial 


route. For good 
measure, he also 
attended the Uni- 
versity of Cin- 
cinnati and 
American Insti- 
tute of Banking. 
He served with 
Cleveland and 
New York in- 
vestment bank- 
ing firms before 
forming Stark & 
Co., radio sta- 
tion financing 
and broker, which was merged 
with SDC. He lives in Manhattan. 
The data on Levings is less spe- 
cific. He comes from an old Mis- 
sissippi family, was a commander 
in the Navy in the war, and ran 
against the late Senator Bilbo in 
the last contest for that office. 


Right Men Are Selected 


In the. doctoring part of the 
business, Orville MacPherson— 
among other things publisher of 
the former Kansas City Journal- 
Post—will have at his command 
a group of specialists in produc- 
tion, advertising, circulation, pro- 
motion and editorial. 

“We’re no experts,” Smitty 
said. “But we know the men to 
pick for the jobs.” 

Both Davis and Zugsmith have 
done their share of doctoring. Ob- 
viously there’s profit in restoring 
the patient. But on more than one 
occasion they’ve recommended /is 
early demise. 

Both Smitty and Zuggy go in 
for financial double talk. They’!! 
tell you—despite all the deals they 
admit they’re trying to put over 
—that “no newspaper or raii0 
station in the United States is now 
for sale.” This simply means tal, 
although a lot of such proper'ies 
can be bought, their owners :re¢ 
playing hard to get, and are &t- 
ting the Smith Davis people |:ad 
the prospects to them. 


Few Media for Sale 


Actually, with newspaper ‘4 
vertising linage and circulatis 
at record levels, and business 
good on nearly all established 1M 
or “standard” radio stations, rv !a- 
tively few are available. Of s 
60 50,000-watt stations, for °*- 
ample, only one could be said »0W 
to be definitely “for sale.” 

The partners are encourage ») 
the fact that the wartime ad\°¢'- 
tising boom has attracted rea '° 
capital to these media. “Radi  ‘- 
/nancing is still 10 years be 
inew spaper financing,” Zé! 
|pointed~ out. Yet the Jefferso” 


Howard Stark 
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Standard Life Insurance Com- 
pany, Greensboro, N. C., last year 
loaned $5,500,000 toward the 
Philadelphia Record’s $6,000,000 
purchase of WCAU, Philadelphia. 

This year the Record and 
WCAU were sold for more than 
$10,000,000. 

“About one-third of all insur- 
ance companies will now consider 
a decent newspaper loan,” Zuggy 
added, “as against only about 10% 
of all banks. And only about 10% 
of these banks will handle a radio 
loan.” 


Joint Collateral Favored 


Radio station loans are shorter- 
term, usually with a five-year 
limit. Newspaper loans are for 
longer periods and may amount 
to 50% of physical valuation. 
When a station is newspaper- 
owned, the joint collateral is re- 
garded favorably. 

By and large, Davis and Zug- 
smith are more optimistic about 
the immediate future of news- 
papers than of radio. They don’t 
help to finance new FM or tele- 
vision stations unless these are 
supported by established enter- 
prises. 

As yet there’s been no real 
mortality in radio and television, 
but with 3,600 stations of all kinds 
expected to be operating in the 
United States within: 12 or 18 
months, they don’t doubt that 
some of the new ones must fold. 
There won’t be enough advertis- 
ing “pie” to feed everybody. 

Nearly all FM and television sta- 
tions on the air today, it was 
shown, are operating in the red. 


Costs Much Higher Now 


The costs of getting on the air 
have doubled since prewar. A 
little 250-watt AM station may 
cost $50,000 today, and larger AM 
stations up to $250,000. Small FM 
stations run between $35,000 and 
$50,000, and television stations— 
even before they are ready for ex- 
pensive program production—now 
cost from $250,000 to $500,000. 

A recurrence of bedlam in the 
living room had pushed the inter- 
view into one of the bedrooms. 
Zuggy leaned back in a corner 
chair. Smitty threw his big coat- 
less frame on a bed, rubbed his 
blue eyes, and soliloquized. Some 
of the things he said were un- 
printable. Others: 

“The top of the radio boom was 
a year ago. There’s not less de- 
mand but more supply. FM, tele- 
vision and facsimile—as practical 
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Many an adman has waited a long time 


. but at last it’s here... beautifully 
done by Gelatin-Gravure . .. covering 
& multitude of classifications. Of course 
the gupply is limited .. . so send us a 
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Coupon... no red tape... it’s yours 

for a buck! 


KAUFMANN & FABRY COMPANY 
425 SOUTH WABASH AVENUE 
CHICAGO 5, ILLINOIS 


PELIP and MAIL TODAY! 


Fabry Co. ! 
3 Se. 3 Se. "Wabash Ave., Chicago 5, IilInols | 


iere’s my Buck . O Order for your | 
ew Stock Photo e 


BMD cc cccccccccccccccccccsccccccececesees | 
DDRESS 2... ccsccccscccccvcececssscceeees | 
IPE. cddvonccsecaesegsvesss STATE......... | 


business propositions—are still far 
away. But established AM sta- 
tions are doing all right. They’ll 
continue to do all right if they 
have real management—and if 
they spend some money in the 
right directions to create busi- 
ness.” 

The partners -welcomed the 
FCC’s recent kindlier attitude to- 
ward newspaper ownership of 
radio stations. 

But they weren’t too gentle 
toward newspapers, either. They 


agreed that the growth of news- 
papers in the past 20 or 30 years 
has been “fertilized by the dead 
bodies of their competitors.” They 
see more newspaper mergers, and 
few new newspapers coming to 
life. Wage demands, paper and 
other costs, they believe, make this 
inevitable. 

Although newspapers today are 
doing “the best job ever,” Smitty 
said, “there are more newspapers 
than publishers. The great names 


lishers. They’ve been editors— 
Watterson, Dana, Pulitzer, Greeley 
and the rest. 

“Newspapers never had the guts 
to charge for circulation. Then 
the war came, created a news- 
print shortage, boosted costs—and 
they had to boost prices. The 
same newsprint shortage made 
newspaper advertising space more 
valuable. . . 

“Good newspapers are getting 
better; the others are going out. 


in newspapers haven’t been pub-|Good newspapers are on the but- 
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A healthy 
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ton, competitively. . . 
trend, I think, 
tive ownership. 


Get Reports from Field 


“Even the biggest newspapers 
get into trouble. That’s where we 
come in. We know many of their 
principals personally—intimately. 
We know their attributes, their 
shortcomings, and their head- 
aches. We get continuing reports 
on newspapers and radio stations 
from men in the field, and we 
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APPLYING EVERY YARDSTICK 


The use of all available yardsticks to anticipate 
paper requirements has long been a practice of 
ours. For it takes long-range planning to meet 
the present and future needs of those who use 
paper and those who sell it. 

Planning is especially important in an indus- 
try where so many steps must be taken be- 
tween the time trees are felled and the finished 
paper reaches the customer’s hands. Woods- 
men must work far in advance, millmen must 
have time to schedule paper machines: sales- 
men and distributors must concern themselves 
with everything that helps toward smoother 
delivery of the required paper products. 


A big job, this—and because it’s bigger than ever 
before, far-reaching planning which gauges the 
customer’s requirements is more important 
than ever before. International Paper Company, 
220 East 42nd Street, New York 17, N. Y. 
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But it was admitted that most | Encourages Jeint Operations He has been active in lining up | 


of them are capable business men| Smitty, among cther things, has|newspapers for Marshall Field’s | 
—and some of their results tre-| helped to foster the trend toward | 3,000,000-circulation Parade. pad 


ae 84 
A italic |} have other information facilities | stance, but permitted our guess|plant and in some cases even the | Ka 
a | to draw on. | of $100,000,000 to ride. They im-|same business staff. The single-| > 
ae - “We also have to exercise a lot|plied that the New York Times|plant trend, he recalled, started | aN N 
of patience and _ tact. Publishers | could raise $50,000,000, in a pinch.|}some years ago in Albuquerque, | & » 
are temperamental.” N. M. S X a 
“es 


mendous. The. partners wouldn’t) getting competitive newspapers in| Field and Jack Knight papers are a 
quote an estimate on the com-|the same city—even though they|prominent in that distribution | 4 
bined worth of the Chicago Trib-| differed strongly on editorial poli- | setup. | s 
une and New York News, for in-'cies—to use the same printing} His “toughest merger,” con-| = 
cluded Smitty, was of the Tulsa | 
World and Tribune, about five) 


esa: FINE OFFSET LITHOGRAPHY | ¥¢2"s 220. 


But he couldn’t think back five ic, < ; ee > fe pte : 3 DET 

Yi i Sey | years for five minutes to tell about |  — ~ 5” - : ; ration 
1 Sy it. There were too many tough | = of its 
$i a jobs to do now. distril 
ie. AS ‘FRESH UP' GIANT—Seven-Up Co. uses a giant bottle for an attention getter vised 
ey oy in this four-color spread appearing in the Oct. 27 issue of Life. The big bottle coast- 
iM . Promotes Ace Caps will appear in page ads in November issues of Collier's and The Saturday J. Ka 
) Lino Knitting Mills Company,| . zene wees chairs 
oy Cleveland, is -using a series of m Q ; tively 
iitat small ads in Boys’ Life and Life, KMA Appoints Harris Taste Testers Tr Pro 
& THE VERITONE COMPANY along with counter. cards and a Glen Harris, with Station KSTP, y comps 
direct mail campaign to the trade,| Minneapolis, has been appointed F F d t plant, 
ton 657 W. GRAND AVE., * CHICAGO 10 a a. k gr ae a een director of Station KMA, rozen oods a@ duced 

; regory ouse, eveland, is enandoah, Ia., succeeding Terr 4 

WHITEHALL 5957 the agency. Moss, who has resigned. , é Stanford Institute RPS 
Pato ALto—Mrs. Average Fraze 
Housewife’s taste is undergoing a tion § 

4 lot of pretesting here these days at units 
Stanford Research Institute. 2,000 

Industrial groups are raising 1948. 
$1,250,000 to finance the non-profit Sins 
organization that conducts these jectiv: 

“Gallup Polls on food.” low-p 
At present only women are be- ductic 
ing put to work at the institute, pande 

which is isccated on Stanford Uni- mind, 

versity property and some of sales 
whose directors are also university minde 

trustees, but which operates inde- range 
pendently of the school otherwise. doubl 
Later experiments will use men, is my 
too. four o 
The first project undertaken by ductio 
the institute aims at getting wom- Kai: 


en shoppers’ reactions to various dealer 
frozen foods. The frozen food in- 
dustry is paying the costs. 


Paid $1 an Hour . The 


Tasters receive $1 an hour. SPOKE 
They work from 5 to 20 minutes a 
of each hour. The other 40 to 55 . mr 
minutes is spent in resting their § | i€ : 
taste buds, and relaxing in a com- . 
fortable lounge to assure valid re- § °°; 2 
actions. dealer 

According to William E. Rand, § °*P@™ 
assistant director of the institute, J °¢Ver 
only requirements for tasters are -— 
that they have neither dull taste ae 
sense nor too much imagination. pepe 
“We want typical reactions of pe - 
housewives to flavor, coloring, whale 


texture and odor,” he said. th 
Officials of the institute say it e au 


will break down markets by age, § In ; 
geographical area, income level, sone 
racial group and sex. Its findings, * on 
they claim, will enable producers : ae 
: G oe 3 to predict with fair accuracy how * "¢ 
: aes on well their product will sell and to Lif 
: : : whom. E wh 
. venir 
Home 
) p j j D é Launch Export Ads papers 
‘oes %, Miles Laboratories, Elkhart, In « 
4 Ind., and the electric shaver div'- pany ¥ 
2 PT: sion of Remington Rand, Bridge- ‘ 
With the tempo of today in human relations, a port, Conn., are beginning exten- the a 
time of impact may be a critical factor in deter- sive export advertising campaigns s 
mining the effectiveness of any presentation. of through Robert Otto & Associates, 
ideas or facts. New York. 
4 i Othe 
an up to —* Opens Toronto Office outline 
ra ” ’ a met usiness teaders to meet these International Surveys Ltd, : rk 
pe eclt mhes 2e o | Montreal, affiliated with Industr * * ud 
: Surveys, Inc., Chicago, has opene¢ auto § 
Designed for speed is a Toronto office at 93 Church St. @ ‘fairs a 
with Marjorie Stepan in charge local ¢ 
a re ct n 
Gets Dairy Account the “4 
| Grandview Dairy, Inc., Ridre- month: 
wood, N. Y., has placed its adv«'- among 
4 O1ganugilion tising with S. Duane Lyon, Inc. ad s 
|New York. Local newspapers 21¢ supplie 
To Get Understanding |outdoor advertising will be us ¢ 0 tets 
i 
Langefeld Advanced the cor 
August W. Langefeld, sp: ca tiona 
Af salesman, has been appointed °5- to Se 
; sistant classified advertising m™°"- § t! ome. 
ager of the Cincinnati Enquirer fundas 
VISUALIZATIONS « EDUCATIONAL SOUND PictuRES *« TRAINING ASSISTANCE « SLIDEFILMS = wholes 
° ot wih s 
NEW YORK 19 WASHINGTON 6, D. C. DETROIT 11 DAYTON 2 A; ‘ mane 
1775 Broadway Transportation Building 2900 E. Grand Bivd. 310 Talbot Building 230 Ma. Michigan Riva. 7040 Hellpeeed Sive. | Stephenson Joins WER ¥ 1 ~ anes 
COlumbus 5-7144 District 0611 MAdison 2450 ADams 6289 STAte 6758 HEmpstead 5809 Garrick Stephenson has joc ers, 4 
L the sales force of Station WK“: acemer 


| Cincinnati. 
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Kaiser-Frazer 
Plans Expansion 


of Sales, Service 
Low-Price Field 


Next as Newcomer 
Pushes Production 


Detroit—Kaiser-Frazer Corpo- 
ration plans immediate expansion 
of its sales and service facilities, 
distributors and dealers were ad- 
vised last week via a_ special 
coast-to-coast broadcast by Henry 
J. Kaiser and Joseph W. Frazer, 
chairman and president, respec- 
tively, of the firm. 

Production is gaining at the 
company’s Willow Run automobile 
plant, with 44,000 cars to be pr6- 
duced before the end of the year, 
the officials said. In January, 1948, 
plans call for 21,000 Kaiser and 
Frazer cars, with factory produc- 
tion scheduled to climb to 1,500 
units daily by early spring and 
2,000 to 2,500 a day by the fall of 
1948. 

Since one of the company ob- 
jectives is to build a car in the 
low-price field, “all of our pro- 
duction facilities are being ex- 
panded with that program in 
mind, and we must be ready with 
sales outlets,’ Mr. Kaiser re- 
minded the dealers. ‘The long- 
range program will not be just 
double our present production. It 
is my prediction that it will be 
four or five times our present pro- 


conducts similar educational pro- 
grams among business managers | 
and bookkeepers of these sales 
outlets. The Willow Run service 
department also conducts weekly 
classes for service personnel. 


guages. This includes catalogs, 
brochures and other pamphlets 
paralleling to a great extent the 
material produced for the U. S, 
market.. All foreign sales outlets 
are also provided with suggestions 


a 
i 


‘Himmel Joins WGAC 


| Claire R. Himmel, formerly re- 


{search analyst with Macfadden | 
| Publications, has been named di- | 
|rector of research and promotion | 


| urer, has resigned and has sold ‘his 
| interests to the company. 


duction.” 
Kaiser-Frazer now has 
dealers and 140 distributors. 


4,000 | 


Expanding Promotion 


The two company executives | 
spoke via the Mutual network, in- | 
troducing a new radio program, | 
“Newscopes,” featuring Wendell | 
Noble, which is to be aired over | 
416 MBS stations starting Tues- | 
day, Nov. 4. Mr. Kaiser told the) 
dealers that the factory also is | 
expanding its newspaper and other 
advertising in preparation for ex- 
panded production and sales. 

The corporation’s hefty adver- 
tising and promotion program is 
given considerable credit for 
Kaiser-Frazer’s rise, from  no- 
where at all, to fourth place in 
the automotive industry. 

In the past 12 months, the com- 
pany has spent more than $2,000,- 
000 on advertising in 1,000 news- 
papers, over 400 radio stations 
and in national magazines, includ- 
ing Collier’s, Harper’s Bazaar, 
Life, Newsweek, The Saturday 
Evening Post, Vogue and Woman’s 
Home Companion, and in business 
papers. 

In early December, the com- 
pany will release a 24-sheet poster 
campaign in the South, “to follow 
the sunshine northward.” 


Trains Sales Staff 


Other highly effective media, as 
outlined by W. A. MacDonald, 
Vice-president in charge of sales, 
include exhibits at expositions; 
auto shows at state and county 
fairs arranged in cooperation with 
local dealers and distributors; di- 
rect mail catalogs and booklets, | 
the “K-F Sales News,” a semi- | 
monthly house organ circulated 
1iong dealers and distributors, | 
d spot announcement records | 
Supplied dealers for use on local 
utlets. 

Within the sales organization, 
the company has a continuing edu- 
cational program—‘Let’s Prepare 
lo Sell” was the most recent 
l eme—designed to inculcate sales 
lundamentals and methods among 
‘nolesale, retail and general sales 
Managers of distributors and deal- 
eis. The K-F business man- 
asement and research department 


Little publicized is the corpo-|and guidance in the preparation 
ration’s well-rounded export pro-| of their local campaigns. 
motion program. 

Color advertising is currently 
appearing in the foreign editions 
of Newsweek, Reader’s Digest and| P. W. Stansfield, head of retail 
Time, in Portuguese, Spanish,| sales of farm tires, has been ap- 
Arabic, French and Swedish. Copy | pointed manager of passenger car 
also appears in El Automovil| tire sales of the replacement tire 
Americano. | Company 

In addition to ad space, K-F w E ; 
provides its distributors in the | named merchandise manager of 
120 foreign sales areas with direct | International B. F. Goodrich Com- 
mail material in the listed lan-| pany. 


Stansfield Promoted 


Akron. 


Ireland, who has been 


|sales division of B. F. Goodrich | 
He succeeds | 


DEPENDABLE 


* MULTIGRAPHING 
« MIMEOGRAPHIN 
MAILING LISTS 

* ADDRESSING 
dennis iat ai * FOLDING 

Now Frank & Harris BB C* MAILING 


F OR 3160 
Meyer, Frank & Harris, Inc.,| Phone SUPER! 


Miami Beach, Fla., advertising and | PREMIER LETTER SERVICE — 


public relations firm, has changed | . 
its name to Frank & Harris, Inc.| WIRRMMMMslASs[Sel goed 


|Harold D. Meyer, secretary-treas- | 


of Station WGAC, Augusta, Ga. 


To Stewart-Lovick 


British American’ Oil Company, | 
Toronto, has named _  Stewart- 
Lovick & Macpherson Ltd., To- 
ronto, tod handle its 1948 advertis- | 
ing. 
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THE TEXAS ALMANAC 
RADIO STATIONS WFAA ano WFAA fw 


___ The Dallas Morning Netws 


MORE PEOPLE in Dallas County 


now than in ; 


Marion County, Ind.— 
INDIANAPOLIS 


Arapahoe, Denver & Jefferson 
Counties; Colo.— 


DENVER 


Jefferson, Ky.; Clark, Ind.; 


\\ 
& Floyd, Ind.— 
LOUISVILLE 4 


Linpascial tabulations are 
revealing the growth . . . the en- 
hanced buying power . .. the new 


importance of this Dallas market 


area of Texas—the market that’s 
covered by The Dallas News. 

From Sales Management’s “Annual Survey of 
Buying Power” for 1947, facts like the above 
(and many others no less impressive) stand out 
like beacon lights—to guide the attentive adver- 
tiser. The Dallas News market area has taken its 
place among the top flight markets of the coun- 
try ... and The News has more than kept pace 


with its market. 


Member 
AMERICAN 
MEWSPAPER 
ADVERTISING 
NETWORK 


‘ 
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John B. Woodward, Inc. 
Representatives 
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Sage 


$1,500 to conduct a contest and 
award prizes for a trademark to 
distinguish Washington soft tree 
fruits. The contest will be con- 
ducted through schools. 


a ean 0 Appoints King V.P. 
N. Lee King, art director of 
Votes Contest Fund Weiss & Geller, Chicago, has been 


The Washington State Fruit | appointed a vice-president of the 
Commission has voted a fund of | agency. 


KVOS Appoints Miller 


ei Ralph. Miller, formerly sales 
a oe manager of Station KCRA, Sac- 
: ramento, has been appointed gen- 
eral manager of Station KVOS, 
Bellingham, Wash. 


Better Business 


Bureau fo Mark 
15 Years of Aid - 


New Yorx—‘“We have jobs for 


WIN THE HEART OF THE CONFECTIONERY 
FIELD WITH ITS | ACE| PUBLICATION 


(CANDY [INDUSTRY 


More Manufacturers—representing greater 
buying power — read CANDY INDUSTRY 
‘than any other publication 

E FIRST in Advertising Volume (7 x 10 Units) 

TFIRST in industry Preference (4-to-1 by actual survey) 


The Newspoper \ 


(Canby [INDUSTRY :" 


Den Gussow — Publisher & Editor « 33 West 42nd St., New York City 
Other Don Gussow Publications: Bottling Industry, Tobacco Record . 
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bona fide veterans only,” the ad 
said. 

Applicants were told of a big 
new operation in food packing and 
the establishment of a chain of 
restaurants which were to be the 
outlet for the company’s products. 
A $25 deposit would assure the 
veteran of an ordinary job, and 
for $250 he could begin as a maen- 
ager. In addition, the deposit 
would be used to buy his way into 
the company. 

The head and originator of this 
so called “big operation” is now 
serving a jail sentence after be- 
ing caught in Philadelphia with 
$2,000 obtained from 14 veterans, 


who became suspicious and asked 
the Better Business Bureau of 
New York City about the man’s 
record. The bureau, sensing a 
swindle, took the inquirers to au- 
thorities at once. 

The episode cited above is but 
one of the 24,596 inquiries and 
complaints handled by the bureau 
in 1946. During the past year the 
bureau performed approximately 
10,000 more services than in 1944, 
the pickup in activity beginning 
in October, 1945, indicating the 
eagerness on the part of swindlers 
to get their hands on the war sav- 
ings of individuals. 

Since the war the bureau has 
been facing more intricate prob- 
lems, some of which involve for- 
eign dealings. 


Marks 25th Anniversary 


This non-profit organization will 
celebrate 25 years of service on 
Oct. 30 with a luncheon at the 
Waldorf-Astoria. Also celebrating 
the occasion will be H. J. Kenner, 
general manager of the bureau, 
who has been serving in that ca- 
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Look what happened to those poor kids just ‘cause W. 
Shakespeare had a yen for tragedy. Romeo was stopped 
by a balcony, just as some advertising is stopped by cen- 
tral city limits, even though salesmen travel beyond! You 
can route your advertising as you route your salesmen if 
you concentrate in Pittsburgh's Post-Gazette. It’s the only 
daily newspaper that can work effectively with your men 
selling the million central city people—then travel with 
them to help sell the two million more who live in the 
neighboring 144 cities and towns. 
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& SCHMITT, INC. 
Los Angeles » Seattle 
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pacity since 1922, when . group 
of New York City business men 
organized the bureau. 

Not all of the bureau’s work in- 
volves tracking down swindlers 
and racketeers. It also helps news- 
papers and magazines set up 
standards of advertising practices. 
When an advertiser gets too en- 
thusiastic about his product and 
claims it’s worth twice the price. 
the bureau, by friendly persua- 
sion, tries to convince the adver- 
tiser that his claims are not truce 
and will mislead the consumer. I' 
the change cannot be. worked out 
in a friendly manner between the 
advertiser and the bureau, the 
case is finally taken before the 
Federal Trade Commission. 
Advertisers in the fuel oil field 
offering “free” burner service to 
purchasers of their products have 
recently been the subject of com- 
plaints. The bureau studied the 
subject and recommended that the 
term “free” not be used in such 
offers since the service rendered is 
contingent upon purchases being 
made by the customers. 


Change Ads for Homes 


Building contractors quickly 
changed their advertising on vet- 
erans’ homes when it was pointed 
out by the bureau that the esti- 
mated carrying charges published 
would be as claimed only if the 
other apartment in these duplexes 
was renting at. the ceiling set by 
the government. The advertising 
played up the net costs and didn’t 
give equal display to the necessity 
of having a permanent tenant in 
the rental apartment. Full ex- 
planation was made in subsequent 
advertising, after the facts were 
presented to the contractors. 

The bureau itself does not ad- 
vertise, but in some instances dis- 
tributes pamphlets warning the 
public about phony deals. One of 
the recent booklets prepared by 
the bureau is entitled “How to 
Avoid Paying a ‘Pack’ in Auto- 
mobile Time Payment Contracts.” 
Information contained in this 
brochure explained that some 
dealers and financing agencies 
plan to make the finance charge 
as high as the uninformed and un- 
suspecting customer will stand. 
The dealer’s share in the gouge 
cOmes- back to him from _ the 
finance company which buys the 
contract, deducts the regular 
charge or discount, and then kicks 
back part of the overage which is 
called a “pack.” 

In order to bring a halt to this 
racket, the bureau cautions people 
to do business only with estab- 
lished concerns. 


Dailies Offer Cooperation 


Newspapers also cooperate with 
the bureau and many publicize 
the protection the bureau provides 
for classified advertising readers. 
In one midwestern city the news- 
papers carry a_ top-of-column 
statement which reads: “Adver- 
tisements in the ‘Help Wanted’ col- 
umns are required to be truthfu! 
and accurate. If you find any o! 
the following ads to be misrepre- 
sented, report it at once to the 
Better Business Bureau.” 

An example of the part the bu- 
reau plays in the development «! 
standards for advertising and sel! - 
ing are those set up for furniture 
and floor coverings. Copy censor- 
ship bans statements which di:- 
parage or attack, directly or by 
implication, the merchandis:, 
prices or services of competitor:. 
or which are otherwise unfa! 
And this rule applies to mo 
products. All merchandise fe:- 
tured in window displays shou 
be immediately available to p:- 
tential purchasers at the pric 
and on the terms featured 
connection with such _ displa) 
These censorship rules are but 4 
few of the many as revised a! 
adopted by the Associated Furn'- 
ture Dealers of New York, in © 


operation with the Better Bus'- 
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ness Bureau. 

But Mr. Kenner thinks the word 
“censorship” needs censoring. “It 
is not a well-chosen name for a 
constructive, business - getting, 
confidence-building form of ac- 
tivity. The word ‘guardianship’ 
sounds better to me, as does the 
commonplace phrase ‘reader-pro- 
tection’,” he told a gathering of 
the Association of Newspaper 
Classified Advertising Managers 


during the past war. “I think 
‘sweetness and light’ are more 
likely to surround ‘censorship 
work’ if we find a new name 


for it.” 

The bureau- will honor 58 New 
York City business firms with 
Founder’s Certificate Awards at 
its 25th anniversary celebration 
Oct. 30. Named to receive the 
awards are concerns in the news- 
paper, retail, financial, public util- 
ity and manufacturing fields which 
have supported the bureau 
through 20 years of continued co- 
operation in fostering sound ad- 
vertising and merchandising prac- 
tices. 

“Through good times and bad 
these companies have backed the 
efforts of the bureau until more 
than 400 other firms are now as- 
sociated with them, representing a 
cross-section of the city’s busi- 
ness,” Mr. Kenner said. 


Revises Cook Book 


Meredith Publishing Company, 
Des Moines, has published the 
12th edition of the “Better Homes 
& Gardens Cook Book,” contain- 
ing 32 more pages than the pre- 
vious ‘edition, 91 new recipes, and 
a new group of recipes for serving 
two or three persons. 


Features ‘Double Duty’ 


Rubberset Company, Graven- 
hurst, Ont., has launched a cam- 
paign in Ontario daily newspapers 
featuring D.D. or Double Duty 
tooth brush and the new D.D. 
Hygeno container. Four hundred 
line copy will run until the end 
of the year. Ronalds Advertising 
Agency, Toronto, handles the ac- 
count. 


Promotes Safety Paint 

Plicote, Inc., Pittsburgh, is pro- 
moting a fire-resistant paint called 
‘Fire Stop,” originally developed 
for the Navy, in full-page ads in 
41 major cities. This schedule will 
be followed by half and quarter- 
page newspaper ads, and national 
consumer and trade publication 
promotion. Erle Baker Advertis- 
ing, Chicago, is the agency. 
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% Advertising Age's 
CONSUMER MARKET DATA BOOK 


nous! rain F mannering 


* Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 
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Klein Tests Worth 
of Video Programs 


- PHILADELPHIA — Can television 
“sell” advertising agency services? 

That’s a question to which the 
Philip Klein Advertising Agency 
is trying to find the answer 
through a series of video shows 
the agency is sponsoring. Start- 
ing Oct. 28, it will carry a 13-week 
series of 15-minute shows on 
WFIL-TV. 

The series is called ‘Philadel- 
phia—A Great City,” with each 
show introducing exhibits of the 
city’s cultural treasures. Repre- 
sentatives of the city’s museums, 
libraries, churches and _ historical 


sites will be interviewed before 
the cameras, with examples of the 
articles over which they have cus- 
tody. Philip Klein, agency pres- 
ident, will do the interviewing. 

The programs will be free of 
commercials extolling the sponsor, 
and will be offered to TV viewers 
as a public service. 


To Ayers & Gillett 


The North. Carolina Board of 
Conservation and Development has 
appointed Ayers & Gillett, Char- 
lotte, N. C., to handle the state’s 
$200,000 advertising campaign. 


Essley Ups Carrabin 


Essley Shirt Company, New 


York, has promoted Thomas M.| 


Carrabin to the newly-created 
post of midwestern sales manager 
in charge of the Chicago office. 
Mr. Carrabin has been with Essley 
since its founding in 1933. 


Gets Susquehanna Mills 


Susquehanna Mills, New York, 
has appointed the Albert C. Wood- 
ley Company, New York, to 


handle advertising for its tie fab- 
rics division. National consumer 
magazines and business papers 
will be used. 


Marks 25th Anniversary 


The San Francisco Shopping 
News issued two special editions 
in celebration of its 25th anni- 
versary. 
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To make the most effective use of your advertising space you 
need market facts. So, for the fifth time since 1938, we've 
conducted an edition of the New York Herald Tribune 


Continuing Home Study. The facts concerning Herald Tribune 


readers’ earning and spending, living and shopping habits 


are in for 1947. Ready now is the report on ‘‘Brands of 


. Drugs bought by New York Herald Tribune Families 
in 1947."' The 98 brands listed in the report were 


mentioned by more than 1 % each out of a total of 


449 brands. Interested in the story on your brand? 
Address: New York Herald Tribune Research Dept. D, 
230 West 41st Street, New York 18,N. Y. 
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PRIMARY COVERAGE of a 


T GIVES YOU 


COMPANY 


BILLION DOLLAR MARKET 


Retail sales in the primary coverage area of WSBT totalled 
$1,009,269,000* in 1946! The rich counties of northern Indiana and 
southern Michigan which comprise this billion-dollar market have 
a combined population of 1,300,500*. And there are 414,700 radio 
homes in this area (BMB report). Remember 


SBil 


SOUTH BEND 


this is all primary 
coverage! WSBT secondary cover- 
age blankets two-thirds of Indiana, 
stretches well up into Michigan, and 
extends into Illinois and Ohio. 


# Sales Management's Survey of Buying Power 
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M-G-M Tops ‘4/ 
Yuletide Drives; 
Spends $200,000 


Petrillo Edict Won't 
Affect Ad Plans; 
More Dealer Aids 


New YorK—With the exception 
of M-G-M Records’ $200,000 
Christmas promotion budget, the 
majority of the record firms will 
not increase their advertising 


schedules for the holiday season | 


this year. 

Since the Christmas record sup- 
ply, for the most part, already is 
in the hands of the dealers, the 
ruling of James C. Petrillo of the 
American Federation of Musicians, 


barring musicians from making | 


recordings Jan. 1, will not affect 
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Seven Reasons Why es 
HUNTER SCREEN UNIT 


is the “buy” 


YOUNG MARKET 


1,127,000 circulation—2 out of 3 readers 
are under 35 years of age. 


HIGHER-THAN-AVERAGE INCOMES 


‘68% have incomes of over $3,000 a year. 


URBAN BUYERS 


Hunter Screen Unit has highest percent- 
age of city circulation of all the groups. 


GLAMOUROUS EDITORIAL CONTENT 


Insures cover-to-cover reading...all aimed 
to ignite the buying urge. 


INCREASING CIRCULATION 


Since 1940 the Hunter Screen Unit has 
shown the largest percentage growth of 
any women’s group. 


NEWSSTAND GAINS 


Screenland and Silver Screen are the only 
magazines in the screen and romance 
field with newsstand gains in 1947. 


LOW COST 


Hunter Screen Unit now offers exception- 
ally low cost... Compare! 


=. 


UNDER AGE 


OF 35 a 


farther than — 


y 
At $1.60 per page per 1000 circulation, 49 


I‘ you want action—FAST ACTION —from — 
your advertising dollars, then tell your story 
to the readers of the Hunter Screen Unit. 
They’re young, active, acquisitive; they’ve 
got money to spend and they’re spending it... 
on clothes, cosmetics and good times...on labor- 
savers, baby foods and living-room suites. 
Circulation 1,127,000...67% of ’em under 
the age of 35...if what your product needs is a 
live, young, highly responsive market, look no 


HUNTER SGREEN UNIT 
Your Buy for 1948 


holiday promotion plans. 

One of the youngest record firnis 
in the field today, M-G-M, through 
Donahue & Coe, begins its first 
Christmas campaign with a two- 
color page in a November issue »{ 
Life promoting children’s albums, 
to be followed by a four-color 
'page in a December issue of Lij-, 
advertising its recording of Lione] 
Barrymore as Scrooge in Dicken’s 
“Christmas Carol,” plus three 
other albums. 

In addition, M-G-M has sched- 
uled 300 and 600-line ads to run 
three times in 67 newspapers in 
46 cities, again promoting chil- 
|dren’s and Christmas records. 
More than 20,000 sales promotion 
kits will be supplied to dealers 
throughout the country during 
'\late October and early November 
for point-of-sale displays, local 
advertising, etc. 

RCA Victor, reluctant to release 
}actual campaign material, is re- 
| ported to have extensive Yuletide 
|ad plans, utilizing national maga- 
zines and dealer displays, includ- 
ing a big push for children’s 
records. 


Columbia Plans Spreads 


Columbia Recording Corpora- 
tion has scheduled a special four- 
color spread in Life and The 
Saturday Evening Post in early 
December featuring young peo- 
| ple’s records. This is the only ad- 
| ditional space Columbia will take 
‘for the special campaign, but it 
| will utilize its regular black-and- 
|white bleed pages which appear 
‘twice monthly in Life, the Post 
‘and Time, for Christmas promo- 
| tion. McCann-Erickson is_ the 
agency. 
| Decca Records will repeat last 
-year’s Christmas ad. in December 
_ issues of Life and The Saturday 
| Evening Post. The four-color page 
,ad is geared towards youngsters’ 
|records. The customary promotion 
| kits containing window displays 
ys, 
| fillers, streamers, etc., are being 
|mailed from Decca this month to 
'8,000 U. S. record shops. Agency 
| is Newell-Emmett Company. 
| Out of the advertising picture 
jall last summer, Signature Rec- 
‘ords is contemplating a schedule 
'of Christmas ads in Collier’s, Life 
‘and Look, promoting four or five 
| children’s albums. The firm will 
| begin using trade magazines in 
| November. The agency is Maxon, 
| Ine. 


| Musicraft Mails Posters 


Special Christmas posters have 
been sent by Musicraft to 8,000 
'dealers throughout the country 
| featuring the firm’s new Shostako- 
'vitch and children’s albums. A 
full-page Christmas ad will ap- 
|pear in November issues-of Record 
|Retailing and a half page in 
|\Radio & Television Retailing. 
| Business is placed direct. 
| Majestic Records’ Christmas 
‘promotion will center around a 
|new pressing of Irving Berlin's 
'“White Christmas” by Eddy How- 
ard and his orchestra. The firm 
|is not increasing its ad appropria- 
tion, but is preparing a direct mail 
campaign for dealers using inserts, 
cards, posters, displays, which wi!l 
also plug children’s albums. Tat- 
ham & Laird, Chicago, hand'es 
the account. 

Regional distributors of Monitor 
| Squipment Company, distributor 
'of Top Ten Records, will promot 
|its records featuring such rac i0 
comedians as Edgar Bergen, Jack 
|'Benny, Eddie Cantor, Amos 1 
Andy, etc., locally beginning t!\'s 
month for the fall and the Chri:' 
mas season. These records ¢ 
for home use exclusively. Adv«'- 
tising is placed through Warw 
& Legler. 
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Joins Griswold-Eshleman 
Gilbert H. Williams, forme") 
copy director of Campbell-Ew 
Company, New York, has joi 
the creative staff of Griswo'¢- 
Eshleman Company, Cleveland 
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NIAA Starts New 
Program of Aid 
for Colleges 


Cuicaco — The National Indus- 
trial Advertisers Association has 
launched a cooperative program 
with colleges and universities, de- 
signed to encourage the teaching 
of industrial advertising and mar- 
keting. 

The program was adopted after 
study of results of a survey con- 
ducted by Ross Cunningham, as- 
sistant professor of marketing, 
Massachusetts Institute of Tech- 
nology, to determine the actual 
needs of marketing teachers. Mr. 
Cunningham, an NIAA member, 
is on the NIAA college coopera- 
tion program committee headed 
by Edward Hurlburt, advertising 
manager, Ritter Company, Ro- 
chester, N. Y. 

The collegiate program includes 
three main objectives: 

1. Preparation of an advertis- 
ing text suitable for an advertis- 
ing principles course, with an ade- 
quate balance between consumer 
and industrial advertising. (The 
text, already prepared and now 
being published, will be cataloged 
in college textbook lists next 
spring.) 


Case Studies Planned 


y% Prepare from four to six 
case studies each year covering | 
marketing and advertising prob-- 
lems of actual industrial com-| 
panies, and make this and other | 
NIAA material available to mar- 
keting professors. 

3. Make NIAA members avail- | 
able for talks to marketing classes; | 
encourage teachers to join local | 
chapter groups and bring students | 
to meetings; and arrange for field | 
trips by marketing students to) 
NIAA member plants. 

The second and third phases of | 
the program are to be handled as 
chapter projects by the 26 chapter 


groups affiliated with NIAA. | | 


They will be asked to name com- 
mittee chairmen to cooperate with | 
the national group in developing | 
case history material and provid- | 
ing experienced admen for ap-| 
pearances before student groups. | 

Working with Mr. Hurlburt on | 
the national program are Gene 
Robers, advertising manager, 
Weatherhead Company, Cleveland; 
J. M. Nevergole, Roland G. E. Ull- 
man Organization, Philadelphia; 
Fred B. Hohenhorst, Creamery 
Package Mfg. Company, Chicago; 
Frank G. Coolsen, assistant pro- 
fessor of marketing, Renssalaer 
Polytechnic Institute, Troy, N. Y., 
and Robert B. Jenkins, associate 
professor of marketing, New York 
University. Ex-officio members 
are W. A. Marsteller, advertising 
and market research manager of 
Rockwell Mfg. Company and 
NIAA board chairman, and W. 
Lane Witt, NIAA president and 
general manager. 


Agency Readies Study 
of Business Paper Aids 


Deutsch & Shea, New York, will 
‘sue its fourth merchandising 
Study, “Report of Business Pub- 
lication Merchandising,’ Dec. 15. 
The survey, conducted among 258 
Susiness papers in 68 different 
Classifications, will include facts 
availability of market data and 
Suying habits; creation of sales 
Promotion material; availability of 
Tade lists; editorial space de- 
Yoted to merchandising news, and | 
offer helps on development of dis- 
tion setups and maintenance 
‘search libraries. It will also| 

‘t on charges made by busi- | 
papers for these services, and | 
“inimum contracts required. 


O'Brien Names Duncalfe 


Laurence Duncalfe, formerly 

Ronalds Advertising, Mont- 
“ai. has been named copy chief 
‘ O’Brien Advertising, Van- 
iver, B, C. 


Hullihan Joins Lennox 


Robert Hullihan, formerly di- 
rector of information of the state 
department of public safety in Des 
Moines, has joined the advertising 
department of Lennox Furnace 
Company, Marshalltown, Ia. 


Names Bloch Agency 


Laclede-Christy Clay Products 
Company, St. Louis, manufacturer 
of clay products and fire bricks, 
has placed its advertising with H. 
George Bloch Advertising Com- 
pany, St. Louis. 


BSF&D Boosts Reins 


Richard Reins has been ap- 
pointed executive art director and 
a member of the plans board of 
Brooke, Smith, French & Dor- 
rance, Detroit and New York 


agency. He has been with the 
agency for the past 10 years. 


Whaley Heads New 
Dell Coast Office 


Dell Publishing Company has 
opened an advertising sales office 
at 1046 N. Carol Dr., Los Angeles, 
with Robert C. Whaley as Pacific 
Coast advertising manager. 


Mr. Whaley has been with Dell | 


since 1933, for the past 11 years 
as a member of the New York 
advertising sales staff, except for 
wartime service as a lieutenant in 
the Marine Corps. 


Appoints Witzenburg 


Lee O. Witzenburg has been) 


appointed sales manager of the 
drives and die casting divisions 
of Congress Tool & Die Company, 
Detroit. 


ts nh 


Sam R. pre 


- MEMBER—WESTERN ASSOCIATED FARM PAPERS 


Both STEEL and ABP have a purpose in com- 
mon: To help advertisers get a bigger return 
on their investment. 

As a member of the Associated Business Papers 
STEEL has always kept that purpose in mind 
and consistently aims to make itself more use- 
ful to its 102,000 readers in the metalwork- 
ing industry. 

As the leading publication of the metalworking 
field, STEEL gives its advertisers a bigger 
dollar’s worth by maintaining an information 
Service unique in its scope and completeness. 


STEEL ¢ Penton Building, Cleveland 13, Ohio 


This market information is constantly being 
used by STEEL advertisers as an aid in planning 
sales and advertising programs. Right now 
STEEL is presenting an exclusive and up-to-date 
picture of the metalworking industry in the 
latest market study just completed. 

It is called “A NEW YARDSTICK TO MEAS- 
URE THE METALWORKING MARKET” 
and is based on the government’s Standard In- 
dustrial Classification. It is the first market 
study to be made on this new basis and the man 
from STEEL is ready to show it to you on 
request. 


Get help with your sales and advertising plan- 
ning—ask the man from STEEL to show you 
“A New Yardstick to Measure The Metalwork- 
ing Market”—STEEL’s new market study based 
on the government’s recent Standard Industrial 
Classification, 


A Penton Publication 
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management market 
covered completely 
by the 


Promotes Home Freezers 


Wilson Refrigeration, a division 
of the Wilson Cabinet Company, 
Smyrna, Del., manufacturer of 
home and farm freezers, milk 
coolers and commercial refrigera- 
tion products, has launched a 
“Golden Freezer Harvest” cam- 
| paign. Copy calls the home freezer 
'an answer to rising food costs, 
| since food can be bought in quan- 
tity when the prices are low and 
stored for future use. 


Names McClanahan & Co. 


McClanahan & Co., New York, 
has been named representative in 
the New York area of National 
| Commty Agent & Vo-Ag Teacher 
and Atlantic Farm & Home Dealer. 


“CONVENTION ANDEXHIBIT jr. 4 | | 
BOOTHS AND Distiavs *Pyialld of Sale 


CHICAGO ADVERTISING DISPLAY CO. \; 


N 37 No. Wacker Drive .. 
; Phone Franklin 6957 
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Jewelers Predict 
Top Yule Demand 
tor New Watches 


New YorkK—Watches and watch 
accessories are expected to lead 
consumer demand during the 
coming holiday buying season, and 
more than 50% of U. S. retail 
jewelers say they need watches in 
the $30-$65 range to fill customer 
wants, according to the second 
semi-annual survey of 2,000 Amer- 
ican retailers conducted by Jew- 
elry, news magazine of the in- 
dustry. 

Other highlights of the survey, 
which appear in the Oct. 15 issue 
of the publication, include: 

1. Retailers label costume jew- 
elry as their greatest sales disap- 
pointment during the past six 
months, leading in this category 
for the second time. More than 
80% of retailers report decreased 
costume jewelry sales during the 
first half of 1947, with 24.2% be- 
lieving costume jewelry prices are 


LA 


‘ 
‘ 


there in the state, and how much do they sell? 


Kandi Cath Coop? 


Across Kansas’ fertile acres, millions of bushels of wheat are beckoning you to cash in on a 
bumper cash crop. What do you know about Kansas as a market? How many times richer 
is it now than it was before the war? How many farm families will be sharing in the pro- 


ceeds of $2-a-bushel wheat? How are they fixed for radios? How many retail outlets are 


The answers to all such questions can be found quickly and easily in Advertising Age's 


Consumer Market Data Book. The way you can reach the people who make up this great 


market can be found there too—factual reference data by these media: 


Station KANS, Wichita 


General Outdoor Advertising Company, 
Kansas City 


Station KFBI, 


Wichita 


The Wichita Beacon 
Wichita Eagle 
Station KFH, Wichita 


Station WIBW, Topeka 


The basic starting point for market research will be found 
in Advertising Age's Consumer Market Data Book. Solve 
that problem by looking in 


Advertising Age's 


\CONSUMER MARKET DATA BOOK 


100 EAST OHIO STREET, CHICAGO « 330 WEST 42nd STREET, NEW YORK 


DISCUSS ANNOUNCEMENT AD—J. R. Pershall (left), president of J. R. 

Pershall Co., which handles the advertising for the Chicago sre” campaign, 

points to the opening newspaper page in the “Fall Salute to Electrical Living’ 

$10,000 contest campaign sponsored by the Electric Association. The others 

are Felix Van Cleef (center), president of the sponsoring group, and Axel H. 
Kahn, general chairman. 


now right. (Last survey reported 
only 0.6% in latter category.) 

2. More than half of the re- 
tailers recorded a decrease in their 
precious jewelry sales during the 
past six months. 

3. Almost all jewelers expect 
yellow gold to be the best color 
for watch sales, while more than 
half favor gold-filled watches to 
lead in demand. 

4. Only 32.5% of retailers now 
have gift departments, compared 
to 56% last February. 


5. Almost 50% of retailers 
carry electrical appliances. 
Hull Heads PR 


Ernest W. Hull has been ap- 
pointed general manager of public 
relations and sales of Railway Ex- 
press Agency, New York. Mr. 
Hull has been acting general man- 
ager since Jan. 1, 1947, when he 
succeeded Kinsey N. Merritt, who 
was appointed vice-president of 
traffic. 


Appoints Martin 


D. Rolland Martin, formerly on 


Thompson, has joined the Mer- 
cury Herald and News, San Jose, 


advertising department. 


Joins Einson-Freeman 


J. J. Twyford, consultant on 
point-of-purchase promotion, has 
joined Einson-Freeman Company, 
Long Island City, N. Y., as a sales 
representative and consultant on 
special display construction. 


the Chicago staff of Lorenzen &|) 


Donates Poster Space 


Several thousand car cards are 
being shown by the San Francisco 
chapter, National Safety Council, 
in space donated by Fielder, Sor- 
enson & Davis, transit advertising, 
for a fall traffic accident preven- 
tion program. In addition to post- 
ers inside buses, trains and street- 
cars, the firm also has allocated 
more than 200 spaces for metal 
posters on the outside of Key Sys- 
tem vehicles. 


Cal., as manager of the national | |~ 
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‘Realistic Sales 
Stimulation Urged 
by Marvin Bower 


New YorK—Tailor-made train- 
ing and incentive plans for sales- 
men to prepare them for the forth- 
coming buyer’s market in many 
fields were urged by Marvin 
Bower, partner of McKinsey & Co.., 
management consultant firm, be- 
fore the Sales Executives Club of 
New York. 

Because costs have skyrocketed 
the break-even point, Mr. Bower 
showed, more business must be 
developed to compensate for them. 
There are only four reasons why 


R. one company’s products, rather 
gn, than another’s, are chosen: Bet- 
ng ter performance, service, brand 


acceptance and price. To meet the 


H. buyer’s market a company must 
___ § have at least one of the advan- 
tages on its side. 

Also, a company either must ad- 
are  vertise better or more extensively, 
cisco or hire salesmen who can present 
incil, @ the product better. 

_ Vets Need Stimulation 
ven- Mr. Bower described the ex- 
post- B nerience of one sales manager 
reeaj | who went out into the field to 
neta] | study salesmen’s reactions—and 
Sys- § found that they varied with al- 
most every man. The younger re- 
—__.. §& turned-veteran salesmen, by and 
om. | large, for example, needed more 
: i@ stimulation of filled orders than 
the older men, many of whom 
were glad to ride along on the 
seller’s market. 

He urged the sales executives 
either to make a_ cross-section 
study of what their men think, or 
to go out to the districts, ask the 
men to name one of their number 

; as spokesman, and have him air 
their collective reactions. 
ns | Meanwhile, Mr. Bower said, 
ves sales managers can work on the 
product to find out how it really 
ocht performs against competition, and 
ONAL overhaul the marketing machinery 
to provide more effective planning 
ane'e at headquarters. He also urged 
*) 


them to analyze territories to find 
how many salesmen will be 


needed for the buyer’s market, the 
number of calls needed, etc. Espe- | 
cially, he asked for more realistic | 
sales training. 

Most sales. organizations, he | 
said, need more _ supervisors— 
many of them to be promoted 
from the ranks, who would also 
help to design a simple training 
course. 

“One solution to the problem,” 
Mr. Bowers concluded, is “devel- 
opment from within.” 


Gas Editor Cites 
Electric Hazards 


In a story headed “Gas Group 

Cites ‘Safety’ Figures on Elec- 
tricity” (AA, Sept. 29) an article 
ty Miss Jean Clarke Thompson 
of the publicity bureau, American 
Gas Association, New York, was 
mentioned as the source of the 
material. Actually, this was taken 
fom an editorial by Harold 
eet managing editor of 
Gas Age and LP Gas. 


KALE Names Hanselman 


John J. Hanselman, formerly 
acount executive of Short & 
Baum Advertising Agency, Port- 
and, Ore., has been appointed an 


account executive of Station 
KALE, Portland. 


Names Weingarten A.M. 


Edward Weingarten, Sormentty | 

‘astern advertising manager of 

‘ardware Dealers Magazine, has | 

%en named advertising manager | 
+ Our Business, Philadelphia, | 
iware business paper. 


ll to Rogers Peet 


Donald M. Brown has resigned | 

“ copy chief of Maxwell Sack- 

tim & Co. to join Rogers Peet 

mpany, New York, as assistant 
he advertising director. 


Names Alley & Richards 


John G. Paton Company, New 
York, has transferred its adver- 
tising on Golden Blossom honey 
from Morse International to Alley 
& Richards, New York. Metro- 
politan New York, Newark and 
Philadelphia newspapers will be 
used for an initial campaign an- 
nouncing the return of the honey 
to the market. 


Honors 75th Year 


Mullins Mfg. Corporation, Salem 
and Warren, O., has prepared an 
80-page book, entitled “The 
Story,” in honor of its 75th anni- 
versary. The book traces the his- 
tory of W. H. Mullins Company in 
Salem and the Youngstown 
Pressed Steel Company in Youngs- 
town, which merged to form Mul- 
lins Mfg. Company. 


‘Foliage Display 
Wins Crowds-—and 
Stalls Movie Crew 


NORTHAMPTON, Mass. — Some- 
times advertising can be too at- 
tractive! 

That’s what Elisabeth Shoe- 
maker, publicity director of the 


out over Columbus Day. 
Miss Shoemaker, during 


Franklin Counties. 

Then, over the Columbus 
weekend, Miss Shoemaker and a 
|camera crew engaged 


‘hours in the weekend traffic jam, 


Pioneer Valley Association, found | KIXL, Dallas. 


the | 
past several months, has spent ap- | 
proximately $30,000 advertising | 
the fall foliage display in Pioneer 
Valley—Hampden, Hampshire and | 


Day 


in filming 


91 


the fall foliage for the gags Joins Rinshed-Mason 

forthcoming sound-color motion William R. Barrett, formerly 

picture, were trapped for several) with Reichold Chemical Company, 

has been named general sales 

“the | manager of Rinshed-Mason Com- 
| pany, Detroit. 


McDonald Promoted 
J. Hugh McDonald, Detroit dis- 
William G. Rambeau Company, trict sales manager of Dun & 
Chicago, has been appointed na-| Bradstreet, Inc., has been ap- 
tional representative of Station | pointed district manager, succeed- 
ing W. J. McCarthy, retired. 


which police described as’! 
heaviest in history.” 


KIXL Appoints Rambeau | 


efi lowest cost per inquiry in 
™ 7€ n 200,000 this highly responsive field 
RBG MEMBERSHIP 


GEORGE Tf. HOPEWELL, EASTERN REPRESENTATIVE * 101 PARK AVENUE, NEW YORK 


The peak of the berry crop arrives in Michigan 
...and all good housewives start canning. It’s as simple as that. 
Those gals don’t care that the Indiana berries 
.or that Minnesota berries won’t be ready 
for ten more days. Not at all. But you can be sure the Kerr Glass 
Manufacturing Corp. cares. They want sales in Indiana, Minne- 


came in last week.. 


sota, Michigan. . 


Obviously, they need fast-moving, hard-hitting 
advertising, and they get it with Spot Radio. For 10 years this 
flexible medium has been used from coast to coast.. 
when and where crop and selling conditions were ripest. 
Today, requests for the Kerr Canning Booklet are greater 
than ever, and cost-per-inquiry has hit a new low. 


Ask your 


can solve your toughest selling problems. Chances are 
he’ll come up with the answer. 


29 


SE Z JOHN 
= BLAIR 


& COMPANY — 
Riri LEADING nanse<iorei= Offices in Chicago « 


—— J 


.and in 45 other states, too. 


John Blair man how Spot Radio 


. exactly 


New York © Detroit « St 


Louis « Los Angeles ¢ San Francisco 


| a =: % 
Fe ae is 
Ee ee 
oe 
: aaa i 
a ee | fk 
| ; 
| : 
Seat 
KERR uses SS % 
~ aplO cisely = peo 
_ pRE ee ail 
| — ere can pomers Coe: Yom cee 
h > Swe a 
| — qd cor . 1 ee aa 
| =, an ~-kingd: Ae, | i 
ee Pp ic 4504 the ate 
| — R iP t for nS — oa 
| —— ar e g / 9 om 
es —— = CaF f Te MARS ne : pe 
CAGO | ¢ , : ek I a 7 ~ a 
= : \() “ MASDN | il 
~. ene ae 
oe tay, re : 7 
Kerp Game 0M ber a 
Re oe tg? Conp Fe % 
ca ¥ Creag’ Uno ., -S , | 6 a3 
| a oie gee tom . 
, be 
“Qy ie, 1947 a " 2 : es 
ke Leen 7 
| Pn weitine Tie Mote eee 
| 220 Gara Soy ee 
Dear up ital foraie! _ ae wai a 
‘Adio Frograae nt 7 and the P : : 
over Yoly : pod ml 10 rep wa for BS gee q 
a tt ct a te cre aregh Teer sine praPtTticuten,, -  t Sttton, | i an 
" to ee ag, 1 reas vara, Wien aadflion ot te a. Pere 
PO agg 0 ty (Ale par aa 
SPOT Ranig Phan | 
1) ; 
: i sel Dirt Kory ) f 
2 THE MiLLions aa | 
| | 
7 tt tN a ee 
: ee 


te Chicago conventions. Simply 


Fred Mees, Bindery, 


blowups, photos, etc., by mail. We will 
mount, cut out, etc., and install complete 
“sea display in your booth within 24 to 36 hrs. 


506 N. STATE ST. 
CHICAGO 10, ILL, 


Designers Elect 

The Society of Industrial De- 
|signers, New York, has elected 
|Henry Dreyfuss, who heads his 
own organization in New York 
arid Pasadena, as president, suc- 
ceeding Raymond Loewy. Other 
officers are Harold Van Doren, of 
Van Doren, Nowland & Schlader- 


send 


TOP STATION — 
“BOTH in Vancouver 
and «MEW WESTMINSTER 


mundt, vice-president; Egmont 
Arens, who heads his own New 
York office, secretary, and Ray 
Patten, director of the appearance 
design division of General Electric 
Corporation, Bridgeport, treasurer. 


Forms Fashion Bureau 


Burlington Mills Corporation, 
New York, has formed an intra- 
company fashion bureau, under 
the chairmanship of Kenneth Col- 
lins, 
of public relations and advertis- 
ing, to coordinate fashion activi- 
ties of the company. Grace C. 


Dimelow, in charge of product 
publicity, will serve as _ coordi- 
nator. 


+) 


7 ...One of the Nation’s 
a. Fastest Growing Cities 


1947 y* 
699,900 


528,96! 


Bs : hess ee 
aia 1910 
” ak 
: 


U. S. Census. 


SELL 


359328 


1920 1930 


1940 


Chart shows growth of Metropolitan Houston (Harris County). 1947 population estimate from SALES 
MANAGEMENT'S “SURVEY OF BUYING POWER,” May 10, 1947. All other population figures from 


1950 


SEE Houston IN THE HEADLINES 


“Houston . . . is generally regarded as one of the nation’s leading 
growth cities. The war brought a 32 per cent population increase, 
which was no greater than Houston’s normal rate of growth, and 
population subsequently has continued to increase . . . Houston’s 
growth is solidly founded on the basic wealth of the Texas Gulf 
Coast. Its resources, including oil, gas, chemicals and agriculture, are 
only beginning to enter the full development stage.” 


—Standard & Poor’s OuTLooK, August 11, 1947 


both in advertising and circulation. 


The Houston Chronicle 


LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY 


National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


Uuston THE CHRONICLE 


Houston, by far the South’s largest and richest market, continues to 
grow at a rapid rate—but its growth is sound. One single medium, 
The Houston Chronicle, reaches all corners and levels of this rich 
market with rare efficiency. It is a matter of record that The Chronicle, 
for 34 consecutive years, has been first among Houston newspapers 


The Houston Market is sold 


when your story is told 
. .. in The Chronicle 


vice-president and director | 
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be supervised by William S. 
Patjens. 

Syndicate Selling is distributed 
to all 4,533 stores of the 10 major 
variety store chains, which em- 
ploy 156,946 salesgirls and do 80% 
of the total $2,000,000,000 annual 
business. 


Wilmar to Everling 


Wilmar Mfg. Company, Phila- 
delphia, has named Lawrence I. 
Everling, Inc., Philadelphia, to 
handle its advertising. Wilmar 
peanut butter is the first product 
to be promoted. Spot radio, news- 
papers and food industry publica- 
tions will be used. 


Advert 
FM 
GAIN AND LOSS PERCENTAGES —52 CITIES i | s 
q Y | 
MONTH Ope 
AUGUST 1947 - 1946 Loss GAIN 
CLASSICATION [mace | 20 0 10 20 30 40 50 Chan 
RETAIL en | WASHI 
AUTOMOTIVE... | 50.9 FM ope 
FINANCIAL._____ | 8.4 ee headqua 
TOTAL DISPLAY. ] 11.1 discuss 
OT ng - 7h industry 
DEPARTMENT stones. 6.3 board of 
ACCUMULATIVE last mon 
JAN, | AUG. 31, 1947-1946 | LOSS GAIN Choug 
CLASSIFCATION | mecen | 29 10 ( 0 20 40 ment Fe 
WM es 14.7 amenam 
eee 17.3 ee meeting 
ar ogy eye bey some tin 
TOTAL DISPLAY... 16.7 As so 
CLASSIFIED ..........- ] 1248 proved, 
TOTAL ADVERTISING | 15.7 Miller a 
DEPARTMENT STORES.| 10.9 submit » 
a members 
AUGUST NEWSPAPER LINAGE—Media Records’ measurement of newspape: = teed 
linage in 52 cities shows all classifications, except financial, ahead in August, th 
compared with the same month last year. Automotive led with a gain of 50.9%,, —B°” bears 
and total advertising was 9.5% ahead of August, 1946. The Jan. |-Aug. 3! 
period shows the same picture, with automotive leading, and total advertising 
15.7% above the eight-month period of 1946. To pre 
of “railz 
’ . . # . s possible 
Syndicate Selling’ | Appoints Ad Director fret, 
John C. Gibbons, formerly an Buocided 
to Accept Ads account executive of Ewell & rectly te 
Thurber Associates, Chicago, has tt 
New York—In January Dell| been appointed director of adver- r. — 
Publishing Company will convert |tising and promotion of Bruns- n ad 
Syndicate Selling, published for | Wick - Balke - Collender Company, typical s 
three years as part of its mer- | Chicago. here a 
chandising program with chain OES OT betwee 
variety stores, into a full-fledged Change Deadline ae ae 
business magazine for the variety| The St. Paul Dispatch and Pio- ca 4 
store salesgirl. The publication | neer Press have moved their Sun- a , 
will accept advertising, at $150| day paper want ad deadline up to ’ _ 
per black-and-white page (12-|6 p.m. Friday. Want ads were onventic 
time rate). previously handled up to 6 p.m. CTiticis 
Ruth Murphy, who has been | Saturday. “oncentré 
connected with Dell’s syndicate a : 
store merchandising program, will mei 
be editor, with Ray Martin and| als. a 
Jack Milligan advertising man- on od ‘ 
agers. The advertising staff will ae: - = 


Small 
emption | 


ACK wate + Chicage | 


67 East Lake 


&* 


a Bw, 


hate 


VAMC 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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| EFM, Non-Network 
Operators Discuss 
"| Changes in Code 


WASHINGTON—Non-network and 
: FM operators assembled at NAB 
headquarters here last week to 
discuss possible revisions in the 
industry code approved by the 
poard of directors in Atlantic City 


— last month, _ 
a Though scheduled for enforce- 
>| ment Feb. 1, the code is subject to 


amendment at an NAB board 

meeting which is to be held here 
some time during November. 

As soon as the code was ap- 

| proved, NAB President Justin 

Miller asked all broadcasters to 

a submit their criticisms to board 

members. Three board members 

were assigned to the job of screen- 


pape’ Hino the ideas before the board acts 
ee, on them. 
g. 3! No ‘Railroading’ 
tising 
To protect itself against charges 
of “railroading,” and to avert a 
, possible split among dissatisfied 
non-network stations, NAB then 
‘ly an fRiecided to submit the code di- 
- ie rectly to its FM executive com- 
vives, mittee, which met here Oct. 24. 
Sruns- In addition, NAB invited 11 
npany, typical station operators to come 
here Oct. 23 to speak out for non- 
network operators. This commit- 
ee, subsequently increased to 13, 
; includes men like Ted Cott, pro- 
d Pio- Bram director of WNEW, New 
oo ‘ork, who fought the code on the 
were geonvention floor. 


Criticism so far continues to be 
‘oncentrated on the use of a 15- 
ninute time segment involving a 
three-minute limit on commer- 
jials. This arrangement, and a 
ban on double spotting, are con- 
idered a “threat to security” by 
mall stations. 

Small stations are asking ex- 


smption for time signals and other 


service announcements between 
programs. They also would like 
special consideration for disc 
jockeys and similar participation 
programs. 

Members of the special non-net- 
work station committee, besides 
Mr. Cott, are: Frank Blair, WSCR, 
Scranton; Wayne Coy, WINX, 
Washington; Arthur Harre, WJJD, 
Chicago; Edward Lamb, WTOD, 
Toledo; Elliott Sanger, WQXR, 
New York; Harold B. Shaw, 
WOAY, Oak Hills, W. Va.; Calvin 
J. Smith, KFAC, Los Angeles; 
Ben Strousse, WWDC, Washing- 
ton; Eugene Weil, WLAQ, Rome, 
Ga.; Ralph Weil, WOV, New 
York; Eugene J. Roth Jr., KONO, 
San Antonio, and Al Meyer, 
KMYR, Denver. 

The FM executive committee is 
under the direction of Leonard 
Asch, WBCA, Schenectady. 


Meredith Issues Booklet 


Meredith Publishing Company, 
Des Moines, has published a 72- 
page brochure, entitled “This is 
Merediths,” which traces the 45- 
year period of the company’s ex- 
istence and recounts company 
policies and aims. 


Baker Boosts Williams. 


Clarence L. Williams has been 
promoted from assistant produc- 
tion manager to production man- 
ager of Baker Advertising Agency, 
Toronto, succeeding the late Earle 
H. Present. : 


Starts Canadian Drive 

G. T. Lanning Ltd., Toronto, 
manufacturer of leather goods, has 
launched a campaign. ir Canadian 
magazines featuring the “Sterling 
L”. trademark: -‘Tandy Advertising 
Agency, Toronto, is the agency. 


Names Orchard 

Francis 
named business representative in 
the New England area for Out- 
doorsman and Popular Homecraft. 


M. Orchard has been 


standing gains over the 19 


ing power? 


newspapers published 


homes. 82% 


a 


| 


WARD-CHIFEITH CO.—- NATIONAL REPRESENTATIVES 


What happens to the effective buying income of 
Lawrence, Mass. (over ninety-nine million dollars}? 
The above Sales Management figures tell the story! 


Study these figures carefully, for they all show out- 
45 and 1946 estimates. Are 
— you getting your share of Lawrence’s dependable buy- 


The Daily Eagle and Evening Tribune are the only daily 


(with a population of 128,619). Read in 95 out of every 100 
home delivered 


The EAGLE - TRIBUNE 
Bcarirav or wonsteD Tentive INOUSTRY. IN AMERICA) 


in the Greater Lawrence market 


ABC over 386,000, 


* | 


IS MILK CHECKS 


WISCONSIN with the Paper 
Dairy Farmers Read 


Percentage of 
Farm Dairy Income 


by Months 


income in some farming sections 
depends on harvest once a 
year. Income of Wisconsin 
dairy farmers is constant He- 
cause milk checks are received 
month by month on a steady 
basis. Here is a breakdown of 
the Wisconsin dairy income 


by months: 


January . 
February 
March 
April 

May 

June 

July 
August 
September 
October 
November 


December 


8% 
7% 
. 8% 
. 8% 
. 9% 
. 9% 
9% 
. 8% 
» 9% 
9% 


8%, 


, 8% 


i To sell a market, you have to know that market—and 


you have to approach it at the right time from the right 
side. Since dairying is the principal farm industry in 
Wisconsin, your best approach to the Wisconsin dairy 
farmer is through the business paper he depends on for 
the latest dairy information and advice. That is why 
Wisconsin’s own state farm paper is read more thor- 
oughly and more régularly than any other farm publi- 
cation. It provides a meeting place for farmers through 
the entire state to exchange their experiences and ideas. 
It has beena spokesman for the Wisconsin dairy indus- 
try for 98 years. Wisconsin’s crop of milk checks, a 
year round crop, is now the biggest ever. Better move 


in quickly while the harvest is at its peak. 


WISCONSIN 


GRICULTURIST AND FARMER 
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SELL BY MAIL 


Let this successful mail order advertising 
agency show you how to sell your merchandise, 
beoks, courses, services, ete. 

ARTWIL COMPANY, Advertisin 
rr i 26-8 West 48th St. @ New York 19, 
7 ain MEdallion 3-0813 


. ¥. 


‘Busbey Agency Formed 


The Busbey Advertising Agency 
|has been established at 107 N. 
'Fountain Ave., Springfield 34, O. 
| Principals of the agency are Raiph 


C. Busbey, president; Walter B. 
Evans, art director; Richard H. 
|Jordan, space buyer, and M. R. 


' Griffin, secretary. 


Fortify and Spark Your Staff 


with This Top Creative Man 


a 4 ood? > ,000 


NOW creative head of an excel- 
lent agency, but wants faster 
growth. Top experience in both 
package and “high ticket” goods. 
Ability not only to create exciting 
campaigns that penetrate deep. 
but to head a Plans Board and 
develop younger writers into ma- 
ture craftsmen. Large agency 


background, last eleven years 

with only two firms. Just over 40, 
perfect health and vigor, finan- 
cially solid. A depression-proof 
investment in brains, talent and 

business know-how. Replies held 

in strictest confidence. Box 6850, 

ADVERTISING AGE, 100 E. 
Ohio St., Chicago 11, Il. 
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DuMont Stages © | 
Television Drama | 
for Boston Group _ 


Boston — The DuMont Televi- | 
sion Network showed how it| 
thought advertising should be 
done over video at a luncheon ses- 
sion at the Boston Conference on 
Distribution here last week. 

Getting in a double sales mes- 
sage—for television as a medium 
and for the sets manufactured by 
the company—DuMont presented 
a televised drama, especially writ- 
ten for the occasion and featuring 
a Broadway cast. No commercials 
as such were used, but the video 
set got into the act by being a 
part of the story—as a gift which 
made an overworked ‘man of the 
house” feel at peace with the. 


world again. 


“The skit utilized just two of 
many techniques that television 
provides for driving home a sales 
message,” Lawrence Phillips, Du- 
Mont network director, said fol- 


* 
* 


PARTRIDGE & ANDERSON opened its 


doors to business July 12, 1901 on the third floor of a 
building located on the northwest corner of Lake & 
Dearborn Streets. Charles S. Partridge was president, 
plant manager; Jack Anderson treasurer, sales manager. 
Capital stock was $35,000. 
Personnel was sizable. Equipment, embracing individ- 
ual machines driven from overhead shafting and powered 
by a gas engine, was adequate for production needs. 
Advertising accounts predominated. Lord & Thomas, 
J. L. Stack and J. Walter Thompson were among the 
agencies. Sterling Remedy Company (Cascarets), Royal 


Baking Powder, Hart Schaffner & Marx, Santa Fe Rail- 


tional advertisers served directly. 


road and Brunswick-Balke-Collender were a few of na- 


This was the initial step, the maiden effort of a business 
destined for a splendid future—that of leadership in serv- 
ing advertising agencies and national advertisers with 
their plate and mat requirements. 


— PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS + NICKELTYPERS + MATRIX MAKERS + STEREOTY PERS 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE: HARRISON 3732 


| 
| 


Gay 
Find 
Pron 
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NEW 
Canadia 
conduct 
of a hit- 
merly, 
wards j 
approac 
Associa’ 
reports 
conclud 
Guyla 
many { 
CONSERVATION CONSCIOUS—Mrs. E. Martin, dining room manager of the unbalan 
Town Hall Club, (left) and Mrs. Mae Wagner Carlisle, president of the Pub. @ ments 
licity Club of New York, look over food that was saved by a “streamlined” @ papers — 
luncheon the club held on Oct. 9. The difference in the price between this Mf tion. 
luncheon and the usual more elaborate ones was used to buy CARE food pack- The s 
ages for European relief. bination 
view be 
lowing the luncheon. ; tionnair 
“It demonstrated two methods «ag Peedi th section | 
by which television achieves un-| ¢,-hion merchandising a in each 
usual impact—that is, by working | o¢ parents’ Magazine and Wesi{g Province 
a product into the script to show | Coast representative for Henry Lj with pe: 
its use and enjoyment in natural,| Jackson, men’s fashion editor off bers on 
dramatic sequence and then going | Collier’s, has been appointed headfJ337 qu 
on to show the nature of the en-|of the public relations and mer-§ were re 
tertainment that can be enjoyed|Chandising department of Allen 47 90, 
through the use of a product—an Clenaghen & Smith Advertising 
end — achieved in this case by Agency , Portland, Ore. Dis 
‘dubbing in’ strips of film.” ‘ Of the 
To stage this demonstration for | Kebel Appointed said the 
800 leading merchandisers, the. Harry G. Kebel, for many years{§/ations ¢ 
| company flew a transmitter, an/|in the field of advertising and re-§departm 
|antennae, a dozen receivers, two|search, has joined Harriet Hub-@tion anc 
television cameras, complete sets | bard Ayer, New York, as adver-Mtions d 
\for 11 scenes and 18 persons to | tising manager. disclosec 
Boston. Facilities of the Massa- | papers j 
chusetts Institute of Technology pletely 
4 were used for the telecast. BEGINNER S LUCK ° tion de} 
fe scope of 
Gets Gristede Account Yo! Auy amateur can set pn 
| Gristede Brothers (food stores), | ; 
fwd he ‘ me appointed the | e @) T @) T Y 4 E wel 
osep acobs Organization, New | ¥ 
York, to handle advertising in the | ve en ™ «alle _— t 
Jewish field. Jewish SEE §=— special composing stick ready» Chicago 
will be used. to the finished art. Ideal for heads ® = 
—— = §~—s Available in transparent or opaque rout Fr 
Bryner Joins ‘True’ | letters. This ad set with Fototype in just Des Moi 
NY 25 minutes! WRITE FOR FREE CAT Grand R 
| Jack Bryner, advertising sales : ug Times 
| manager of the Fawcett Comic Rockfore 
|Group, has joined the advertising i ‘aa » 
sales staff of True, also a Fawcett [RBAEBLSoberel ae enICAGO. 13 Fonte: 
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Guylay Survey 


merly, with a decided trend to- 
wards a broader public relations 
approach, L. Richard Guylay & 
Associates, public relations firm, 
reports on the basis of a recently 
concluded survey. 


f the fpunbalanced, with many depart- 
Pub- ments or activities of the news- 
lined" papers getting little or no atten- 
n this Bi tion. 

pack- The survey was made on a com- 


bination mail and personal inter- 
view basis. A total of 337 ques- 
S tionnaires was mailed to a cross 
ae the section of dailies, large and small, 
rtmentia 2 each U. S. state and Canadian 
| West province. These were followed up 
nry Lg with personal visits by staff mem- 
itor offf bers on a spot-check basis. Of the 
d head§#337 questionnaires mailed, 159 
i mer-§ were returned, for a response of 
Allen, 47.2%. 


ertising 
Directors Are Appointed 


Of the newspapers polled, 70.6% 
said they had either a public re- 


y years lations department or a promotion 
and re-—department (59.3% with promo-_| 
t Hub-Htion and 21.3% with public rela- | 


adver-Btions departments). The study | 
disclosed that some of the largest 
papers in the country have com- 
pletely reorganized their promo-, 
tion departments, expanding the 
scope of activity and giving the 
head of the department the title 
vf publie relations director. 

This trend was particularly 
notable in the Midwest, and in-| 
cluded the Akron Beacon Journal, 
Chicago Times, Columbus Dis-, 
patch, Dayton Journal-Herald, De-| 
troit Free Press, Detroit News, | 
Des Moines Register and Tribune, 
Grand Rapids Herald, Minneapolis 
Times, Pittsburgh Post-Gazette, 
Rockford Star and Register-Re- 
public, and South Bend Tribune. 

Of the papers having either a 
promotion or public relations de- 
partment, the average annual) 
budget reported was $77,716. 
These papers had an average cir-| 
tulation, based on 1946 figures, of. 
154,536. This means, Guylay | 
Pointed out, that these papers. 
spend on the average $503 an-| 
hually for promotion or public re- 
lations activities per 1,000 circula- | 
ion. | 

Advertising Tops List 


Allocation of the satiiaainads| 
budget was as follows: advertis- | 
ing promotion, 35.1%; circulation | 
Promotion, 23.7%; editorial pro-| 
Motion, 18.1%; community affairs, | 
1.5%; employe relations, 4.4%; | 
rade relations, 3.3%; other, 3.9%. 
Questioned on their outstanding | 
bublic relations problems, news- 
Papers listed: (1) the need for 
strengthening the good will of the | 
hMwspapers in the community and 
Me need for encouraging local 
Mide in the community and rally- 
mg of support for local projects; | 
2) the problem involved in the 
Monopoly ownership of news- 
Papers; (3) the problem arising | 
cut of newsprint shortage with | 
Titicism coming from readers and | 
advertisers alike; (4) employe re-| 
ations, and (5) circulation and 
“lrier boy turnover. 
Newspapers listed as outstand- | 
Pig achievements in public rela- 
Mon: during the past year (in 
Mer of frequency): fund rais- 
hed mas. sports, general community 
rma ov th, teen-age activities, music 
‘certs and festivals, anniver- 
ery observances, plant tours, 
“Aristmas toys for needy, civic 


good newspaper, soil conservation, | ,andle 


[finds Newspaper =“ 


Clip-It Names Agency 


Company 


improvements, beating local po- Gets Midwest Account 
litical machine, women’s institute, | 


increased circulation, publishing a 


| Dozier - Graham - Eastman, Los 
Angeles, has been named to 
the national advertising 
and publicity of the line of Kit- 
chen-Kraft all steel kitchen sinks 


Home, Better Homes & Gardens, 


: vertising of Clip-It, Inc., Warren,| Farm Journal, Good Housekeep- 
New York—United States and} manufacturer of household appli-|jng and trade publications. Con- 


Canadian daily newspapers are| ances and novelties. 
conducting their promotion in less|in_ trade, 


of a hit-and-miss fashion than for- other consumer publications will| will also be used. 
promote the new Clip-It pull-on 


drapery pleat holder. 
Two Appoint Ellis 


Gibralter Household Products| station representative, has been 
Reporting |appointed to represent Stations 
2 ee . Service have appointed Ellis Ad-|KTOP, Topeka, Kan.; KSEK, 
Guylay’s major criticism is that | yertising Company, New York, to! Pittsburg, Kan., and KSOK, Ar- 
many promotional programs are| handle their advertising. 


es. Advertising|sumer literature, dealer selling 
women’s service and/aids and point-of-sale material 


To Lorenzen & Thompson 


Lorenzen & Thompson, Chicago, 


kansas City, Kan. 


and cabinets made by Midwest) 
Mfg. Company, Galesburg, IIl.| 


j F j . . . 
Promotion Gains — |,.285<3"&,waey, Waren: | Ads” wilt "appar “in "América 


——, 


Milk Plant Monthly 


327 SOUTH LA SALLE STREET, CHICAGO 4 


“_ The Editorial Superiority and ability to 
Speak with Authority has assured MILK 
PLANT MONTHLY being held in the highest 
esteem by the Cream of the Executive crop 

. who’s yes spells success to your sales 
message. Write today for detailed market 
data on your product or service. 


ABC Audited Since 1929 


tore 


a 
¥ J . 
a * ae nisin 
F Pee? 
* 4 wa 


SRN AN . 


=e 


te Portland’s carriage trade with fine furs, 
women’s fashions and accessories created | 


¥ 


gonian — 


a 
PORTLAND 


x 


\\\ 
AS 


Bipyay seLLsy\ (A (L 


_ 
a 
7 


L a. t oY a> at oe = * « pees . : Ph 
“ +S ere ee aa ‘ r = += a ae ay tail alae nt ig Sis ia iia ae Be ie 
95 ae pe 
| = i wea 
i oe Know.--- i ri 
yee i aS ee} 
ete. | Re yt Y / ~~ BV 
—__— Dot ane our Values: ee ti 
ot 0 ays” rn eile A= 3 | 
‘ A ae — ZF, Pa eas: 
— Paes, : as a ae 
o Bi ati 
n pre 4) Ls ? 2a 7 ~ * 
' | er “4 ‘ -/ . Ze ? 7 
? a y¥ \ “J } a 
= 
z as i f/ . N . 
Pa NS we 
> Coe 4 
: i oe 
| a ne araece Dose 
a hes 
2 «| Bata 800K 
e | te ; 
re 
a 
| a 
| SES 7 re a 
x Ba: a RS ~ p . 
| acne ae ~\ . a 
a “a . 
‘as EON: ares Bite | - 
sen op \ 
E : ‘ me . De, - é 
as pa pa. se) ; ae 7 a — 
. — § MAR ic ‘ A D V E - - 
one Rieren, —_  — P ‘ = E i ; Beh Pe 2 Se ass : = wie 
ee ee es ve 
, ue a , ra fede in a es ae wie ae % nee i 2 2. = > 
~ Michotas UNGAR, INC. caters exclusively ES ANE. ae 
eae ne cs a 2% : . ae: 
Be Be z . 
= Yy Lj 
| ify > 
, "te eee — pn ea aa ; 4 Ao 
| ‘a ees sacitenishat isin ile eee lj . YW : 
iii . ues “Cot 4 JY — ae 
: _-vertising...over 60% of itinThe Oregonian. __ SFr = et. 
_ Ungar’s has proved through performance —E | _—~. -— oe a ee 
it gab eS). ; ee he a ree 
R oy ed —f 9 Bors see, 
( Ree e ' readershin —-). a pera 
on : : : : ‘ r wil om ois “oa ated ie Ae et 7 > it; x Rs ies 
! Se: ES Ny once  S. wh iceng eoe 4 a Bo. 
are a powerful selling force in the big, —s| c Stesd ee aa 
r at P a ae ae we Coe et Rae yiae ri cat? wee % 4, 4 
a dynamic Oregon Market. You, like this EP oe ‘a Perit Se ee “a oe Py y) % 
: 0 nennensaes store, will profit from | ae ae -_ 17. ag 
i . ‘ . ; : : ' Ng : a aa Y V4 , a z 
’ , ‘oa a Rac: ee aren, PAE 222 ‘ ‘ie : ee 
your ett, & GF een |) | See a 
yo \ \ nowt | ‘a pa a main ae eG J yj fin? 
ee IN CIRCULATION, DAILY AND SUNDAY I | — 
ies Song a. otha A | 2 Y) ws ereaciny = 
Lary: : . ‘Shee . Peel } Aone _ aaa UY \ / XN \ ar , 
a CHOICE OF INFORMED ADVERTISERS eto) o - i a~ A \ <= 
oe ee a 2 mee #72 si eset 7 ay V) “At NS Bi, 
a Piha cas = a - ee a : Bei Fi Fg tr at open ih eran co . capa st ¢ { j | j 4 eee 
eee ee ee en, eee a — ee \ “Al | eee 
gig Sai r f ius ee ra ss £2: eee Ree ihe ag “ae em MN / 4] She F 
To eee - wa - ie ees NPR APRA onay et ula) eet... AER " | “ahh ‘ 
a pe re 3 OP oe ate Me ees Wiens = pies aie ge os 
3 " = +4 es. i en 7s . ta > a ; + ee ins ~ Yj satis tue Dace - Fs 
. Te) ters gh pate = — >» . ~ sso ee 4A ; ; “ae pe Rees: \ | 
cr ae So ag ee . a a Ze we << % y, P : 
Sade pe S Je ake & fe es ag — _ eg . ~ y SN Zs , ; , 
— «= TC oe a ee \ 
i sii LESes eo \\ ; “s 
ia § he 3 me7\ .\ Soars ° , 
oe fe  thmh: ae 2 YS SCS \ 
__ REPRESENTED NATION Zins» \ XSEWHEA B * 
| MOLONEY, REGAN & SCHMIT BY \4S\VEOWN BA 
me = ee a “e* —_ 7) “h, WY \ Gi, + \ \’ \G 2\ i 
<< a _ Fre AWA an 
Sate. fC Y * TW \\\ Ae) \ 2 \ 
“a . “ Veen ye Se 7 : 4 Z Y_— \ \\ \ \\ \VA \ \ a } 
: SS & RN tS ke eS \ Serr AA \ \\ \ \a z\ 2S yw’ ; 
j - Sh SKS » SSN ey a , A a \ 
Sater covet \ ae SON AAS \ \\ \ \\\ «4 , \ ae 
Soe ts 4% wy \ we ws NS CoN Oi \\\"i ; K .\ : ; 
oe OR SP as Le os 
i EN: Cos AY SS ASO * 
‘ . 2 bee - . 1 ‘ Q . . ; . py si : . —— , ; g 7 : a ; : : 


a. 
i» 


gy. 2% lg ei Loni ose haa aes ve cg: 
BS “i - F rd ;: eee 


* . 
anges a 
7a 
om 
og : 
é ee i 2 . : 8 es 2 
Pass 6: é . < o: 
, ; “ Bake Se 
So % te « ° a 3g 
5 * 
‘ - LOW Fe : F 2 : 2 “ae Oe 
4 x: 4 ee noe oe pee 
‘ ot : : Soe 
: x a eee ~- 
Sat x oe rae 
% . % * 
3 ¥ : ; mem 
vo * % ad - ms 
& ; Ree 
ot 2 a 
il 
saad 
“ 
& cs, 
>. * 
¥ # ee 
z f ae 
ss Ss 
“ 
* a: 
Ae, 


Use this yardstick to compare Be: | 
Field & Stream with any other 


sportsman’s magazine? 


aS SEY OE. = <S 
PR en, Se ga Pee 


° CIRCULATION ii —- eee s = * aaa 4 1S 
° ADVERTISING LEADERSHIP ere sP ORTSMAN 
e EDITORIAL CONTENT 


* DEALER INFLUENCE mw AG AZINE 


e INCOME OF SUBSCRIBERS 


e READER DESIRE STUDIES 
e READER SERVICE 
e READER RESPONSE 


¢ PUBLISHING LEADERSHIP 


e EDITORIAL STAFF 
¢ PRESTIGE 
e SALES RESULTS 


The most important measurement of any 
magazine is—“‘sales results.”’ Sales results 
is the reason more advertisers used more 
space in Field & Stream the first nine 
months of 1947 and for the past 37 years 
than in any other sportsman’s magazine! 
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lhe Creative Ulan? Corner 


One of the questions that arose fre- 
quently toward the tail end of the war 
was whether or not a good many people 
who had used advertising one way and 
another in the public interest and to 
fully explain shortages of goods and fail- 
ures in service, would continue this pub- 
lic relations advertising in normal times. 

Quite obviously most of them’ haven’t. 

Indeed, only a very few have. 

And this is a pity. 

Looking back on the brave words of 
many an advertiser a scant three or four 
years ago, one can only be amazed at 
the failure of so many of these people 
to maintain the attitude which they 
themselves so proudly hailed. 

What brings this to mind just at this 
moment, is an advertisement by the New 
Haven Railroad which would have been 
one of many in 1944 or 1945, but which 
is today, unique. The New Haven HASN’T 
FORGOTTEN. 

To make the point, we think this ad- 
vertisement from the New York Times 
is well worth reprinting in full: 

“Since December, 1945, when we placed 
our first order for new passenger equip- 
ment, we’ve been telling you from time 
to time that they would be in service 
soon. 

“The sad fact is they’re not ready yet. 


You Ought toKnow. 


Merral Fox has a formula for making 
a small business into a big business. 

“In no case,” says the dapper, dynamic 
owner of Fox Advertising Company, 
Baltimore, “have we ever failed to pro- 
duce less than a 25% increase in clients’ 
business when putting on a Fox cam- 
paign.” 

In one particular instance, an adver- 
tiser increased his business sevenfold. 
When the owner first walked into Merral’s 
office, he wanted a hun- 
ired dollars weekly sales 
ncrease, so that he could 
sell the business without 
taking a loss. 

After a four-month 
fox campaign, the client 
had changed his mind— 
about selling, that is. It 
seems that the sales had 
increased so fast that he 
was able to take $30,000 
out of the business as a 
personal profit by the 
year’s end. a 

The gimmick? Classified ad insertions 
In the Special Notices column of a Balti- 
more daily. But there’s more to it than 
that, of course. 

A typical bit of copy for a suburban 
dance spot in an out-of-the-way loca- 
“on reads: “If you want to spend a gay 
tvening ... then... telephone your girl 
fiend... buy a road map... and try 
‘0 find the Summit. You’ll have fun... 
whether you get there or not.” 

Merral Fox has helped put business 
men and merchants—representing 30 dif- 
trent business fields—into the big time 
with a simple formula: classified adver- 
‘sing spiked with humor. 

Scventeen years ago Merral started out 
* .is own. His office was a small, un- 
Mp essive cubby-hole. He pounded pave- 


Merral Fox 


“You’re probably tired of hearing that 
labor troubles and material shortages are 
responsible for the seemingly endless de- 
lays. 

“We're certainly tired of having to 
say it. 

“But it is true that these two problems 
—plus the fact that many other railroads 
are just as anxious as we are to get de- 
liveries—have plagued our car manufac- 
turers every step of the way. 

“At last they’re down to the final as- 
sembly stages—and it won’t be very long 
before some cars will be ready to roll. 

“Just to refresh your memory, there are 
207 cars on order, at a total cost of $18,- 
102,000. They are being made in New 
England by New England craftsmen. 
Completely air-conditioned and of the 
latest stainless steel construction, they 


- include coaches, diners, grill cars, parlor 


cars, lounge cars and sleeping cars—all 
part of our new equipment program de- 
signed to give you one-hundred cents 
worth of riding comfort and convenience 
for every dollar you spend with The New 
Haven Railroad.” 

We think it is too bad that some other 
corporate memories we can think of 
seem not nearly so good as the New 
Haven’s. : 


e o Merral Fox 


ments daily, soliciting advertising from 
retailers, his chief stock in trade being 
a flair for writing humorous copy. It 
was the typical one-man agency, with a 
spark. 

He has come a long way since those 
rugged, early days. Fox Advertising Com- 
pany now owns its own building with 
offices in lush decor, and 70 impressive 
accounts. Where there was one man, 
there are now 20, and Fox himself takes 
home $50,000 a year. 

Merral’s friendly personality still dom- 
inates the agency, even though his dig- 
nified, scholarly, creative men now do 
much of the copywriting. 

When he started, he sought a new ap- 
proach for the many businesses which 
could not afford large advertising expen- 
ditures, and which at the same time had 
to advertise in order to protect their 
competitive position. 

Many of them would advertise spas- 
modically, seasonally, with two or three- 
times-a-year shots. The poor results 
soured them on advertising, in some cases, 
and Merral decided decisive changes were 
necessary. 

Like other admen, he wanted his pros- 
pective clients to advertise consistently, 
and he found an answer to the space 
problem, He was, and is, convinced that 
a small-space insertion, with a jaw-sock- 
ing head, brief, breezy copy and a hu- 
morous twist can swing as much business 
ag a large-space ad, and at less cost. 

To prove his point, he used a daily 
three-line (not three-inch) insertion for 
a neighborhood delicatessen store. The 
drive turned the retailer (Nates & Leon, 
Baltimore) into a business which does a 
$300,000 annual city-wide trade. 

In 60 days, again with but a few lines, 
he changed the Chesapeake Restaurant 
from an eating place which catered to a 
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few luncheon stragglers, into a restau- 
rant where the customers stand in line 
regularly. 

The ads, which appear in the Balti- 
more Sun, have become one of the most 
popular features in the paper, with as 
avid a following as some of the well- 
known comic strips. 

Each ad series for a client is given a 
theme, and Merral gives the business 
itself. a personality, a character. And 
consistently thereafter, the message is 
hammered home, pleasantly, challenging- 
ly, humorously, but above all, realistic- 
ally, with dignity and good taste. 

Using the same technique in direct 
mail, for a client who wanted 10 na- 
tional distributors, Fox turned up 49 
distributors—in 48 states and Canada— 
in four weeks. 

A patent medicine manufacturer — in 
competition with national remedies — 
wanted distribution in Maryland. A six- 
week Fox campaign opened the doors 
of 95% of the state’s drugstores. 

At one point, an auto seat retailer by 
the name of M. Zareswitz called Merral. 
He wanted some additional business and 
was thinking seriously of advertising. 
Fox ‘didn’t quite get his name, and by the 
time he called on the man, he had for- 
gotten everything but the “Z.” Since he 
had found the name difficult to remem- 
ber, Fox reasoned that “Z’s” prospects 
might have the same trouble. 

Mr. Zareswitz promptly became Mr. Z, 
the Zeat Cover Man. Sales zoomed almost 
as soon as the first ads in the series ap- 
peared, and Mr. Z finally had to knock 


down the walls of his shop to double the 


working space. Within five months, busi- 
ness had doubled, and the gentleman has 
become an unforgettable local character. 


At first glance, much of the Fox copy 
seems completely unintelligible, even to 
the point of sheer nonsense. Some ex- 
amples: 

A bakery ad: “Mr. Chesapeake keeps 
talking to The Happy Bakers about econ- 
omy...but they keep telling him...they 
don’t use it in their cakes.” 

A complete stationery store ad: “Now, 
the Missing Boss from Stationers is try- 
ing to sell adding machines...that sub- 
tract.” 

An eating place: “It’s so quiet at 
Globus’ new restaurant...you can hear a 
plate drop.” 

A radio repair service: “If the snootiest 
1947 station wagon you ever saw pulls 
up in front of your door...it’s not Van 
Johnson dropping in on you from Holly- 
wood...It’s Charlie calling for your ra- 
dio. Call Charlie...Belmont 9813.” 

But it works. So well does it work, 
that four years ago Fox Advertising Com- 
pany stopped all client solicitations. The 
clients were signing up too fast. Just re- 
cently, eight new accounts came in dur- 
ing a 10-day period. 

Merral is always interested in minor 
appropriations, since he has seen case 
histories of small businesses which turned 
into medium-size and big accounts. And 
even if the space charges are small, there 
is always the matter of an adequate fee. 

A four-time winner of direct mail ad- 
vertising awards, Mr. Fox has passed 
the trail-blazing period. He feels cer- 
tain that his idea is more than a fad, 
especially since ad courses in colleges 
across the nation use Fox campaigns in 
their classrooms and textbooks. And, best 
of all, in the process of building other 
big businesses from small businesses, he 
has built his own to an impressive size. 
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8 WAYS TO GET BETTER PHOTO-ENGRAVINGS, ‘ 
AVOID MISTAKES AND SAVE MONEY 


If you could see the meager instructions 
that accompany most engraving orders, 
you would wonder that more jobs were 
not made the wrong screen, wrong size 
or improperly cropped or trimmed. You 
can improve the quality of your engrav- 
ings and at the same time make frequent 
savings by carefully prepared copy and 
detailed instructions. 

Before you prepare the art work for a 
complicated job, consult your engraver. 
Frequently, your engraver can suggest 
ways to prepare your copy so that better 
results may be obtained or costly time 
work can be avoided. This applies par- 
ticularly to color jobs. 

With your engraver’s suggestions in 
mind, have your artist prepare sketches 
or layouts for further checking. In most 
cases, your engraver will gladly call at 
your office to consult with you, for prop- 
erly prepared copy speeds up the work 
through his shop. 

Assuming your copy to be sharp and 
clean, here are eight ways you can get 
better engravings: 

1. Find out the screen required to get the 
best reproductions on the stock you 
plan to use. All publications specify 
the screen they prefer in their rate 
cards. In case of job printing, your 
printer will advise you. 

2. Mark your copy carefully, giving the 
width and depth of the finished en- 
graving. If you have not scaled your 
copy correctly, your engraver will 
catch the error immediately. Most en- 
gravers prefer dimensions to be given 
in inches. Should your job bleed, 


allow % inch extra for trim. 

3. Halftones may be made of zinc or cop- 
per. However, for the best reproduc- 
tions and long life, specify copper 
where the screen is 100 or finer. 

4. If you have a complicated job includ- 
ing strip-ins, furnish your engraver 
with a detailed layout or a tissue over- 
lay giving detailed instructions. 

5. Advise your engraver if cuts are to be 
mounted, trimmed flush or mortised. 
Most national publications prefer un 
mounted engravings. Job printers want 
mounted cuts as a rule. Check your 
printer before ordering engravings. 

6. If you are ordering a number of en- 
gravings to be made in the same re 
duction, group the drawings or photos 
on, one mounting board, allowing space 
for sawing apart, and save the cost of 
separate negatives. 

7. Keep your engraving jobs simple if 
possible. For example, instead of 
stripping in hand-lettered headings or 
type matter, mount the proofs of the 
type on the copy, or patch in an elec- 
trotype of the type matter and elimi- 
nate fussiness and costly combination 
line and halftone jobs. 

8. Should you expect to reorder any en- 
gravings from copy now in the shop, 
ask the engraver to hold your nega- 
tives. This will save the cost of mak- 
ing new negatives. 

Increasing engraving costs make it im- 
perative that all of us check our copy 
preparation, as well as purchasing, to 
avoid unnecessary expense. 
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EMPLOYMENT 


Man is fond of living. But it is seldom he 
delights in dusting, although, as someone (not Shakespeare) 
pointed out, it takes a heap of both to make 

a house a home. Usually he prefers to lounge on the 
sidelines with a good book, admiring the capacity 

of woman to shift from sublime to menial pursuits and back 
again, without once stripping her gears. 


That is woman's own contribution to living — her 
ability to step into any needed role — to extract from. it 
whatever valugs are important for her — and hers. 

This applies as well to the magazines she chooses to read. 


More women buy and read the Journal than any 
other magazine with audited circulation — because the 
Journal's entertaining, enlightening editorial 
fare makes it a useful part of their lives. 
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ANA DIRECTORS—New officers and directors of the Association of National Advertisers, elected at the Atlantic City 

convention, were (left to right, seated): Albert Brown, Best Foods, treasurer; W. N. Connolly, S. C. Johnson & Son, 

vice-chairman; Robert B. Brown, Bristol-Myers, chairman; W. B. Potter, Eastman Kodak, vice-chairman; Paul B. West, presi- 

dent, and |. W. Digges, counsel. Standing, same order: Frank S. Ennis, America Fore Insurance; Marshall Adams, Mullins 

Mfg.; Thomas H. Young, U. S. Rubber, retiring chairman; Wesley |. Nunn, Standard Oil (Indiana); D. H. Odell, General 
Motors; Donovan B. Stetler, Standard Brands, and J. Ward Maurer, Wildroot. 
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Greatest Mattress Improvement in 50 Years~ 
New Double-Layer Springs with Floeting Anchorage 
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\_WEST COAST WOODS 


PhuGias tk © SEST COast MEMLOCE 


WESTeen RED CEDAK © hilka SPRUCE SUCCESS STORY—The smiles reflect satisfaction over a successful 1947 safety 

campaign with excellent cooperation from newspapers, magazines, outdoor and 

INDUSTRY SERIES—West Coast Woods radio. Left to right: Theodore S. Repplier, president of the Advertising Coun- 

Promotion, Portland, is using this copy cil: John C. Sterling, Ad Council director and publisher of This Week; Ned 

THE CAST—November and December copy for Englander Co., Chicago, will in current publications in its third na- Dearborn, president, National Safety Council, and Robert Burton of Young & 

push the new double-layer spring mattress with characters shown above. Theme tional campaign, via magazines and Rubicam, “task force" volunteer agency for the "Stop Accidents" drive, shown 

for fall and winter promotion (AA, Oct. 20), is that the new improvement farm publications. Mac Wilkins, Cole at the safety exhibition held during the National Safety Council's annual 
makes all other mattresses obsolete. & Weber is the agency. meeting in Chicago. 


AT YOSEMITE CONVENTION OF FOUR A'S PACIFIC COUNCIL—Upper left, in the usual order, Bishop, Mildred Fluent and Blaisdell Gates, all of Abbott Kimball Co., Los Angeles, and Warren E, 
are Roswell Cochran, McCann-Erickson, San Francisco; Hannalee Goodwin, national advertising Kraft, Honig-Cooper Co., Seattle. Participants in the all-star discussion panel at the opening session 
menager, San Diego Journal; John Cunningham, Newell-Emmett Co., New York; Clarence Goshorn, are (lower right): J. C. Cornelius, BBDO; Fairfax M. Cone, Foote, Cone & Belding; Tnomas D’A. 
Benton & Bowles, New York, and James H. S. Ellis, Kudner Agency, New York. Upper right: J. C. Brophy, Kenyon & Eckhardt, New York; George Link Jr., Four A's attorney; A. W. Seiler, Cramer- 
Cornelius, Batten, Barton, Durstine & Osborn, Minneapolis; C. H. Ferguson, BBDO, San Francisco; Krasselt Co., Milwaukee; Clarence Goshorn, Benton & Bowles; Melvin Brorby, Needham, Louis & 
‘. ©, Cole, L. C. Cole Co., San Francisco, and Burton Vaughn, BBDO, San Francisco. Between sessions Brorby, Chicago; John P. Cunningham, Newell-Emmett Co.; Warren E. Kraft, Honig-Cooper, and 
tt the Ahwahnee Hotel (lower left) are Fairfax M. Cone, Foote, Cone & Belding, Chicago; Betty Frederic R. Gamble, Four A's president. 
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An electric display that's entirely new ... 
WITH ACTION — yet economically priced 


. MULTI-COLOR 


MOVING LITE 
Electric Display 


It’s the sensation of the age. No motors... no gears... 
no moving parts . . . yet gives animated, scintillating motion. 
it will revolutionize the electric display industry. Fully protected 
by U. S. and foreign patents. 


Write now for full particulars. 


OHIO 


on Advertising 
gninc® Display Co. 


Ohio Building, Pearl Street 
\ Cincinnati 2, Ohio 


|} ment. 


WANTED 


SALES PROMOTION 
EXECUTIVE 


‘Manufacturer now billing $20,000,000 annually, with plant 
facilities to produce upward of $50,000,000, wants seasoned 
sales promotion executive whose history proves he can 
double sales in year or less. Wide variety of products, in- 
cluding electrical equipment, coin-operated equipment, 
special tools, as well as consumer items sold through drug, 
stationery and department store outlets. Opportunity for 
unlimited earnings for right man. Write in strictest confi- 
dence giving all information in first letter. 


_BOX 6856, ADVERTISING AGE 
100°E. Ohio St., Chicago 1, Hl. 


SOUTHERN 
REPRESENTATIVES 
AVAILABLE 


Effective January 1, 1948, represent- 
ation will be available to a limited 
group of trade and consumer pub- 
lications for the entire. south. 


Two men, well versed in all phases 
of trade and consumer publishing 
will travel the states of Georgia, 
North and South Carolina, Florida, 
Albama, Mississippi, Louisiana, 
Texas and Oklahoma. 

These men have both had direct 
publication experience and have 
also served as publishers’ represent- 
atives successfully in both the south 
and midwest. ° 
Headquarters will be located in 
Atlanta, Ga. the focal point of 
southern advertising. 

Complete resume of past experi- 
ence, details, etc. may be had upon 
request. 

Address replies to: 


BOX 6852, ADVERTISING AGE 
100 E. Ohio Street, Chicago, Il. 


WANTED 
EXPERIENCED 
ADVERTISING MAN 


to take charge of Detroit 
office of well-known national 
magazine. 


Box 6846, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Twenty years experience in the 
National Advertising field 15 years 
with one publication and 5 years 
with another, calling on national 
advertisers in Detroit, Cleveland, 
Akron, Cincinnati, Chicago and St. 
lovis. Have my headquarters and 
home in Detroit. Will be available 


HELP WANTED 


insertions and space over 5 inches apply on display 


POSITIONS WANTED 


FRED J. MASTERSON 
Advertising & Planning 
Personnel 
Placements of all types with leading 
organizations 
185 N. Wabash Ave., Chicago 


YOUNG WOMAN—who can take 
over as secretary-assistant to busy 
advertising-sales promotion man- 
ager. Some knowledge of copywrit- 
ing and/or production helpful. Must 
be able to take responsibility and 
handle detail in one man depart- 
You'll find it interesting and 
well paying. Phone Ad-manager, 
LaFayette 3460, Chicago. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S, State St., Har. 2063, Chicago 


Here’s an opportunity for a seasoned 
advertising man 30 to 40 years old 
in a 15 man fully recognized agency 
outside of Chicago. Must be a ca- 
pable writer, planner, thinker; will- 
ing to work on variety of accounts 
and do some contacting. Experience 
in home appliances, musical instru- 
ments and farm equipment useful. 
Should have thorough knowledge of 
mechanics of advertising, and en- 
joy working on literature and sales 
helps as well as publication ads. 
No floaters. Write in detail giving 
salary desired. 

Box 9210, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Advertising Salesman, mature, good 
agency contacts, to invest small 
capital in trade magazines serving 
strong market. Good opportunity. 
Box 9216, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 


Executive’s Assistant — Young lady 
experienced in advertising and pub- 
lic relations, publication administra- 
tion and production seeks opportu- 
nity for increased responsibility and 
advancement, 

Box 9209, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


LET’S SELL! 

Young, alert, versatile copywriter 
wants creative sales-boosting job 
with aggressive, med. sized Chgo. 
firm, 2 yrs. small agency exp., copy, 
layout, prod. 28. coll. grad: Guaran- 
teed ’round-the-clock enthusiasm for 
a good job. 

Box 9215, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ART DIRECTOR—with ideas that 
click. 15 years experience in agen- 
cies and studios in Chicago and New 
York on major accounts. Layouts— 
direct mail—that smack of 1947. 
Box 9214, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


YOUR WRITING PROBLEMS 
CAN BE SOLVED 
Experienced author-biographer, 
news correspondent, p.r. director, 
will accept free-lance tasks for high 

quality copy and promotion. 

Box 9217, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, fl. 
WOMAN PROMOTIONIST 
fashion, merchandising, publicity 
backerd., now with large Chicago 
Specialty Store, desires change. Chi- 
cago, west coast or Southwest pref. 
Box 9212, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


3 for new position about November 
= Sy “iz Ist. Please reply to box No. 6854, 


ADVERTISING AGE, 100 E. Ohio St., 
Chicago 11, Illinois. 


Space Salesman 


_ wanted for 
_—New England 
SALES REPRESENTATIVES ||| feu. “flvlication Yor. experienced 


space salesman who must be: 

|. Well acquainted with agencies 
and industrial advertisers in New 
England area. 
Free to cover territory regularly 


: WANTED | 


Now calling on soft drink manufac- 
turers, bottlers, dairies, breweries, ice 
cream manufacturers, trucking com- 2. 


anies, radio and coin machine manu- and a resident of Boston or 
cturers, automotive and other manu- vicinity. 
facturers of consumer products to take || 3. Ambitious — one whose goal is 
on additional line. cellent oppor- not less than $10,000. 
tunity for capable men. Salary against liberal commission. 
. Send complete details, including 
Master Craft Decalcomania Company photo, to 


521 West Monroe Street, Chicago 6 Box 6855, ADVERTISING AGE 
Phone: RANdolph 6605 | 330 W. 42nd St., New York 18, N. Y. 


To the Publisher of 
a Class Consumer Magazine 
or Business Paper Group 

I'd like to be the “munitions maker” 
for your advertising salesmen. Be- 
cause of a unique combination of 
experience in publication promotion, 
market research and distribution, I 
know how to produce the kind of 
sales helps that space salesmen like 
to use. And agency men like the 
way I present a publication’s field 
as a market. I know how to go out 
in the field and get information to 
help sell fringe accounts; how to 
interpret and present findings; and 
can even make statistics very pala- 
table. Fluent writer; good experi- 
ence and record; college education; 
fine references, Not cheap—but good! 

Box 9207, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 

FREE LANCE ARTWORK 
OVERNIGHT SERVICE 

Modern layout, lettering, designing. 

Box 9211, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

SOUTHWESTERN 

Sales-merchandising. 15 years expe- 
rience. Ice cream, soft drinks—or— 

Box 9206, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

EXPERIENCED 
PUBLICITY DIRECTOR, 

now account executive with large 
agency, seeks new connection. Can 
handle major campaigns alone or 
diréct staff and budget, create policy 
and plan operations. Familiar with 
all phases consumer publicity. Ex- 
cellent record. Availability one 
month. Salary $12,000. 

Box 9208, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
{ele ieis ji.) | " ise AA 
Young man, public relations, direct 
mail, sales exp., desires enter adv. 
College Ed., Bus., Ad. Can travel. 
Box 9213, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
Advertising Manager or Assistant 
available—5 years agency experience 
in both consumer and industrial 
products, in everythine from budg- 
eting to final execution. Journeyman 
printer, 29 years old, prefer position 
in middle-west. I'll be happy to sup- 
ply complete resume of background 

and experience. 
Box 9218, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Versatile, thoroughly experienced 
copywriter with 5 years agency ex- 
perience on industrial and consumer 
accounts, seeks permanent position 
with Chicago agency or manufac- 
turer. 

Box $219, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 
WANTED—an established represen- 
tative in Chicago who has a small 
list of good magazines and the or- 
ganization, ability, time, energy, am- 
bition and room for one more. A 
New York office too would help. This 
is a general magazine, the only one 
of its kind, soundly’ established, 
eight years old. The most precisely 
definable audience in America, an 
impregnable story, and entree to 
many of the largest accounts in 
Chicago. Box 9220, ADVERTISING 
AGE, 100 E. Ohio St., Chicago 11, 
Tll. Interview in Chicago about No- 
vember 3. 


Best Writers Come 
from Ad Business, 
Not Dailies: Dean 


SavANNAH—Good American au- 
thors will come increasingly from 
advertising offices and agencies 
rather than newspaper city rooms, 
John D. Drewry, dean of the 
Henry W. Grady School of Jour- 
nalism, University of Georgia, 
told the Georgia Dailies Advertis- 
ing Association here Oct. 18. 

Mr. Drewry thinks advertising 
copy chiefs, more than city editors, 
emphasize good writing, that ad- 
vertising language is more exact 
than reporting, and that the cost 
of advertising requires careful 
consideration of words and 
phrases. 

In a speech which included a 
defense of advertising as the 
mainspring in the American way 
of life, Mr. Drewry also drew a 
parallel between advertising ex- 
pansion and social and business 


progress in the U. S. “In the 


| yellowing pages of mail order cata- 


logs—of any advertising pages, 
'for that matter—are the raw ma- 
terials of business and social his- 
tory,” he reported. 

At the request of the conven- 
‘tion, Mr. Drewry emphasized 
-preparation for advertising work, 
which he said should 


advertiser and agency offices; (3) 
courses in journalism other than 
advertising; he believes that re- 
porting and newswriting are as 
basic in advertising as in news- 
paper work; (4) courses in psy- 
chology and public speaking; (5) 
basic courses in advertising— 
copy, media, publicity, retail pro- 


ship experience—actual work in 
some part of the advertising busi- 
ness. 


Elgin Airs 2-Hr. Shows 
Elgin National Watch Company, 
Elgin, Ill., will sponsor a two- 
hour variety show over CBS on 
Christmas and Thanksgiving this 
year. For the fifth consecutive 
year Ken Carpenter will announce 
and Don Ameche will emcee the 
programs. J. Walter Thompson 
Company, Chicago, is the agency. 


G-E Boosts Matthes 


L. H. Matthes, district manager 


include: | 
| (1) a liberal education; (2) typing | 
| 


for apparatus products in the 


Texas area, has been named man- 
ager of marketing in the air con- 


ditioning department of General 
Electric Company. He will make 


| Pe headquarters in Bloomfield, 


Names Griffith 


Margaret Griffith, formerly an 


| account executive in the Portland, 


Ore., office of McCann-Erickson, 
has been named to the newly 
created position of assistant ad- 


and shorthand, which he thinks| vertising manager of the Lipman, 


compose an entering wedge into 


| Wolfe & Co. store, Portland. 


motion, art, etc., and (6) intern- 


UUe I5 
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New Educational 
Ad Deal Offered 
by ‘Instrucior’ 


Cnricaco—A time-tested but un- 
usual approach to _ educatior a) 
public relations copy is being «f- 
fered advertisers who wish to 
reach the school market, by Tie 
Instructor. © 

For some 12 years, the magazine 
has used the illustrated unit of 
study method to present eci- 
torially, in concise, abbreviated 
form, all of the material which q 
grade school teacher needs to 
build an educational progrem on 
one subject. _ 

The units vary in size from 4. 
8, 12, and 16, to 24 pages, and ap- 
pear as center pull-out sections of 
the saddle-stitched magazine. Each 
teaching unit presents material on 
a subject such as clothing, forests, 
sugar, etc., in five main divisions: 
list of objectives of the unit, 
stories,. suggested pupil activities, 
seatwork and pictures. 


Offered to Advertisers 


Advertisers are now offered 
sponsorship of these units at some 
14% or more (depending on the 
number of pages) below regular 
full-page ‘space rates. Editorial 
writers with experience in the 
elementary field plan, write and 
submit to the advertiser an out- 
line of the material to be covered 
in the project. 

The subject matter usually re- 
lates to the sponsor’s field or 
product. The unit on forests, for 
example, was sponsored by the 
American Forest Product Indus- 
tries, Inc., and the one on sugar 
by Sugar Research Foundation. 
With the outline approved, the 
editorial staff then prepares the 
educational copy. 

In the course of its regular edi- 
torial activities, some 75  illus- 
trated study units have been pre- 
pared. In addition to the circula- 
tion guarantee of 112,000, over 
700,000 reprints have been or- 
dered by teachers. Advertisers 
who purchase the units are in- 
vited to have reprmts made so 
that when teachers or pupils write 
them for information, a concise 
summary, immediately useful for 
teaching, is available. 


Two Appoint Metcalf 


George T. Metcalf Company, 
Providence, R. IL. has been ap- 
pointed to handle the advertising 
of Phalo Plastics Corporation, 
Worcester, Mass., manufacturer of 
insulated wire, cables and ther- 
moplastic tubing, and United Yarn 
Store, Brockton, Mass., knitting 
yarns. - ° 


ADVERTISING 
AGENCY 
PARTNERSHIP 


No investment necessary. 
Man selected must definitely 
know how to secure accounts 
for established fully recog- 
nized Chicago-N. Y. Adver- 
tising Agency. Prefer young 
man who has secured and 
handled large accounts or is 
operating his own agency 
and wants to give better 
service. Special bonus ar- 
rangement for man who can 
produce. 


Box 6853, Advertising Age 
100 E. Ohio St. 
Chicago I, Ill. 


AVAILABLE 


4A Agency Account Executive. Good or- 
ganizer—knows Art and Production—writ«« 
clear forceful sales copy, for Consumer or 
Industrial Accounts. Thorough knowledge 
of Radio and Point of Purchase presenta 
—_. Preference Southern California 1Le- 
cation. 


Bor 6851, ADVERTISING AGE 


100 E. Ohio Street, Chicago 11, Mlinols 
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‘ “I get 

. twice the pleasure 
* from using 


’ STAR BLADES’ 


* @ Even a one-headed man can get 
a lot of extra pleasure out of shaving 

e with a Star Single or Double Edge 
Biade. Try one in your razor for 

» your next shave—and you'll agree 


the only blade as good as a Star is 
another Star. 
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DOUBLE—Copy for American Safety 
Razor Corp.'s Star single and double 
edge blades is scheduled for a long 
list of newspapers, The American 
Weekly, Farm Journal, Parade and 
Pathfinder. Federal Advertising Agency, 
New York, handles the account. 


Bureau Codes 
Readership Data 
on 3,200 Ads 


New YorK—The Bureau of Ad- 7 


vertising, ANPA, has completed 
the national newspaper ad reader- 
ship index, containing essential 
data on more than 3,200 national 
newspaper advertisements coded 
on I. B. M. punched cards for use 
in planning newspaper campaigns. 

The coded cards cover every 
national ad appearing in all of the 
weekday newspapers examined in 
the Continuing Study of News- 
paper Reading since its establish- 
ment, and as each additional news- 
paper study is completed, its find- 
ings will be added. A total of 110 
separate mewspaper readership 
studies have been made to date by 
the Advertising Research Founda- 
tion, which conducts the continu- 
ing ‘study. 

Use of the data will be free— 
the only cost being the mechanical 
charges made by the company 
handling decoding and tabulation. 


Runs Special Food Ad 


In response to the President’s 
plea for food conservation, the In- 
dependent Grocers’ Alliance Dis- 
tributing Company, Chicago, used 
a full-page ad in the Chicago 
Daily News headlined “Right! Mr. 
President—It Can Be Done.” In 
addition, menus for a week were 
given with special attention drawn 
to the Tuesday and Thursday 
menus. The ad is being sent to 
IGA wholesale districts through- 
out the country, with the sugges- 
tion that it be run in local papers. 


Schuster’s Uses Video 


The first contract for a commer- 

lally sponsored program over 
WIMJ- TV, the Milwaukee Jour- 
nal’s new television station, has 
been signed by Ed Schuster & Co. 
Milwaukee department store. The 
contract calls for 52 quarter-hour 
programs to be presented at 8 p.m. 


Form Publicity Company 


Gould-Frank, a new industrial, 
commercial and personal publicity 
and promotion concern, has been 
formed at 53 E. 93rd St, New 
York. Joseph Gould, formerly in 
charge of promotional tie-ups for 
United Artists Corporation, New 
York, Michael Frank, formerly 
senior publicist on the staff of Ross 
Associates, and Robert Gould, for- 
merly advertising-sales promotion 
manager of Detecto Scales, Inc., 
are principals of the new com- 
pany. 


Joins Bell & Howell 


H. S. Monroe, formerly with At- 

las Educational Film Company, 
has been named industrial sales 
manager of Bell & Howell Com- 
pany, Chicago, manufacturer of 
precision motion picture equip- 
ment. 


Moves | to New Plant 


LaFontaine - Detroit Company, 
maker of cloth signs, has moved 
its manufacturing facilities to a 
new and larger plant at 13639 El- 
mira, Detroit 27. 


Oct. 29-31. 
nadian Advertisers, annual con- 


Association of Ca- 


vention, Royal York Hotel, 
ronto. 

Oct. 29-31. Outdoor Advertis- 
ing Association of America, an- 
nual meeting, Ambassador Hotel, 
Atlantic City, N. J. 

Nov. 8-9. Southwestern As- 
sociation of Advertising Agencies, 
fall convention, El Paso, Tex. 


To- 


Bijur Joins Commerce 


George Bijur, who formerly 
headed his own advertising agency 
in New York, has joined the De- 
partment of Commerce on a vol- 
unteer basis as a special assistant 
to serve as liaison with the Presi- 
dent’s Citizens Food Committee 
and to work with trade and busi- 
ness associations in furthering the 
food conservation program. 


Winnipeg Club Elects 


Harold Plant President 


Harold G. Plant, advertising 
manager of Swift Canadian Com- 
pany, Winnipeg, has been elected 
president of the Sales and Adver- 
tising Club of Winnipeg. Other 
officers elected are: George A. 
Wood, vice-president, and Louis 
E. Leprohon, secretary-treasurer. 

The club is sponsoring a short 
course in practical advertising, 
starting in November, with the co- 
operation of the Faculty of Com- 
merce, University of Manitoba. 


Rheem Names Gumpert 


E. A. Gumpert, formerly an ac- 
count executive of Duane Jones 
Company, has been named assist- 
ant advertising manager of Rheem 
Mfg. Company, New York. 


Vevier Names Bloch 


Vevier Loose-Leaf Company, St. 
Louis, manufacturer of loose-leaf 
binders, catalog covers and ring 
binders, has placed its advertising 
with H. George Bloch Advertising 
Company, St. Louis. 


ivi 


JAMESTOWN, N. Y. 
has total bank deposits of 


$69,000,000 


The successful key te 
maximum sales is the . . . 


JAMESTOWN 
Post-Journal 


ONLY Daily Nowepenay 
Cireulation opulation 
25,748 ABC 


51,336 ABC City Zone 


What does it mean when an architectural magazine 


Carries 40% of the total advertising placed in national architectural magazines 


More than doubles its annual advertising volume in five years 


Leads the second publication by 20%, the third by 55% 


- 


To Architectural Record’s readers it means that in the pages of the 


Record they see the greatest array of materials and 
equipment for architect-designed buildings to be found 
in any magazine —a market-place brought to the 


specification writer’s desk. 


To building product manufacturers and their advertising agencies 


the Record’s steady growth has a marketing signifi- 


cance, for it mirrors the growth of the building market. 


And it underscores the key place of the architect and 


engineer in the building market. 


To the men and women who select advertising media the Record’s 
established leadership — the fact that it carries more 
advertising from more manufacturers of building prod- 


ucts than any other publication in its field — means . . . 


Wednesdays, beginning Dec. 3. 
‘he show will be a television ver- 
‘ion of “The Feminine Viewpoint” 
ive-day-a-week WTMJ women’s 
rogram regularly sponsored by | 
chuster’s. 


| 


Sponsors CBS Program 


_Ferry- Morse Seed Company, 


Yetroit, will sponsor “Garden | 
Gate” over the entire CBS net- | 
Work starting Jan. 17. The pro-| 
1, which offers hints to gar-| 


ers, will be heard Saturdays | 
at 10 a.m. MacManus, John & | 
Adams is the agency. 


“Workbook of the Architect-Engineer” 
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on Computing Profit 

To the Editor: Your editorial-of 
Oct. 6 makes sense. I would even 
go further and suggest that the 
word profit be used to mean only 
what is left even after investors 
have been paid for use of the tools 
and equipment that their invest- 
ment makes possible. 

Whether we like it or not, the 
word profit has come to be re- 
garded by people at large as de- 
Signating a surplus that nobody 
has really earned. Actually, ac- 
countants use it to label that por- 
tion of the income left over after 
all expenses have been met except 
payment or provision for payment 
for the use of capital. 

It is almost unbelievable that 
throughout history people have 
been willing to deny themselves 


ee This department is a reader’s forum. Letters are welcome. 
Offers a Suggestion 


necessities, pleasures, and com- 
forts in order to save up some-eap- 
ital and invest it in the hope of 
receiving some payment for its 
use, and perhaps even seeing it 
increase with fluctuation of values. 
The main reason that this hope 
has continued to be a strong force 
is that there have been many shin- 
ing examples in past times of per- 
sons who got rich by saving and 
investing. 
noticeably scarcer in these days. 
If the investor is not entitled to 
some return on his savings there 
is certainly no reason whatever 
that he should deny himself in 
order to make an investment. Fair 
payment for the use of his money 
should be regarded as a normal 
expense of the business. Now 
what is a fair payment? 
According to public _ opinion 
polls, the public thinks that 10% 


These examples are’ 


should be earned on capital in- 
vestment. On the theory that the 
investor is just as much entitled 
to payment for the use of money 
that provides tools and equipment 
as the worker is for the human 
energy he supplies, payment of 
10% to stockholders could well be 
regarded as simply an expense of 
operation. Under this theory, only 
that share of the net earnings 
after payment or provision for 
payment for items normally re- 
garded as expenses, plus fair al- 
lowance for return to investors, 
should be called “profit” as it is 
generally understood: a_ surplus 
after all expenses. If this reason- 
ing is applied to the experience of 
American business, we find that 
only the most successful or favored 
few earn any profit at all. 

The Conference Board of the 
Treasury Department has shown 


Farm to Farm Air Delivery ot 
The Sunday Oklahoman Spreads to... 


Inaugurated on August 3, 1947, 


Thus, by cutting its delivery time 


*215,401 Paid Circulation on 
Sunday, September 14, 1947 


on a single 155-subscriber route, 
farm home to farm home delivery 
of The Sunday Oklahoman by air 
spread to five counties by Sept- 
ember 14. On that Sunday, 1,017 
copies were dropped from the 
skies into the front yards of wait- 
ing farmers... 832 of whom had 
never subscribed to The Sunday 
Oklahoman before. 


50% to 80% ... by saving walks 
of up to a mile to the mailbox . . . 
by serving subscribers who have 
never. before received it, The 
Sunday Oklahoman has, through 
air delivery to the farm, taken an 
even firmer hold on its position <s 
the largest* and most widely read 
Sunday newspaper in the entire 
Southwest. 


THE DAILY OKLAHOMAN 


THE OKLAHOMA PUBL 


DENVER AMD WEEE, 


ISHING COMPART: 


THE FARMER-STOCEMAN—WET, 


OKLAHOMA CITY TIMES 
Kepresented Ly the Katy Agency. neorporated 


ORLANOMA CITY—KVOR, COLORADO 


PEORIA AFFILIATED (8 MANAGEMENT 


5 Gwcherd Chocolate Bors 
: THY WEEF Mego ree 
Sage eee Or 


that the net earnings of all cor- 
porations engaged in manufactur- 
ing averaged only 3.67% on cap- 
ital investment in the period from 
1925 to 1942. That figure is, of 
course, considerably smaller than 
the percentage considered by the 
public as a fair compensation to 
investors for use of their capital, 
tools and equipment. It is only 
individual concerns that have 
made a true profit, and in many 
instances they have used such 
profits to the great benefit of 
stockholders, employes, and public 
alike by re-investing them in 
more tools and equipment to make 
more things for more people. 

CONGER REYNOLDS, 
Director of Public Relations, 
Standard Oil Company (In- 
diana), Chicago. 
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‘Calling Cards’ Solve 
a Suchard Problem 


To the Editor: It occurred to me 
the readers of ADVERTISING AGE 
might be interested in the solu- 
tion worked out by our organiza- 
tion to an advertising coordination 
problem faced by many com- 
panies. 

Operating on a modest budget, 
we had ‘to: 

1. Establish the correct pro- 
nunciation” of the name Suchard. 
To this end, our advertising theme 
has been built around “Sue Shard” 
—an eleven year old Powers’ 
model. 

2. Convince our- jobbing and 
retail customers of the advertising 
pressure we are putting behind 
our products. 

3. Keep our salesmen informed 
on our advertising program. In 
doing this, of course, we would 
be selling our program to them. 

Advertising schedules for each 
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Attached are samples of these ac- 
vertising “calling cards” for a few 
cities. 

Although the idea of an adver- 
tising schedule for salesmen is not 
new, we believe the treatment is. 
You will notice how personalized 
each of these “calling cards’’ is. 
The city involved is shown on the 
front page. The name of the ter- 
ritory representative is -given, 
along with his telephone number. 

The inside pages show the dates 
of the publication advertising, 
and the time of radio spots or pro- 
grams, with appropriate illustra- 
tions. 

Last but not least, the back page 
pictures our major products. 

These little folders have been 
enthusiastically received by our 
salesmen. They will be distrib- 
uted by personal calls to thou- 
sands of our accounts, both whole- 
sale and retail, within the next 
few months. - 

JOHN Boyp, 

Advertising Manager, Wilbur- 

Suchard Chocolate Company, 

Inc., Lititz, Pa. 
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Says NAB Code Would 
Hamstring Local Users 


To the Editor: It seems to me 
that it is up to the buyers of radio 
time to point out a serious error in 
thinking on the part of the NAB 
in establishing its new code. 

As a local advertiser, we are in- 
terested only in the applications 
of the code to local situations. A 
strict interpretation of the time 
limits imposed upon commercials 
would dictate changes in our radio 
programs which would reduce 
their value to the point of which 
radio might become a question- 
able medium for our use, 

For example, we have one pop- 
ular radio program which opens 


major market were our solution. 


with a 60-second transcription of 


Springs 


=~ 


a Sa 


atv 


Hm-m-m ! 


(Cus 


.-- Must be a“SPEND-O-CRAT™ 


A OVE 


the Re 
a 60-s¢ 
tion pe 
Planni 
plannit 
wife; i 
ute Col 
appliar 
availak 
with al 
Reddy. 
could | 
are us 
mer¢cia. 
—a cle 
We f 
jects te 
the qu 
announ 
either 
for the 
Kitche 
not wh 
comme: 
Withou 
qualita’ 
a “com 
there c 
tation { 
sure th 
ing to 3 
broadce 
some 
money. 
I hay 
the cri 
code m 
nationa 
to add 
adverti: 
counts. 


Sales 
tising 
Electi 


The F 

To tl 
you as 
copy aj 
I pass 1 


I think 
Since 
Forster’: 
that she 
lunity te 
B 
Midwe 


Kansas 
—on M 
well as ' 


To th 
ineries 
industri 
arge m 


' AUvelliseny Aye, UClouer y ad | i 
: Ps. al 4 i eR Be ds Be ia teenies <i é DOR STS, GER Re oa oe ee te og ne See 2 oe eee se — ——— ~~ - . Sains BESS ata 4 
ia iH ss j , @ oe. * gee hie re és ex 2 wey 7 ey . gs Ame ee . RRR, 4 ‘oy a 0c peta % Sy Rn a oe SANS ee ie Be ie _— ree ota ek ae { 
Poet, 8 ._ <a; £7 -O, pa eo. | 4 LG OM fe A es ig ne Bes. a j Oy i ae ki oe Gre 8 3 | ; : , = : 
ay = Z : : 3 wre x Es oy o i coed A ; 9, @r7 Bawa, E a oe Bee fs cs ; - ee 
a ae EGzé bud Ope rs ~ ff. 7 is y OF Y ft & oAY f- ee ae. . . - q " 
a ; a ae 4 ‘ / Pos f A pees re * of ¢ we A not tl fe 2 _ ? : ta ; Pie 
ie 3 iene ; 4 ale 7 7 @ ' 
Pee ks EE TT oe x a \ . 
a | perv egg : 
Pe. Sue \Bockert Chocolate Squore 
aa : cae 
a a 7 | 1 
oy | — | 
an ‘ ae | o 
a | yo One 
a | | pAetiMOR = : 
ae ay i - 
+ 4 - ‘ | a - - = 
1 | 
sy 
oa 
sages ab 
a LE A 
. - — ee 
i 
— ' — 
— 
“tl | Counties in Four Weeks | 
a Baia ee SF Uses a ae ae ‘ 
ae ‘aan i 8 . ie 257 eee EN aR gs HIE i. CF Se eae | 
NS ae (ES ee 
5 oy & be | i A PPOee See i a. eee oy 
Ne a s | 
“ae - foe a cent ae | = ie . : : 4 | 
i wae reeayeractenmr te Sec lh ‘ ‘ fe 
Mya g Fae: Se , & : 
4 is ee 8 5, age a «sae - a 
a ia 5 % .* , gayi > ss 
eae ia oe) ae : ere i te Ms = aia. Hag’, Nae 0 
pe is gS oe Ly ash i. ~ a Pepe tes 3 - si io we OT ee U ] 
— oe i > & ey. *° > ... see at PRS | 
- es a i , oer es | 2 | =, . : Joan ae Ke Ae aoe ~ AT pratt, Re nena - Ms td 3 d - i | B 
: he . vee 4 ae me 4 ts? oi, Fak ae 4% % “i pay - ee & es ee ve ee $0 a al bas Aree: x i 
ees wae. - - ‘ 4 ~ ? . " — 4, ae , “S25 Smo: “ts Te. cone * see } . 
Bs “a = AS c BTCA a *: ah . me = Pe! Be ve Ge by eg Sag wg ; r ‘ a rel +o ee. z } 
e ae 2 ie , ae ae ‘ear eae? Pee LN) 2 a ‘ath . -— af ‘- ee a a e* ae - iy ; : % ; 
el a pat ' r+ " q ee Ca & 4 
ba ‘ : ad Pai at y ; 5 ies ea Mee g 
Sra ae po * a « je oe ae oF os oe ae ee : 
= _ &&. x ae. ip OLE i ae tg: EM. ag ee a : a. 5d * i isabel 5 ot alee 
“= § ° Or ee eee Se ge me eae, COE Ee : ; f SS ea Se ae ie 
ae i a ‘ sey A mec? Wet ’ ae i ~ A nt iN ‘Vee . ae Ps ‘ ek fi 1 4 4 in 7 
es . a «MN gh | RS os 
. os . er digneppeire s+ isi ee - ey ec, way’ Jo . a i Ey te 7 a Se mae y ea : rok Bi ec Ng : oe > at ea ik he ! -B. 
Te gelll BT PERMA DP ee dee ‘age at * a eee ad | 7 
By wt pats mt RN ed ae Se Ng Se ae tm a Bits.” f 
a. och . be i ‘sta Soyo” > RM Sa ah i te eee . es | ee ’ 
rhe om] : aoe 2. on a‘ ee RS Is a eo Sage An 4 gta te te, ae 
i |: = : __ ¥Z el iy, j ie ¢ ies Sa Y se # 7 A ae et sry SRP A cI ta eT a A RS TRE Bh ne pr ERR es tan ' 
wl, ae S po A . eer ‘F % . Sil ge s ey ee : aes” ° ' 
tt ; é - s ‘ =. =e ma * > ¢ tS i ; % aces Re ee Se 
ae cere eres : om : 1p og Oo mummies DO AS i OS or 
eS a4 a ae : ; Se S. ' . . : 
“SM Ry me " = 3 ‘ i a - 
A | nid aah AT 
yt rare . Saas a - = . a) ie i} 
—— eee 3 =a) st 
“Tae & ‘ * & 2 : — : 
Me “ na a ; — rr | : 
- ; Pe ie. wee. Noes » = =.= 
ee ates a : ee 4 £ : la | mit— ‘i 
Bess Bek * Sa ‘ . 4G Ay 
— = €=—h( Rees . x ‘Ale fee 
ea — ee a a. 
yee = c \ / ‘} | 
ee EN ' g 
Be ; cf +15 ASCE, 
sd as 2» OY <a — = 
— bids," ; = eg TT Ps 
oe —_— = ) I - : 
oe Yon * | 
oe | zo —m= 1 VE | : 
ae 4 —= g 
“ae 
ae ) (a Shell ] 
Bash j V4 — G = 
oo * a , mae 
he | = —_e 
4 : a@= eS Ye “ 
: (LS > we Se 
— —_ : = oa - ls ? 
i}  \ “rrr | eg ‘aymen 
, - ie aes |) ye Yen. 
= : a\ oS. that t 
4 ais L 4 ; SS j ee 
= *é4\55--1—=" | SS = tur 
I oS VW Sle l= Sse oe 
; ’ ~ ee yf . : rt) ~~ S find o 
| i . ! Si ae —~— 
baie oe 1 TN ww ! Ol as 
n é ,. —~ RR) —7 as sou 
i< a ize 7 a —) ee, . 
. " a. a ae Se =e - (l- he attac 
= ? a 4 glte i B AD “ i 4 — ss MA, A 
“g , . fi ¥ em * aie E ap 4 7 J ] ;, 
' Fi, UI Vad vs ‘ y ~~ * We* A bla ‘? yo 
O° See nn : ? lant’s 
= YL, {> & oF LSS Dletely l 
— ~NS " €5 a 7 , 
: ee eer“ ;C(‘(‘ (’N’CC#‘#@C 7 > BS, and cha 
" tum ber | 
ee j 
. °C —— r Dia) to | 
tneries ; 
- 


bh, 


 —— 


Sh Se 


se aci- 
a few 


\dver- 
is not 
ent is. 
alized 
ls” is. 
on the 
ie ter- 
given, 
imber, 
! dates 
tising, 
ir pro- 
lustra- 


k page 
3. 
» been 
y our 
listrib- 
thou- 
whole- 
2 next 


yD, 
bur- 
any, 


uld 


rs 

to me 
f£ radio 
rror in 
e NAB 
e. 

are in- 
cations 
ms. A 
e time 
1ercials 
ir radio 
reduce 
which 
1estion- 


1e pop- 
| opens 
ytion of 


RAT” 


TTe ig Age, Uctover ai, 194 


the Reddy Kilowatt song; contains 
a 60-second announcement by sta- 
tion personnel offering a Kitchen 
Planning Guide and materials for 
planning a kitchen to the house- 
wife; includes, also, a threé-min- 
ute comment on the new electric 
appliances and developments 
available for the home and closes 
with about 30 seconds of the same 
Reddy. Kilowatt theme music. This 
could be taken to mean that we 
are using 5% minutes for com- 
mercials on a 15 minute program 
—a clear violation of the code. 
We feel sure that no listener ob- 


_jects to this much time because of 


the quality of these commercial 
announcements—actually they are 
either informing or entertaining 
for the most part and even the 
Kitchen Planning Guide “offer” is 
not what you would consider a 
commercial in the accepted sense. 
Without a definition as to what 
qualitative characteristics describe 
a “commercial,” I cannot see how 
there can be a quantitative limi- 
tation placed upon them, and I am 
sure that advertisers are not go- 
ing to accept the tyranny that the 
broadeasters wish to invoke over 
somebody else’s advertising 
money. 

I have read. in AVERTISING AGE 
the critical comments about the 
code made by some of the large 
national advertisers, and I wanted 
to add the point of view of'a local 
advertiser to that of the big ac- 
counts. 

BENTLEY BARNABAS, 

Sales Promotion and Adver- 

tising Manager, Kansas Gas & 

Electric Company, Wichita. 


: oe a 
The Perfect Hostess 
To the Editor: Knowing that 
you as well as I appreciate new 
copy appeals from time to time, 
I pass this one on to you because 


U Mrs. Forster is 
| at:che funeral 


home every day 4 


te weleome her 
many friends. 


=| 
U ties Cf Forster, 


| think it is humanely different. 

Since I am not one of Mrs. 
Forster’s many friends I am glad 
that she will not get the oppor- 
tunity to “look down on me.” 

BERNARD A. ROSENTHAL, 

Midwest Advertising Man- 

ager, The Farm Quarterly, 

Chicago. 

P. S. This ad appeared in both 
Kansas City papers—Mo., that is 
—on Monday Oct. 13, 1947, as 
well as those of Tuesday the 14th, 
So it must be doing a good job. 

. ea 
Shell Prints Souvenir 

To the Editor: Since our re- 
‘neries are rather spectacular as 
industrial plants go, they attract 
large numbers of visitors each 
year, both technical people and 
‘ayinen. We have often thought 
that it would be a pleasant ges- 
‘ure to provide visitors with some 
“nc of booklet which would act 
St! as a guide to the plant and 
“« souvenir to take home—and 
‘le attached booklet is the result. 

As you will see, it covers the 
dla. t’s operations quite com- 
lletely, utilizing copy, photographs 
‘1d charts. It is the first of a 
lun ber of such booklets which we 
dla. to publish for our other re- 
ineries and other major installa- 


tions. ; 
We thought you might be in- 
terested in_seeing the booklet, as 
an experiment in combined em- 
ploye-supplier-community public 
relations. 
R. G. PEARSON, 
Assistant Manager, Public Re- 
lations, Shell Oil Company, 
New York. 
vvyY 


Stuck to Hormel Facts 


To the Editor: Last evening I 
was sitting in the Nordic suite in 
the Nicollet Hotel with Mr. Jay 
Hormel and watched him read the 
Hormel story that you wrote. I 
just wanted you to know that I 
personally think you did a very 
fine job and, what is more impor- 
tant, Mr. Hormel said the same 
thing. J 

So frequently a publicity story, 
somehow or other, contains some- 
thing that leaves a bad taste in 
the mouth of the company = or 


party being publicized that I felt 
it my duty to tell you that your 
story stuck to the facts, was very 
interestingly written, and you are 
to be congratulated for it. 
E. A. CASHIN, 
Vice-President, Batten, Bar- 
ton, Durstine & Osborn, Inc., 
Minneapolis. 


Sees « Loophole 
for Ad Critics 


To the Editor: Your “You 
Ought to Know” feature of Sept. 
29, on Martin Horrell, was ex- 
tremely interesting, as most of 
your profiles are. 

Yet I wonder if the next-to-the- 
last paragraph may not constitute 
harmful public relations for ad- 
vertising in particular and all pro- 
motional activity in general. The 
paragraph: 

“Like many another adman, 
Horrell came in because he heard 
there was money in it. Frederick 


Kuh, noted foreign correspondent, 
and Horrell were classmates at the 
University of Chicago. ‘I have 
ideals,’ said Kuh, ‘and I am go- 
ing to stick to the newspaper busi- 
ness, but if you want to make 
money, you ought to get into 
either the grain brokerage busi- 
ness or into advertising.’ ” 

At the risk of becoming in- 
volved in semantics, it could be 
noted that money-making in itself 
can be an ideal and not neces- 
sarily an unethical one. 

The point is that the burgeon- 
ing critics of advertising can read 
into such a paragraph a tacit ad- 
mission, and in an adman’s paper, 
too, that participating in advertis- 
ing implies prostitution of prin- 
ciples. The implication that news- 
paper men. are all poor but honest 
while admen are wealthy without 
principle misrepresents many in- 
dividuals and libels others. (Kuh, 
incidentally, is not among the 


103 
lowest paid of newspaper men. 
His ideals appear to have re- 
mained intact.) 

Post mortems —have little in- 
trinsic value but it might be time 
for a journal like ADVERTISING 
AcE to take the lead in establish- 
ing that the “adman” as such is 
not a “type.” The “hack” is a 
type whether he is a newspaper 
man, a slovenly copywriter or a 
lazy publicity man. The industri- 
ous, intelligent worker is a “type” 
in newspaper work, insurance, or 
advertising. 

It’s bad enough when Holly- 
wood gives professional people 
stock characterizations. It’s doubly 
dangerous when a paper like Ap- 
VERTISING AGE not only contributes 
to a fictional characterization in 
advertising but inflates an un- 
favorable one to boot. 


Ratp# W. Buctt, 


Vice - President, Fred Eldean 
Organization, New York. 


OMETHING for nothing? Well, you decide. First, consider | | 
S the importance of the Milwaukee market. Best estimates are 

that Milwaukee County will produce over one billion dollars worth 
of industrial goods this year. Milwaukee County, with a popula- 
tion of over 850,000 is the nation’s 14th richest market. Obviously 


“© Mdwaukee Story 


sy WGN oF cuHicaco 


it constitutes a real “‘plus’”’ value to WGN accounts. 


We know we cover Milwaukee better than any other Chicago 


station . . 


station. To illustrate our point: The February thru April Mil- 
waukee Hooperatings showed WGN’s daytime weekly ratings 
with Superman at 7.8, Dr. George W. Crane at 7.7, Heart’s 
Desire at 7.3 and Tom Mix at 6.2... night time shows included 
Hollywood Theatre at 11.7 (highest in Milwaukee for the time 
period), Crime Club at 8.9, Boston Blackie at 8.3 and Flamond 


with a 7.4. 


All of this adds up, we believe, to the best advertising bonus in 


radio today. 


. in many cases we rate second to Milwaukee’s first 


A Clear Channel Station... 
Serving the Middle West 


MBS 


Chicago 11 
Illinois 
50,000 Watts 
720 
On Your Dial 


Eastern Sales Office: 220 East 42nd Street, New York 17, N. Y. i} 


West Coast Representatives: Keenan and Eickelberg 
235 Montgomery St., San Francisco4 «+ 


| 
| 
} 
411 W. Fifth St., Los Angeles 13 / 
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Appoints Davis A.M. 
Walker W. Davis Jr. has been 

appointed advertising manager of 

Pacific Pathways, Los Angeles. 


*Direct Image Offsete 


® To acquaint users with the vast 
scope of letter shop offerings — 
the speed, quality, ingenuity and 
economy—we plan a series of ads, 
presenting in each, a facet of our 
many facilities and services. 

The entire series will be avail- 
able later in booklet form to 
qualified executives and students. 

In the meantime watch for these 
helpful announcements here. We 
might suggest they be passed 
around to your staff and then filed 
for the educational benefit of new 
employees. 


For assistance on specific 
problems, call 


WILLIS SERVICES 


Complete 
Letter-Shop Facilities 
33 W. Hubbard 
3939 W. Madison 
Phones—SUPerior 1214 


® Ditto Process 


Multigraphing 


up * Multi-lithing e Mimeographing 


Paste- 
Mailing e 


* Varityping * Addressing ® 


Pennsylvania Push 
Designed to Sell 
State to Citizens 


PHILADELPHIA — The target was 
fantastic — training 10,000,000 
people to sell intangibles in one 
week. 

The intangibles were the oppor- 
tunities offered-by Pennsylvania, 
and the object of the recent drive 
was to turn every citizen of the 
state into a loyal booster, with 
the idea of attracting new indus- 
tries and expanding existing ones. 

A broadside introduced Penn- 
sylvania Week and its slogan: “It’s 
Your Pennsylvania, Keep It Grow- 
ing.” Activities began immedi- 
ately. A kick-off luncheon given 
by the Philadelphia Chamber of 
Commerce attracted more than 
1,000 business and industrial ex- 


ecutives and city and state of- 
ficials, including the mayor and 
governor. , 
James Stewart was guest of 
honor and received the first an- 


nual Commerce and Industry 


Award, given to the ‘“Pennsyl- 
vanian who had done the most for 
his industry in the previous year.” 


Painting, Press Unveiled 


Immediately following the 
luncheon, the governor’s party at- 
tended the unveiling of a painting 
in the Wanamaker department 
store. The painting, “The Meet- 
ing of Two Great Emancipators,” 
depicts Abraham Lincoln and a 
printing press. Also on display 
was the Ramage Press, from which 
was struck a four-page paper in 
the style of the 1880’s. 

The paper contained news of the 
store’s activities during the week, 
and a story about Ramage, a na- 
tive Philadelphian. Highlights of 
the events included an exhibition 
of Pennsylvania handicrafts and 
showing of a sound film in Tech- 
nicolor, “Pennsylvania,” prepared 


THE HEALING TOUCH 
OF FAMOUS HOSPITALS 


When the average American gets sick 4.5 
general hospital beds per 1,000 population 
await his needs according to the U. S. Public 
Health Service. In St. Louis, however, there are 
9.7 hospital beds per 1000 people. Seventy 
St. Louis hospitals, many famous for X-ray, 
cancer, and tuberculosis treatment, have over 
14,000 beds and plants worth more than 
$60,000,000. St. Louis is one of America’s lead- 
ing medical research centers. 
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For A Complete Selling Job 
In Big St. Lovis You Need 


THE ST. LOUIS STAR-TIMES 


Represented nationally by the Geo. A. McDevitt Co. 


THE ST. LOUIS 
STAR -TIMES 


Vigorously healthy sales in BIG St. Lovis need 
the push of Star-Times advertising. More than 
a half million Star-Times readers are 84.5% 
concentrated in the profitable St. Louis retail 
trading zone. Over 175,000 Star-Times circu- 
lation was linked last year with more than ten 
million lines of advertising placed by alert 
sellers who know the market well. — 


ged 


for the occasion by Standard Oil 
Company. 

A Ford blimp flew over the city, 
for the first time advertising same- 
thing other than Ford products. 
The company, with a plant in 
Chester, was cited as an example 
of an out-of-state concern which 
had found the industrial climate 
of Pennsylvania salubrious. 


Other Paintings Shown 

The first day reached a climax 
with a dinner celebrating the 
opening of an exhibition of paint- 
ings of phases of Pennsylvania 
life at the Academy of Fine Arts. 
The paintings were commissioned 
by the Gimbel store, ‘and are said 
to have cost approximately $100,- 
000. 
the paintings will be given to the 
Commonwealth. Gimbel’s was host 
at the dinner which featured Gov- 
ernor. Duff and Senator Martin as 
speakers. 

Events were scheduled here 
every day of the week, among 
them a labor-management lunch- 
eon sponsored by the Junior 
Chamber of Commerce, at which 
top leaders of labor and manage- 
ment staged a love fest. One day 
was designated as Port Day, when 
groups of school children, 1;200 
streng, were taken on a bus tour 
of the port. 

Twelve local organizations and 
all labor unions connected with 
port activities cooperated in the 
affair, which included open house 
for citizens to learn how their port 
functions. 

Throughout the week, other 
buses loaded with school children 
made tours of leading shipyards, 
oil refineries, locomotive works 
and other industrial plants. Club 
women, 3,000 strong, visited eight 
state parks as part of “Open 
House in Penn’s Woods.” Oct. 9 
was proclaimed “Pennsylvania 
Day in the Churches,” and ser- 
mons carried the theme of the 
week. 


Matthews Tours State 
Displays were set up in motion 
picture lobbies and libraries, the 
latter composed of special exhibits 
of books about Pennsylvania writ- 
ten by Pennsylvanians. 
The idea of promoting a state 


to its own citizens did not crystal- | 


lize overnight. Starting last July, 
Horace J. Matthews, secretary of 
commerce, began a tour of the 
state to enlist the support of 
smaller communities. 

Advertising and promotion on 


After a cross-country tour," 
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Advertising Age, October (perits 


7 


the state level was handled 
through Ketchum, MacLeod ¢& 
Grove, Pittsburgh, assisted in the 
Philadelphia area by Robert G. 
Wilder, public relations counse}, 
and by Della Landau, of Landau 
& McDaniel, in Pittsburgh. 

The 500 members of the Penn- 
sylvania Newspaper Publishers’ 
Association supported the drive, 
and separate agency presentations 
to leaders of industry, business 
and associations pointed up every 
asset and liability of the state. A 
follow-up brochure containing 
sample promotion material was 
sent those who attended, with an 
order blank and a price list of dis- 
play material. More than 3,000 
orders were filled, and displays 
were set up in almost every 


NEV 


Any 


roe act am 


he eee 


WHITE Mi 
County. that cook 
Booklet Outlines Assets reads the 
The sample brochure contained re . 
posters, counter cards, window 
paste-ups, merchandise cards, a 
promotion planning calendar, onv 
mats and an illustrated booklet. Bp 
The booklet outlined nine factors JDOWS 
which can contribute to the pousro 
growth of state business—abund- Bp orted R; 
ant power, short hauls to rich ational ¢ 
markets, ample skilled labor, prox-# The Ox 
imity to raw materials, wide vari- Bins a fy 
ety of successful enterprises, well- Bq poosti: 
distributed population, good living Be can ¢ 
conditions, prosperous, diversified Biases an 
_ agriculture and a cooperative state Mpjjow in 
guvernment with favorable taxes. Biomes & 
The promotion got its big play firood Hon 
in Pittsburgh late in the week) oyrna 
with the dedication of the BlueMyorker, | 
Star Memorial Drive, on the Penn- Kory, we 
sylvania Turnpike—another link Biome Co 
in the transcontinental highway.@ first de 
Governor Duff planted the first Bronvertec 
of the dogwood trees which will Movernme 
provide a landscape memorial tof%rmed fo 
Pennsylvania’s servicemen. huring an 
bas a Rs var. Last 
Promotes Baumgardner aromas 
ted num 
Robert Baumgardner, formerly Surveys 


in the advertising department of 
General Tire & Rubber Company, 
Akron, has been promoted to ad- 
vertising manager of Pennsy]- 
vania Rubber Company, Jean- 
nette, Pa., a General Tire division. 


Fort Names Harker 


Tom Harker, formerly head of _ 
the sales department of Station 
WJR, Detroit, has been named to 
the newly created position of na- 
tional sales manager of Fort In- 
dustry Company, Detroit. He will 
act as liaison man between na- 
tional representatives’ organiza- 
tions and Fort Industry. 


REPRODUCTION CORP. 


780 North Jackson St., 
Milwaukee 2, Wis. 


EXCLUSIVE WEST COAST REPRESENTATIVE : 
CARTER & GALANTIN, INC. 
315 W. 9th ST., LOS ANGELES — TUCKER 4335 


“YOUR 24-SHEET POSTERS 
More economical reproduction — 
by our modern methods! 
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NEW KIND OF RICE 


Anyone can cook it like an expert 


tions 
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every 
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WHITE MAGIC—"Sunny-colored grains 
that cook white and fluffy every time,” 
reads the copy boosting Uncle Ben's 
3 Converted Rice, appearing nationally 
ained Hior the first time -in the Oct. 27 Life. 
dow ——__—_—_— 

ds, a ~ 
‘da, sconverted Rice 
ok let. 


ctor (BOWS Nationally 
/ the? Houston — Uncle Ben’s 
bund- 

. Yich 
prox- 


Con- 
rerted Rice is launching its first 
ational campaign today. 

The Oct. 27 issue of Life con- 


October I4i 


lowing a substantial introductory 
ad drive indicated some 2,000,000 
persons had tried the product 
within the first 90 days. Other 
surveys, the company reports, in- 
dicate substantial repeat pur- 
chases in such cities as New Or- 
leans and Houston, where it had 
been introduced earlier. 
~ Magazine and newspaper copy 
(the latter to appear in 50 selected 
markets) emphasize the fluffy 
look, the extra B vitamins, ease of 
cooking and flavor of the product. 
Leo Burnett Company, Chicago, 
is the agency. 


Pepsodent Powder 
to Needham, Louis 


Pepsodent division of Lever 
Bros. Company has _ appointed 
Needham, Louis & Brorby, Chi- 
cago, to handle advertising of 
Pepsodent tooth powder, effective 
Jan. 1. 

Advertising of Pepsodent tooth- 
paste, antiseptic, tooth brushes 
and Trim hair tonic will continue 
to be placed through Foote, Cone 
& Belding. 


Newsprint Stocks Slump 


Daily newspapers reporting to 
the American Newspaper Publish- 
ers Association had 39 days sup- 
ply of newsprint on hand and in 
transit at the end of September, 
representing a decrease of three 
days’ supply, compared with stocks 
on hand at the end of August. 
These newspapers reported stocks 
of 34 days at the end of Septem- 
ber, 1946; 44 days at the end of 
September, 1945; and 49 days at 
the end of September, 1941. 


Starts New Magazine 


The Canadian Wholesale Dry 
Goods Association has launched a 
magazine for independent retail- 
ers, entitled “Your Wholesaler.” 
Articles in the first issue deal with 
packaging, store lighting, store 
displays, etc. It is published in 
Toronto, with H. J. Stoops as 
editor. 


Varl- Bains a full-page, black-and-white 

well- Bid boosting the rice which “any- 

living fine can cook like an expert.” Full 

rsified Bases and single columns will 

> state Bollow in American Home, Better 

taxes. Biomes & Gardens, Family Circle, 

3 play Boood Housekeeping, Ladies’ Home 

week ournal, McCall’s, The New 

Blue yorker, Parents’ Magazine, True 

Penn- tory, Woman’s Day and Woman’s 

link Biome Companion. 

shway.@ First developed early in the war, 

e firstfonverted Rice went largely to 

h will™overnment purchasers for the 

rial tofrmed forces and relief feeding 
juring and immediately after the 
var. Last spring, local campaigns 

1er ntroduced the product in a lim- 
ted number of markets. 
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In Metropolitan Oakland, where retail sales totaled 
$925,307,000 in 1946,* the Oakland Tribune alone offers” 
advertisers the most effective coverage. 74.9% of its total 
daily circulation is home delivered. 97% is concentrated in 
the A.B.C. city and 37-mile retail trading zone. 


* Survey of Buying Power, 1947 


TOTAL NET PAID CIRCULATION 


pay 147,308 sunpay 161,002 


(A.B.C. Publisher's Statement, March 31, 1947) 
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Here's what you've been wanting! 
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Real information on Distribution 


outlets, by kinds of business, their sales volume, and the percentage 


of sales represented, for: 


Building Materials 

Beer & Wine 

Bread, Bakery Goods 
Cameras 

Cigars, Cigarets, Tobacco 
Drugs, Medicines 

Farm Implements, supplies 


Floor coverings 


In the new Distribution Channels section of Advertising Age's Consumer Mar- 
ket Data Book, there's 20 pages of distribution information which will be of im- 
mense value to you in marketing your products. The editorial information isn't 


all you'll find. You can decide how to reach distributors from the media infor- 


mation given by: 


Associated Business Papers 


Corset & Underwear Review 


Domestic Engineering 


Fashion Accessories 


Infants' & Children's Review 


Luggage & Leather Goods 
Notion & Novelty Review 


House Furnishing Review 


Home Furnishings Merchandising 


The place to start any basic market research is 
in Advertising Age's Consumer Market Data Book. 


Look up that problem now, in 


Gasoline, Oil & Grease 
Gasoline, Oil and Tires 
Hosiery 

Household Appliances 
Liquor (Packaged Goods) 
Luggage, Trunks & Bags 
Motor Vehicles (New) 


Radios, Television Sets 


Crockery & Glass Journal 
Linens & Domestics 
Photographic Trade News 
‘ Furniture Age 
National Furniture Review 
Florists’ Telegraph Delivery News 
National Jeweler 


Hardware Age 


Advertising Age's s 
=\CONSUMER MARKET DATA BOOK 


or. oss? S39 STREET, CHICAGO * 330 we at 42nd Abe segs, NEW YORK « 
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Names Warner Agency 
Harold Warner Company, Buf- 
falo, has been appointed to direct 


NOW OVER 


90,00 


CIRCULATION ‘current averace) 
ST. JOSEPH NEWS-PRESS 
St.Joseph Ouzette 


. 


the ‘advertising of Stevens Safety 
Grip, Inc., Lackawanna, 

manufacturer of rubber tire chains 
and mud hooks. Automotive and 
hardware business papers, maga- 
zines, point-of-sale material and 
dealer aids will be used. 


To Fred Gardner Agency 

National Sanitary Products, St. 
Louis, has named Fred Gardner 
Company, New York, to handle its 
advertising. 


STANDARD 


STUDIOS '** 
CHICAGO i 


540 N. MICHIGAN AVE. 

185 N. WABASH AVE. 
410 N. MICHIGAN AVE. 
lld £. DELAWARE ST. 


Phone Wilitehall 5355 


| Shasta, Cal.; 


Tide Water Adds 
Sportscast Outlets 


Ten more western radio stations 
have been added to the list already 
airing football sportscasts spon- 
sored by Tide Water Associated 
Oil Company, San Francisco. The 
new stations are: KDSH, Boise, 
Ida.; KLIX, Twin Falls, Ida.; 
KIFI, Idaho Falls, Ida.; KEIO, Po- 
catello, Ida.; KTIL, Tillamook, 
Ore.; KFLW, Klamath Falls, Ore.; 
KSYC, Yreka, Cal; KWSD, Mt. 
KSMA, Santa Maria, 
Cal., and KAWT, Douglas, Ariz. 
This brings the total to 115 sta- 
tions carrying the sportscasts. 


Production Team Formed 


A new radio program produc- 
tion team has been formed by 
producer-director Basil Lough- 
rane, one time vice-president in 
charge of radio at Lord & Thomas, 
and Arthur Cook, formerly a Man- 
hattan public relations and sales 
promotion counsel. Their initial 
show is titled “By the Way,” in 
which a musical score is inte- 
grated with a narration of Ameri- 


cana-type feature news. 


and 
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Coke 


are registered trade-marks 


of The Coca-Cola Company 


Coca-Cola and its abbreviation Coke are both regis- 


tered trade-marks that distinguish the same product 


—the product of The Coca-Cola Company. 


Coca-Cola is Coke; Coke is Coca-Cola—and 


nothing else. 


om 


THE COCA-COLA COMPANY 


Ask for it either way—both jade diene ‘mean the same thing 


COPYRIGHT 1947, THE COCA-COLA compan’ 
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That's why room space in sleeping 
feb cars is still scarce! 


Like y ma, New ¥e ne Comte SOL ne oe ee 


“pest-war direass csr 


ter victory, Central signed the largest 


fm feet, vig 
i] pie tostary for new, streantiined, tuxgry 


orders m ali 
prissen ger “1 
But, ke you, we're 


5, an the ecw cer walteg Let 
You know how & is Coal criiy, Materini shortages. 
Always scenething tu: delay production 
So those worderfal, new, all private-coom sleeping cars 


fest promised te os for early $947 won't he here 

rill 1048, 
Mesntime , . Ussugh out great, aly conditioned over 
night trains have agprt thie ah 0? beds evuilable nightly 
they're often sakl wr in advance, bhewuse of 


tealay '» reoard wavel 
Nobadty's mere than Central for the day when 
new core wil) add to thin great Meet. Molody will be 


it, too, is on the new car waiting list. 


a* Car Waiting List, tbo" 


CENTRAL WAITS TOO—New York Central is running this 1,000-line news- 
paper ad in about 20 major on-line cities (AA, Oct. 13} to point out that 
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Foote, Cone & Belding, New York, is 


product of Reliance Chemicals 
Ltd., Montreal, will be advertised 
to Canadian motorists through 
newspapers and weekend papers 
beginning this month, and by a 
series of radio spot announcements 
to be carried by 43 stations across 
Canada. Details of the advertis- 
ing plans have been outlined in a 
dealer broadside. Harold F. Stan- 
field Ltd., Montreal, is the agency. 


Joins Elliott-Haynes 
John E. Cooper, formerly as- 
sistant advertising manager of 


the agency. The | 

will be. 

Promotes Anti-Freeze AANR Unit Elects Jones rertisia 
Reliance anti-freeze, a new The Detroit chapter of theBaqvertis 


American Association of News- 


paper Representatives has electe(’ °° 


James B. Jones, Scripps-Howard te a 
Newspapers, president. Other of’! “eatec 
ficers elected are: Preston Roberts! the 1 
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vice - president; David Sampso 
Jann & Kelley, secretary, and 
Arthur Dixon, Osborn, Scolaro 
Meeker & Co., treasurer. 


P&G to Air ‘Beulah’ 


Effective Nov. 24 Procter { 
Gamble’s “Mystery of the Week, 
currently heard Monday through 
Friday at 7 p.m. over CBS, wi 


Canadian Business, has been ap-|be replaced by “Beulah,” a draq Althou 
pointed director of client service | matic series built around a Negr@Post has 
of Elliott-Haynes, Toronto, mar-|maid. Dancer-Fitzgerald-Sampl@%ngj subs 
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Despite all the yelling, distillers 
are not a bit disturbed about a 60- 
day grain holiday. What does dis- 
turb them is their strong suspicion 
that the situation will be no bet- 
ter at the end of 60 days and the 
“holiday” may go on indefinitely. 

Actually, the holiday hullabaloo 
has given the liquor business, 
which was generally running over 
30% below last year, a terrific 
shot in the arm. Distributors, deal- 
ers and the public are all stock- 
ing up in anticipation ‘of a short- 
age, and business for the rest of 
the year looks better than it has 
for some time. The only catch is 
that after Christmas, if stocking 
up continues, it’s going to be 
harder than ever to move a bottle 
for perhaps three months. 

a ok oe 


The production vacation, agreed 
on by major distillers with Presi- 
dent Truman’s Citizens Food 
Committee, is not expected to re- 
duce whisky advertising this fall. 
In fact the vacation, in helping to 
strengthen the sales situation, may 
lead to more advertising. 

But it would tend to restrict to 
present areas the distribution of 
new products, such as National 
Distillers’ new Mount Vernon 
blend. This whisky has been sold 
in the East since last August. 

Appointment. of Benton & 
Bowles to handle Schenley’s 
Three Feathers division probably 
will inerease that agency’s billings 
by $1,500,000. 

‘* 
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The Massachusetts legislature 
will be asked to end the present 
“remote control” of outdoor ad- 
vertising by the State Outdoor 
Advertising Commission and re- 
store home rule. 

The question came in for plenty 
of heated argument at the meeting 
of the Worcester County Sélect- 
men’s Association; whose members 
harged that the commission—in 
existence for about a year—had 
overruled the wishes of the towns 
in a number of instances. A com- 
ittee is to be named to consider 
yahe issue and draw up a corrective 
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Although The Saturday Evening 
Post has boosted its advertising 
pnd subscription rates, as well as 
single copies to 15 cents (AA, Oct. 
20), no ‘increases are contem- 
plated for other Curtis publica- 
ions—Country Gentleman, Holi- 
lay and Ladies’ Home Journal. 
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Sharp increases in the price of 
hocotate may soon mean the 
lemise of the five-cent candy bar, 
aising new problems of distribu- 
ion in marketing bars at six, 
even or 10 cents, G. Harold 
ompson, Thompson Candy 
ouse, Seattle, believes. 

Since 1941, he says, the price of 
hocolate has gone up 900%, with 
e increase in recent weeks 
mounting to 50%. Up until now, 
00, the public has definitely re- 
used to accept a 10-cent candy 
bar. While 35% of all candy sold 
mM the country prewar was in 
hickel bars, the proportion rose to 


9% last year. 
a * cd 


An amendment to Wisconsin’s 
Unfair Sales Act,” enacted at the 
ast legislative session, has been 
terpreted to mean that advertis- 
hg offering something as free, or 
gift, or without charge with the 
Purchase of something else, is now 
legal. The amendment requires 
mat, in connection with tie-in or 
mbination items, the retailer 
Hust receive his cost plus at least 


| inarkup, plus transportation. 
= aa * 
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When John B. Stetson Company 
Wines into its spring advertising, 
'w.l revive an old Stetson story 


bill to be presented to the law-/| 


—its western traditions. Latter- 
day policy of Stetson has been to 
ignore its 10-gallon past, but the 
hat style trend is running toward 
the broad-brimmed_  stockman’s 
topper. So Stetson ‘will ride again, 
and will include in its promotion 
the widespread wearing of west- 
ern hats on college campuses— 
even such unlikely ranges as the 
College of the City of New York 
and Brooklyn College, where the 
buckaroos approach the corrals of 
learning on the IRT. 


Offers Combination Rate 

Western Associated Farm Pa- 
pers, which includes Arizona Far- 
mer, Colorado Ranches & Farmer,, 
Montana Farmer-Stockman, Utah 
Farmer and the Pacific Northwest 
Farm Trio (Washington Farmer, 
Oregon Farmer, Idaho Farmer), is 
offering a combination rate, effec- 
tive Oct, 1. 


Mogge Adds Accounts 


Arthur R. Mogge, Inc., Chicago, 
has been named to handle the ad- 
vertising. of Magnesium Company 
of America, Chicago, manufac- 
turer of materials handling equip- 
ment for industry; Bates Ex- 
panded Steel Corporation, East 
Chicago, Ind., manufacturer of 
fabricated expanded steel struc- 
tures, expanded steel poles and 
accessories; and Christiansen Cor- 
poration, Chicago, manufacturer 
and distributor of non-ferrous in- 
got, specialty foundry products 
and aluminum mold consumer 
products. 


Buys Halliburton Store 

Federated Department Stores, 
Inc., New York, has purchased 
Halliburton’s Department Store in 
Oklahoma City. J. C. Halliburton, 
store manager, will continue with 
the store as chairman of the board. 

hn H. O’Toole, divisional mer- 
echandise manager of ready-to- 
wear, intimate apparel and chil- 
dren’s wear of Associated Mer- 
chandising Corporation, has been 
appointed president of Hallibur- 
ton, effective Nov. 15. 


107 & i 


BARNES & REINECKE S(yling 


makes products look like 
more for the money 


_We can restyle your product for 

greater consumer acceptance, 
faster sales, increased utility, 
whether you make rugged equip- 
ment like this Barnes & Reinecke- 
styled Allis-Chalmers tractor or a 
mass selling retail item. 
We also make exact models..... 
small reproductions like this group 
for Kroehler Furniture Co., or full 
size. These three-dimensional pres- 
entations enthuse your salesmen 
and dealers, help both to sell their 
customers. 


OUR 13th GREAT YEAR ©@ STAFF OF OVER 200 


BARNES & REINECKE, INC. 


DESIGNERS AND ENGINEERS 
234 E. Ohio St., Chicago 11, Illl., Del. 6350 


Through the 


Advisor. Her 


“Alone at last — 
just you and me— and PRUDENCE PENNY!” 


The most famous by-line among the Nation’s 


home economists is “PRUDENCE PENNY”. 


years Detroit women, from 


Brides to Grandmothers, have come to . 
depend on the helpful information provided 
by The Detroit Times Home Economics 


advice on cookery and home 


Reta 


73.4% of The Detroit Times 
Circulation in the Detroit 


HOME DELIVERED 


il Trading Area is 


THE 400,000 


NO COVERAGE IS COMPLETE WITHOUT 


FAMILIES REACHED BY 


problems is of great interest to the women 
in the 400,000 families who read The Detroit 
Times every day. 


Prudence Penny stimulates an interest in 
Detroit Times readers for new food products 
and softens the market to the point where 
volume food sales are assured, a public rela- 
tions job of great value to the food industry. 


Prudence Penny is merely one of many 
factors that make The Detroit Times an out- 
standing merchandising medium in the 
Detroit market—a fact long recognized by 
the major retail food outlets of Detroit. 


The DETROIT TIMES 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 
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Gets Steel Account 


, Jones & Laughlin Steel Cor- 

Es poration, Pittsburgh, has placed 

‘oui, its advertising with Ketchum, 

a See MacLeod & Grove, Inc., Pitts- 

ee 60 oburgh. The agency had the ac- 
: count from 1931 to 1936. 


Presents New Radio Line 


John Meck Industries, Ply- 


mouth, Ind., has introduced a new 
line of table model radios, rang- 


ing in price from $14.95 to $79.95, 
the latter being an FM-AM table 
set. Another new product is an 
FM converter-tuner, retailing at 
$19.95, which can be attached to 
any AM set for FM reception. 


Names Hamlin A. M. 

Elbert R. Hamlin has been 
named advertising manager of 
Haydon Mfg. Company, Forest- 
ville, Conn., manufacturer of tim- 
ing devices. 
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‘Atlantic’ Hails . 


Its 90th Year; 
Adopts New Cover 


Boston — Next month the At- 
lantic Monthly will celebrate its 
90th birthday, and can look back 
on nine decades of intellectual 
leadership stemming from its es- 
tablishment as a New England 
literary journal. 

For the Atlantic Monthly came 
into being as an organ of litera- 
ture and politics, and was in- 
tended to serve only the people 
around the hub of cultural Amer- 
ica—Boston. In the intervening 
time the magazine outran its geo- 
graphical limitations and now has 
more subscribers in California 
than in Massachusetts. 

Never a mass magazine — its 
present 157,327 circulation is a 
peak—the Atlantic introduced 
such giants of American literature 
as Mark Twain, Bret Harte, Ern- 
est Hemingway and Booker T. 
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You can know what brands 


are selling best in 


* 
Pid 


In collaboration with the Bureau of Advertising, The 
Dayton Journal-Herald offers this true sales barometer, 
- a continuous month-by-month picture of actual pur- 
apts chases, sales and stock in hand of more than 350 gro- 
cery store items; more than 275 brands, in a scientifically 
selected and tested panel of local grocery stores. 


The Continuous Grocery Inventory enables you, for 
the first time, to know what items are selling and the 
rate of sale. It shows seasonal trends and distribution 
patterns. It reflects, without delay, consumer acceptance 
of new products . . . and the effect of newspaper ad- 
vertising and other promotion. 


Dayton, the Ideal Test Market 


Dayton ranked among the first ten cities as an ideal test market 


as reported in Sales Management, September 1, 1947. The 
Dayton Journal-Herald offers you the largest circulation and 


coverage of the market at the lowest milline rate, plus this ac- 
curate check on sales . . . while the test is being made. 


Grocery Stores 


The Dayton Journal-Herald 
Preferred Locally 
For the fourth consecutive 
year local grocers placed 
the bulk of their advertis- 
ing in The Dayton Journal- 
Herald. The Journal and 
Herald lead all other news- 
papers in the state of Ohio 
in total volume of reéail 
advertising according to 
Media Records first seven 
. months 1947 report. 


Write National Depart- 
ment today for folder about 
the Continuous Grocery 
Inventory. .. 


| ATLANTIC. MONTHLY, 
1 | 
{ Devoted to Literature, rey and Politics, ’ 
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FIRST AND LATEST—Celebrating its 90th year, Atlantic Monthly is adopting Bo99.000 | 
the new cover, shown at the right, starting with the November issue. At the sition 

left is the magazine's first cover, November, 1857. ae 
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Washington. Along with its ac-;envious, but I think I understand@jopwed kt 

cent on literature, it continued to | the laws of a stimulated economy.§ company 
publish controversial articles on|The other half of your responsi-§pjSoDol, 
politics, economics and history. It) bility is with ideas: to present tof¥900,000 c 

delved into the corporations’ he-|the people who form opinion the | 

gira to Delaware, into racial rela- | ideas, the resourcefulness, the ca- \ 
tions (Editor Walter Hines Page pacity for change which are char-@ After » 
was unwelcome in his native}acteristic of American enterprise Magency \ 
North Carolina) and into religion|For that you must raise yourf§presentat 
(it published an historic article by | voices in publications like the At-§troleum 
Al Smith during his losing 1928/lantic. You did just that in theMJother ag 
presidential campaign). war. Is the need any less today?’ Hhandle t! 
For its 90th year, the magazine ——_—___——— will sper 
will adopt a new cover, but will Buys Shoe Company vertising 
— to operate on’ its old Connors - Weiss, Inc., Dover™” be five 
eory so far as contents are con-| yw H., manufacturer of women’e@" indir 
cerned. To a luncheon of agency | moccasins, has purchased Miller-g°?™paigr 

and advertiser representatives last|Connors Shoe plant in Somers-—00. 

week, Edward Weeks, editor, out-| worth, N. H., and has changed the™f In lat 
lined the publication’s advertising|name of the company to Miller-§SSC&B ° 
viewpoint: Weiss - Lawrence Shoe Company.@filbert, — 
“You must devote half your time a Weiss, formerly with Metro-Biood com 
to literature—the literature of ad- Tut and ee oe Co, Balt 
vertising—reaching out for mass! pany will continue its brand name °® Mar 
markets in media of mass circu-|“Ta)kabouts,” and plans to tripleg°Unts re 
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5th Largest of all U. S. Farm Markets although 


(Cash Farm Income, 1946) " 
ug agenc 


3rd Largest Market of all North Central States of ‘hem v 


(Cash Farm Income, 1946) lifetime | 
4th Largest Cash Income Per Farm— = _, 
Among the 26 states having 100,000 or more farms. —— 


sed to | 
3 r d Largest Cash Income Per Farm e’s a 
In the North Central States 


THE DAKOTA MARKET TODAY 
Latest market data facts! 
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e e¢ Send for your free copy today. The New Billion re fun 
Dollar Dakota Farm Empire Reads and Responds to SSC&B" 
the Editorial and Advertising Messages contained in i R3.. 
DAKOTAS’ OWN MAGAZINE. ize but. 
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ABERDEEN, SOUTH DAKOTA Rai By 
3. P. MALONEY, Advertising Manager > : 
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Lever Chunk Lifts 
SSC&B to Elite 
$10 Million Group 


(Continued from Page 1) 
and the telephone cables were 


; 


- stretched from office to office. 
“a But despite their physical prob- 
ae: leras—the Marguery is due to be 
= razed, and the new Time, Inc., 
aa building erected in its place—the 
= agency picked up billings. 
one t started with Smith Bros. 
: cough drops and syrup and Nox- 
zema Chemical Company’s shave 
— cream, skin cream, sun tan lotion 
: and cold cream—or about $2,- 
>pting 000,000 in billings. Its next ac- 
Mt the quisition was Carter Products’ 
Arrid, and a new product not yet 
on the market; Carter was fol- 
rstand#jowed by Whitehall Pharmacal 
mnomy.BCompany’s Anacin, Kolynos and 
sponsi-BBiSoDol, and SSC&B hit a $5,- 
sent tof 000,000 clip. 
oe os Wins API Account 
» char-@ After the first of the year, the 
rpriseMagency was invited to submit a 
: yourf#presentation to the American Pe- 
he At-@troleum Institute, along with 11 


in the 
oday?” 


other agencies. It was named to 
handle the account in April. API 
will spend about $400,000 in ad- 
vertising in national magazines 
in a five-month period, and there 
are indications that next year’s 
campaign may be nearly $1,000,- 
000. 
In late spring of this year, 
SSC&B was appointed by J. S. 
Filbert, Inc., Baltimore specialty 
food company, and McCormick & 
Co., Baltimore spice and insecti- 
cide marketer. Both of these ac- 
counts run less than $500,000. 
Advertising circles have gossiped 
for some time that SSC&B was on 
the list for some of the Lever 
business. Colwell had worked on 
Lux at J. Walter Thompson Com- 
pany, and the other four original 
partners had some_ experience 
with Rinso, Lifebuoy and Spry at 
Ruthrauff & Ryan. 


Silver Dust Is First 


In September, Lever gave Silver 
Dust to SSC&B, and last week it 
added the $1,500,000 Lifebuoy 
soap account to boost the agency’s 
rate to the $10,000,000 figure. 
(R&R keeps Lifebuoy shaving 
cream and will get a new Lever 
product, as yet undisclosed.) 

The agency’s basic pitch is un- 
changed: It specializes in pack- 
age accounts, is not interested in 
an account which might require 
a branch office (SSC&B has a 
West Coast office for radio); it 
wants to stay a closely-knit, uni- 
fed outfit. Nor has it changed 
another piece of its philosophy— 
io personal accounts. Seven men, 

the five original partners plus 
Vi William M. Spire and Abbott K. 
Spencer, work across the board 
* all accounts. 
The general feeling at the 
égeney is that it doesn’t want 
‘0 be a mammoth organization, 
) alt! ough all of its principals are 
ug agency graduates. When one 
7) ‘hem walked out from under a 
) etime job and a deeply en- 
tenched security plan at a big 
%eicy to join SSC&B, he’s sup- 


r 


over, 
omen’s 
Miller- 
omers- 
zed the 
Miller- 
mpany. 
Metro- 
charge 
e com- 
i name 
» triple 
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» sed to have remarked: “I guess 
Nere’s a little ham in all of ‘us, 

s ind I’d like to get out and build 
“rething up again, and have 

n “re fun at it.” 

-O S3SC&B’s thinking holds that not 

n ily is there a financial point of 
Uminishing returns in agency 


but that with size comes “a 


‘-like feeling, and it isn’t fun 
ly more.” 

As for personnel, the agency 
. has 80 on the payroll. Re- 
nly it added Jerome Brooks, 
1 Benton & Bowles, and Ida S. 


ven and JWT, to its copy staff 


Rai beck, formerly with Pedlar &| 


to work on Lever, as well as Mrs. 
Grace Campbell in production. 

In addition, it has a half dozen 
young men taking a sort of train- 
ing plan, conducted after hours 
in the shop, and it intends to 
grow its own future executives. 

Its story isn’t one of uninter- 
rupted successes. 
everything in the radio book at 
American Tobacco Company to 
land the Pall Mall account on 
“Show of the Year,” a repeat pro- 
gram with the American Federa- 
tion of Radio Artists. It looked 
as if the account was set, but 
when SSC&B was unable to lay a 
full 36 shows on the line, Pall 
Mall withdrew, renewed “The Big 
Story” through Foote, Cone & 
Belding, and left SSC&B with a 
memory of how close it came. 

Originally the agency planned 
to set itself up so that it could 
service the accounts it thought it 
would have, and do some new 
business prospecting at the same 
time. It doesn’t want to be “big,” 
but it isn’t ready to bar the door 
to new accounts yet. 


SSC&B threw | 
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Marketing Group 
Elects Alderson 
New President 


New YorkK—Wroe Alderson, 
president of Alderson & Sessions, 
Philadelphia marketing consultant 
organization, has been elected 
president of the American Mar- 
keting Associa- 
tion. 

Announcement 
was made by the 
AMA tellers’ 
committee here 
last week. 

Other new offi- 
cers include: 

Vice-president, 
Everett R. Smith, 
director of re- 
search, Macfad- 
den Publications, 
New York; vice-president, Edgar 
H. Gault, professor of marketing 
at the University of Michigan, 
Ann Arbor; secretary, Harvey H. 
Huegy, professor of marketing, 


Wroe Alderson 


ee 


| University of Illinois, Springfield; 
}and treasurer, Wilford White, Bu- 


| 


reau of Foreign and Domestic 
Commerce, Washington. 

New directors are George H. 
Brown, University of Chicago; Roy 
S. Frothingham, Facts Consoli- 
dated; Gordon A. Hughes, man- 
ager, market analysis department, 
General Mills, Inc., and Donald E. 
West, director of market research 
for the McCall Corporation. 


‘Liberty’ Appoints Grant 
Liberty Magazine, Inc., New 
York, has appointed Grant Ad- 
vertising, New York, to handle 
both promotion and circulation 
advertising for Liberty, Screen- 
land, Silver Screen and Movie 
Show, effective Nov. 1. Warwick 
& Legler, Inc., New York, for- 
merly handled the account. 


Adds Slavin to Staff 
Bernard Slavin, formerly with 
Lamport, Fox, Prell & Dolk, South 
Bend, Ind., has joined the copy 
staff of Lockwood - Shackelford 
Advertising Agency, Los Angeles. 


Two Join George Agency 

Sarah Strange, formerly with 
Hall Advertising Agency, Lub- 
bock, Tex., has been named pro- 
duction manager of Ernest N. 
George Company, Los Angeles. 
Fada Bozant, formerly with Reu- 
ben H. Donnelley Company, Los 
Angeles, has joined the copy staff. 


{ 

| Largest PAID Circulation ~ by three 
| times of any magazine covering 
the entire industry... and a total of 


1,000 rtavers monty 


(Tops in the field) 


82 Wall Street, New York 5, N.Y. 


PERE ER ES He 


3 of the country’s best-known cigar adver- 
tisers have also switched to PLASTICTYPEs. 
They judge by results—they can see the im- 
provement in their own tearsheets. And they 


like the speed with which pLastictyPEs can 
be ‘produced, and the economy of first-class 
and air-mail shipments. Mail coupon now 


© 


v 


(aad J 


leading cigarette advertisers are among the 


hundreds of big, national accounts using Reilly 
pLastictyPes. For this finer, lighter plastic plate 
takes such a clear, sharp impression that each and 
every PLASTICTYPE retains the true fidelity of the 
original. Tearsheets prove conclusively that this 
modern miracle-plate assures cleaner, more uni- 
form reproduction—even though newspaper pro- 
duction methods vary considerably. 


—_— ae 
on™ tie 


Free! 


+ Reilly Electrotype Company 
4 305 East 45th Street, New York 17, N. Y. 


p U 


sheets. 


Mail me a sample Plastictype, and tear- 


Have a representative call to give me 


for free details. 
! 
! full details. 
‘ 
1 Name 
| 
‘ Company 
el astictypes \, ,oe 
Address — 
REILLY ELECTROTYPE COMPANY % 
305 EAST 45th ST., NEW YORK 17, N. Y. MUrray Hill 6-6350 eos, tw 
CHICAGO - DETROIT - INDIANAPOLIS - SAN FRANCISCO - LOS ANGELES ¥ ‘Me 
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Steel Founders to F&S&R 


Steel Founders’ Society of 
America, after discontinuing its 
advertising for a few months, has 
again appointed Fuller & Smith & 
Ross, Cleveland, to handle a cam- 
paign including direct mail to cus- 
tomers of member founders and 
business paper advertising di- 
rected to users of steel castings. 
F&S&R has handled the society’s 
advertising for several years. 


SUPPLIES 
To Latin America 
by using 


EFECTOS 
de ESCRITORIO 


Complete coverage of 5000 retailers and 
wholesalers in biggest export ers. 
Write for ‘Your Market’’ booklet. 


Lady Esther Copy 
Undergoes Change 
for Magazines 


(Continued from Page 1) 


was disposed to put in the “al- 
lowable exaggeration” class, but in 
the disparaging remarks in the 
copy about lipstick. 

Officials at Biow Company, Lady 
Esther’s agency, reported that the 
only scheduled change was the 
headline, although the copy text 
was not identical. 

AA was told reliably that at 
least one publisher had rejected 
the copy in its original form, and 
that at least one more would have 
if he had had sufficient time be- 
fore his publication went to press. 

On the other hand, one maga- 
zine executive said defensively 
that “after all, the newspapers 


250 FIFTH AVE., NEW YorK 1 [9,0 


have been running that copy for 


some time.” 

The campaign broke first in 
1,000-line ads in 53 newspapers 
early in September. It later used 
57 newspapers for 600-line ads, 
and since late September the copy 
has appeared in four-color full 
pages in The American Weekly; 
in 20 newspapers Sept. 21; 20 
newspapers Oct. 19; similar copy 
in Metropolitan Group and 22 
papers Sept. 21; and 21 papers 
Oct. 5. 

On the magazine list, according 
to Biow, are Beauty Fashion, Cos- 
mopolitan, Harper’s Bazaar, Mod- 
ern Screen, Modern Romance, 
Movie Land, Photoplay, Radio 
Mirror, Real Romances, Real 
Story, Screen Guide, Screen Ro- 
mances, Seventeen, True Ro- 
mances, True Experiences, True 
Love & Romance and Vogue. 


Admits Some Are Disturbed 


The Toilet Goods Association 
here maintains a board of stand- 
ards, whith amounts to a volun- 
tary advertising review service. 
Customarily, members submit 


1 ABP MONTH 


the ABP. 


program. 


BAKERS ASS 


Today it is one of the 


Demonstrated Leadership 


Time and again, BAKERS' HELPER has 
demonstrated the tremendous influ- 
ence of a great business paper in a 
great industry. This same editorial 
power can be YOURS in the advertis- 
ing pages. 


ABP-ABC 


ihe. apiea' 
7 Sad. 


This is the month set aside by 129 leading business papers to tell advertisers and 
readers more about the Associated Business Papers. As a member of the ABP, 
BAKERS’ HELPER is making itself always more useful to its subscribers and helping 
advertisers get a bigger return on their investment. BAKERS’ HELPER is also a 
member of the Audit Bureau of Circulations, a requirement for membership in 


FIRST ANNIVERSARY OF BAKING 
INDUSTRY PROMOTIONAL PROGRAM 


Just a year ago in October, the American Bakers Association, in convention at Chicago, 
voted to adopt a Baking Industry Promotional Program based on BAKERS’ HELPER’S 
editorial campaign, “1/20 of 1% will do it.” Now, one year later, the plan is well 
under way, following almost exactly the broad outline of the BAKERS’ HELPER. 
plan. The industry has already oversubscribed its goal of $1,500,000 for a 3-year 


FIFTIETH ANNIVERSARY OF AMERICAN 


OCIATION 


Fifty years ago this association was launched by a handful of progressive bakers. 
This month in Chicago, the Golden 
Anniversary Convention of the ABA will be in session. And, the big attraction will 
be the opening of the “Big Package” revealing for the first time, the complete plans 
for the $1,500,000 industry-wide promotion program, patterned after the plan originally 
presented by BAKERS’ HELPER. 


largest trade associations. 


105 West Adams Street, Chicago 3, Illinois 
165 Broadway, New York 6 
Fifth Street, Los Angeles 13 


816 W. 


More Bakers Subscribe for BAKERS HELPER than for any other bakery 
publication — 16,402 Net Paid, October 4th issue 


SIGNS FOR 48-PAGE AD—Robert M. Feemster (right) signs for the Wall 
Street Journal's 48-page advertisement in this issue of AA—which the Journal 
believes to be the largest single advertisement ever published in the advertis- 


ing press. 
charge of sales. 


Mr. Feemster is a member of the Journal's executive committee, in 
Standing are Ted Callis, Journal advertising manager; Leslie 
Davis, special assistant to Mr. Feemster; Tom Maytham of Maxon, 


Inc., and 


Jack C. Gafford, advertising director of AA. 


campaigns to the board before 
the advertising is run, in order to 
avoid possible complications. In 
other instances, the board points 
out to advertisers in what in- 
stances their copy, then running, 
may lead them into difficulty. 

A TGA spokesman, asked by 
ADVERTISING AGE if the question 
of Lady Esther’s copy had been 
brought to the association’s atten- 
tion, conceded that “the matter 
has been discussed and some 
people are much disturbed.” He 
declined to answer the question of 
whether Lady Esther had sub- 
mitted the campaign before 
launching it, or if the TGA had 
taken any action regarding the 
campaign. 


Shirer to Start on MBS 


William L. Shirer, who resigned 
from CBS last April after serving 
with the network for a decade, 
has joined Mutual and will begin 
regular commentaries on MBS 
next month. Mr. Shirer resigned 
soon after J. B. Williams Com- 
pany dropped sponsorship of his 
program, reportedly with agree- 
ment of CBS (AA, April 21). 


E. H. Brown Appointed 


E. H. Brown Advertising 
Agency, Chicago, has been ap- 
pointed to handle advertising of 
Sprayberry Academy of Radio, 
Pueblo, Colo., correspondence 
school, and Madison Mills, New 
York, manufacturer of fluorescent 
specialties. 


MORE NEWS 


THIS ITEM REPRINTED FROM 
ADVERTISING AGE OF SEPT. 15: 
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FARM INCOME 
SOARS TOWARD 
ALL-TIME HIGH 


Washington—Though spiraling living 
costs are forcing urban wage earners 
to retrench, latest government statistics 
show that rural America enjoys in this 
postwar inflation the best buying posi- 
tion in its history. 

Farmers are selling unprecedented 
volumes of goods at prices 155% higher 
than prewar and 15% above the 1920 
peak. They are paying only 80% more 
for the things they buy. 

On their books, the land they own 
has almost doubled in value; the farm 
mortgage debt is low enough to make 
the most conservative banker smile. 


Higher Cash Income 


Indicative of the farmer’s new im- 
portance as a potential market for 
consumer goods is this fresh fact: Last 
year farmers averaged a higher cash 
income than industrial workers, re- 
versing a relationship which has stood 
for decades. 


ABOUT CHARLESTON, 


S. C. 


THESE ITEMS REPRINTED FROM. 
RECENT CHARLESTON NEWSPAPERS: 


¥ 


S. C. FARMERS" RECEIPTS 
UP FOR JANUARY-JUNE 


(By a Special Correspondent) 
WASHINGTON, Sept. 8: The De- 
artment of Agriculture announced 
Tuseday that South Carolina .farmers 
received $86,371,000 in cash receipts 
from their January to June crops and 
livestock, $13,233 more than their 1946 
total for the same period. 

In its farm income situation publi- 
cation, the department said that South 
Carolina farmers totalled $36,002,000 
in cash receipts for their livestock 
and products over $34,878,000 for 1946 
and $50,369,000 for their crops com- 
pared to $88,260,000 in 1946. 


TAXES DECREASE 


(By a Special Correspondent) 

WASHINGTON, August 9: While the 
value of farm real estate in South 
Carolina has more than doubled in 
the past eight years, the tax on such 
land actually decreased 25 per cent, 
reports released this week by the agri- 
culture department indicate. 


ESTIMATES 
POWER. 


GROSS FARM DOLLARS TOTALLED $129,808,000 IN THE 20 COUNTIES 
OF THE CHARLESTON AREA MARKET IN 1946, ACCORDING TO THE 
IN THE 1947 SALES MANAGEMENT SURVEY OF BUYING 


KEEP YOUR EYES ON CHARLESTON! 


AND REMEMBER THAT THESE NEWSPAPERS 
COVER THIS BUSY CITY, COUNTY AND AREA MARKET 


CIRCULATION: Up from 44,041 in 1941 to 74,341 December 1946. 
MILLINE RATE: Only 2.47, lowest in S. C.; less than national average. 


THE CHARLESTON EVENING POST 


a Che News and Courter 


CHARLESTON, SOUTH CAROLINA 
REPRESENTED BY THE JOHN BUDD CO. 
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(1 Direct Mail 
Best of Industry’ 
Awards Announced 


CLEVELAND—“Best of Industry” 
and merit award winners in the 
1947 direct mail competition were 
announced at the 30th annual con- 
vention of the Direct Mail Adver- 
tising Association here last week. 

Both quantity and quality of 
this year’s entries far exceeded 
those of any previous year, accord- 
ing to Alice Honore Drew, adver- 
tising- manager of TelAutograph 
Corporation and chairman of the 
DMAA board of judges. 

The winning U. S. and Canadian 
“Best of Industry” entries, follow- 
ing the three-day exhibit at the 
convention here, are to be shown 


urnal ~Bduring the coming year by adver- 
ertis- fiising clubs and graphic arts 
® in @eroups throughout this country 
_— and Canada. 


Serving with Miss Drew on the 
poard of judges were H. S. Foster, 
director of advertising, Mead Sales 
5 ompany; Richard Messner, vice- 


igned Mpresident, E. E. Brogle & Co.; Nor- 
rving Hman R. Singleton, direct mail 
cade, Bmanager, R. H. Macy & Co., and 
begin #rrank Ware, circulation director, 
MBS Newsweek. 

igned 

Com- Awards in 65 Groups 

Bg In the 1947 competition, “Best 


f Industry” awards were pre- 
ented in a total of 65 classifica- 
ions, While 31 additional compa- 
iies received merit awards. ; 
The “Best of Industry” direct 
nail leaders included portfolios 
ubmitted by the following com- 
panies: 

Harry E. Foster Agencies Ltd., 
oronto; Servel, Inc., gas air condi- 
tioner, Evansville, Ind.; Lockheed 
\ireraft Corporation, Burbank, Cal.; 
ited Airlines, Chicago; Jefferson 
‘ompany, New York; California 
Avocado Growers Association, Los 
Angeles; Copper & Brass Research 
Association, New York; Studebaker 
‘orporation, South Bend, Ind.; Gen- 
ral Motors Corporation, Detroit, 
nnd its Pontiac Motor division; 
» ‘tarter’s Chickery, Eldorado, IIL; 
klahoma National Bank, Oklahoma 
ya yity ; 

National Breweries Ltd., Montreal; 
‘lintkote Company, New York; 
‘tandard Register Company, Day- 
S: nm: Hercules Powder Company, 
Vilmington; Skycrest Country Club, 
rairie View, Ill.; John H. Breck, 
nec., Springfield, Mass.; Edward 
‘tern & Co., Philadelphia; Wetzel 
TS sros., Milwaukee; Neiman-Marcus, 
allas; Northern Electric Company, 
E fontreal; Sheppard Envelope Com- 
any, Worcester, Mass.; Plymouth 
‘ordage Company, North Plymouth, | 
fass.; 

ers Foote & Jenks, Ine., Jackson, 
pts lich.; Mengel Company, Louisville; 
ind jerman Nelson Corporation, Moline, 
946 lL; Borg-Warner Corporation, 
orge division, Detroit; Servel, Inc., 


ath huiomatice refrigerator; Shwayder 
000 sros., Ine., Denver; C. F. Braun & 
ack 0. Alhambra, Cal.; James P. | 
946 larsh Corporation, Chicago; Bacha- | 
>m- ich Industrial Instrument Com- 
any, Pittsburgh; Tube Turns, Inc., 
uisville; Norton Company, Wor- 
ester, Mass.; 


Insurance Firms Win 


uth Indemnity Insurance Company of 
‘orth America, Philadelphia; Gen- 
ral American Life Insurance Com- 
any, §$t. Louis; Merrill Lynch, 
lerce, Fenner & Beane, New. York; 
‘ke Bros. Ltd., Montreal; RKO 
“dio Pictures, New York; New 
rk Times; Royal Typewriter Com- 
‘, New York; Standard Outdoor 
Advertising, Ine., New York; Phoe- 
k Metal Cap Company, Chicago; 
Tropical Paint & Oil Company, 
fVeland; Eastern Corporation, 
or, Me.; Dennison Mfg. Com- 
Framingham, Mass.; Standard 
Company (Indiana), Chicago; 


‘derle Laboratories Division, New 
; Schering Corporation, Bloom- | 
eld N. J.; Abbott Laboratories 
national Company, Chicago; | 
ican Cyanamid Company, New | 

Aatell & Jones, Inc., Phila- | 
; ia; Harris-Seybold Company, | 
‘éveland. 
‘nsolidated Edison Company, New | 
or Successful Farming, Des| 
8S; Esquire, Inc., Chicago; Pro- | 
ve Grocer, New York; National 
icasting Company, New York, | 
"s Hollywood office won a | 
| award); Columbia Broadcast- 
New York; 
Corporation, 


Ny 


“f System, 
icasting 


Crosley | 
Cincin- 


nati; Goodyear Tire & Rubber Com- 
pany of Canada Ltd., New Toronto, 
Ont.; Muller Bros., Hollywood; In- 
ternational Silver Company, Meri- 
den, Conn.; National Publicity Coun- 


cil, New York; Clarke’s, Tulsa; 
Canada Steamship Lines, Chicago; 
American Rolling Mill Company, 


Middletown, O.; Lehigh Warehouse 


& Transportation, Newark; Lon- 
gines-Wittnauer Watch Company, 
New York, and Kane Weil, New 


York. 


Joins Pepperidge Farm 
Frederick H. Nichols, former 
general sales and _ advertising 
manager of Siboney Distilling 
Corporation, Philadelphia, has 
joined Pepperidge Farm, Inc., 
Norwalk, Conn. He will assist 
Mrs. Margaret Rudkin, president 
of the company, in the supervi- 
sion of the sales, advertising and 
sales promotion departments. | 
Ginn Promoted 


Pacific Outdoor Advertising 
Company, Los Angeles, has pro- 
moted J. Ellwood Ginn, for two 
and one-half years with the sales 
department, to assistant sales 


manager. 


eet 
ER 


NEC Chides MBS | 
for Stand on BMB 


New YorK—NBC, whose inter- 
pretation of BMB figures has been 
questioned on several occasions by | 
other networks, last week decided 
to talk back. 

Charles P. Hammond, new vice- 
president, said NBC is beating the 
drum for BMB “because we don’t 
believe that one network with a 
method based on ability to hear 
which researchers rejected a 
long time ago” should be able to 
retard the work of the tripartite 
group which has been accepted as 
a uniform measurement for the 
industry. 

This was a reference to Mutual 
Broadcasting System, which has 
not yet subscribed to BMB be- 
cause it says “BMB findings have 
overemphasized the program fac- 
tor.” The bureau is considering 
MBS’ “listenability” study on 
physical coverage for the four 
networks. 


Asserting that advertisers are 
interested in how many people 
listen— BMB figures — and not 
how many people could listen, 
Mr. Hammond said “listenability” 
could be no substitute for BMB’s 
methods as used in study No. 1. 


Ahead of Competitors 


The NBC executive spoke at a 
press conference held to intro- 
duce a new booklet which gives 
a compilation of figures from study 
No. 1. At all levels of listening, 
NBC’s booklet puts itself ahead 
of competitors. 

Hugh M. Beville Jr., director of 
research for NBC, said the net- 
work considers listenership on the 
75% level significant because 
“there is a correlation between 
BMB figures and Hooper share of 
audiences.” 

He said further that “our 
own engineering figures are not 
so optimistic as to Mutual’s in- 
crease in physical coverage in the 
last two years as theirs. We 
put the figure at about 10 to 11%.” 


5 Name Rouse Agency 


A. James Rouse Company, Los 
Angeles agency, has been named 
to handle the advertising of Carol 
West of California, women’s 
blouses; Scientific Healthware Cor- 
poration, Hawaiian Island and 
Orient distributor; Jan-Ace Com- 
pany, mail order company; Mur- 
ray Auto Specialty Company, ac- 
cesscries, and Babylon Rug Com- 
pany, southern California retail 
outlet. 


SUCCESSFUL L 
(MITATED 


LUBRICANTS AND LUBRICATING EQUIPMENT 


Graphite & Graphite Products ...... 65.4 

Industrial Lubricants ................ 90.5 
iM Lubricating Systems ................ 63.0 
| or Oil Purifiers & Filters ............00. 62.7 


ee LMC LERC ETE TEC 53.5 
a eee PERE CTE Perr ere re 75.0 
Liquid Level Instruments ............ 55.2 
Pressure Instruments & Recorders .... 63.5 
Temperature Instruments & Controls.. 76.8 
MECHANICAL-TRANSMISSION EQUIPMENT 
Ball & Roller Bearings ............. 78.5 
fl ee ree 
Flexible Couplings ...............0. 71.0 
Gears & Pinions ...... eT ee 73.3 
Motor Bases & Mounts ........ ee 
Pillow Blocks & Bearing Units ....... 61.6 
Pulleys, Sheaves & Sprockets ....... 73.6 
ND is cadek ands ecaneey rs toad ts 80.0 
Variable-speed Transmission ........ 61.6 
PRIME MOVERS 
Diesels & Accessories .............. 35.9 
Steam Engines ............0ccee cece 73.6 
Steam Turbines ...............0000- 63.0 
Gas Turbines ..............c0cce eee 22.5 


OE audience. 


Coal & Ash-Handling Equipment ..... 57.3 
Conveyors & Accessories .......... §2.7 
Elevators & Supplies ............... 61.5 
RN WIEN di 5 Scie sveN eon esos sa cen 72.6 
Heists, Cranes & Lifts ......6.05000 62.5 


* Includes only non-subscribers to POWER in the medium-sized 
and smaller plants, who, in the main, will comprise the new 


% Interviewed 


Who Influence Purchase* 32 


THE READERS OF OPERATING ENGINEER 
are as busy buyers in their own right 
. .. @s your wife is at the supermarket 
any Saturday morning. 


A face-to-face survey made last 
Spring gave us the first available buy- 
ing data in this marketplace. We com- 
pleted 844 field calls, tabulated them, 
and are using these ads to give you 
the highspots. 


HERE, for instance, is the count on 27 
important product items — from graph- 
ite to gas turbines—in 5 major classi- 
fications. More coming. If you can't 
wait, your OE representative will be 
glad to show you the complete report. 


FIRST ISSUE IN JANUARY — After three pilot numbers, 
the first regular issue of OPERATING ENGINEER 
oppears in January. To reach 29.000 buyers costs 
but $200 a page (12-time rate), and there is a full 
year's rate protection on all contracts received 
before Jan. 1, 1948, calling for space to be used 
beginning with or before the March, 1948, issue. 


OPERATING ENGINEER 


A McGRAW-HILL PUBLICATION * 330 West 42nd Street * New York 18, N.Y. 
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Ad Attention Tops 
Editorial in ARF 


Farm Paper Study 


‘Successful Farming’ 
Reaches 880,000 Men, 
1,130,000 Women 


New York — Successful Farm- | 


ing, the largest publication ever 
surveyed by the Advertising Re- 
search Foundation, accumulated 
2,010,000 readers of its 158-page 
May issue within 28 days, and ob- 
tained a higher average reader- 
ship for top-scoring ads than for 


OFFICES 
PITTSBURGH AND eae YORK 


Fone 7080 


best-read editorial 
and features. 

The 10 best-read ads among 
women had an average score that 
was even higher than the aver- 
age rating for top-ranking car- 
toons. 

These, and other results of the 
survey, printed in a 188-page re- 
port, are being distributed this 
week to more than 4,000 adver- 
tiser, advertising agency and pub- 
lisher executives. The report is 
Study No. 3 of the Continuing 


departments 


|Study of Farm Publications con-_| 


|ducted by the foundation. 
Women Readers Predominate 


persons 12 years of age and over 
among its subscriber families. 
Males totaled 1,850,000, females 
1,730,000. Of the 2,010,000 read- 
ers, there were 880,000 males and 
1,130,000 females. Sixty per cent of 
the readers were 30 years of age 
and over. They totaled 1,210,000, 
while the younger readers, 12 
through 29 years of age, totaled 
800,000. 

One or more general display 
advertisements in the May issue 
were read by 99% of the men and 
98% of the women. The score for 
editorial reading matter was 
nearly the same with 98% of the 
men and 97% of the women read- 
ing some of the issue’s editorial 
text. Every reader looked at one 
/or more editorial illustrations. 


Top Ads Average 74% 


The 10 advertisements read by 
the greatest number of women ob- 
tained an average readership of 
74%, or 14% higher than the 60% 
average for the men’s favorites. 
/Only three ads won places on the 
| best-read lists of both sexes; full 
| pages for Ford automobiles, the 
|New York Life Insurance Com- 
fea and Sulfa-Guan-I-Dine, a 
‘poultry remedy. All the top-rank- 


The study determined that the 
magazine, with a circulation of} & 
1,218,616, had a total of 3,580,000; = 


Then write or ‘phone today 
for your FREE copy of 
“YOUR HOUSE ORGAN’’— 
the RCS Manual that 
gives you cost-reducing, 


time-saving hints. 


STATE 5977 


RAPI D co PY SERVI 


- Gade 2 a 
Offset P r-Craftsmen 
123 N. Wacker Dr. Chicago 6 
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ads won places on the best-read lists of both sexes in the Advertising Research 
Foundation's readership study of the May, 1947, issue of Successful Farming. Percentages of men and women readers are 


ing ads of both men and women 
occupied full pages except for 
three on the women’s list, each of 
which filled two-thirds of a page. 

Ads which placed only on the 
women’s list advertised food, 
housekeepers’ supplies and home 
furnishings. Except for an in- 
stitutional ad about nickel, ads ap- 
pearing only on the men’s list 
were concerned with trucks, farm 
buildings, tractor tire, gasoline 
and a livestock remedy. 

Women outnumber men in the 
reading of display classified ad- 
vertisements, but more men than 
women read straight classified ad- 
vertising. The report showed that 
one or more display classified ads 
were read by 10% of the men and 
26% of the women. In the read- 
ing of straight classified ads, how- 
ever, the scores were 20% for men 
;and 15% for women. 


| Study Covers 13 States 


Interviews for the Successful 
Farming study were conducted in 
13 states 16 to 28 days after sub- 
scribers had received the May is- 
sue. The field survey and tabula- 


j tions were made by the Psycho- 


logical Corporation, New York. 
|The study reports the number of 
ireaders per subscriber family, 
| number of readers among all sub- 
scriber families, and the reader- 
ship of individual advertisements 
and editorial items. In addition, 
it gives data on subscriber fami- 
lies and their farming. 

Successful Farming, published 
monthly at Des Moines, is a gen- 
eral farm publication devoted to 
agriculture and the farm home. 

Cost of the study is financed by 
the Agricultural Publishers As- 


LESS THAN 
‘A DOZEN! 


Wuchless because’ 


you can wach 1,000 prospects with a 
full page for 41.60 


The Eagle Magazine with 1,052 
fraternal publication in its field, 


MAGAZINE 
Eagle 
Elks . ° 
Foreign Service 
Legion 


ea 


,000 circulation, is the fastest growing 


and the following figures taken from 


Standard Rate and Data show that its rates are the lowest: 


RATES FROM JULY 15, 1947, SRDS 


MAXIMIL MINIMIL 
3.74 3.56 
5.10 4.84 
4.42 4.12 
8.24 7.84 


sociation. In December the founda- 
tion will publish a report on its 
survey of the Sept. 20 Wallaces’ 
Farmer & Iowa Homestead. 


Macfadden Publishes 
Confidences’ in Paris 

Macfadden Publications Inter- 
national ‘Corporation, New York, 
is launching the tenth edition of 
the international True Story group 
this month, with the publication 
in Paris of Confidences, a weekly. 
Circulation will be in France, 
Belgium, Switzerland and the 
French colonies. The initial print 
order is 400,000 copies. 

The magazine will be printed in 
two-color rotogravure and four- 
color offset and most of its mate- 
rial is identical (except for trans- 


lation into French) with the 
American edition of True Story. 
Due to paper limitations there wil] 
be a ceiling on advertising and, 
at the present time, all available 
space is oversold. 


Dayton AMA Chartered 

The American Marketing Asso- 
ciation has chartered its 23rd local 
chapter with the formation of the 
Miami Valley chapter with head- 
quarters in Dayton. Officers are 
Carl T. Berner, president; Robert 
Scott of the Dayton Journal-Her- 
ald, vice-president, and Margaret 
J. Andrew of Frigidaire’s market 
research department, secretary- 
treasurer. Plans are under way 
for formation of chapters in Cin- 
cinnati, Portland, Ore., and 
Havana. 


How will you 
new product? 


of our test markets... 


paign nationally. 


United States. 


| problem? 


Here is one way. Choose one or several 
and score your 
plans before you shoot the whole cam- 


Burgoyne test markets are fair samples 
of the heavily populated areas of the 
Your sales tests can be 
tailored to your needs within the frame- 
work of our markets in this area. 


It is wise to find out now where your 
products stand competitively and to test 


the effectiveness of your sales plan. 


May we set up a research plan to fit your 


promote your 


SYRACUSE 


Hub of the 
great Empire 
State 


Typical heart city of 
upstate New York, 25! 
miles from Manhat at 
Syracuse industry i§ 
built on such industries 
as Carrier, Easy Wash 
ing Machine, Solvay 
Process, General lee 
tric, L. C. Smith-Coron4 


Estimated populatio® 
1947 — 220,000. Aout 
650 retail grocery st:re* 


Complete coverage ™ 
this important Moerke! 
at one low cost in the 
SYRACUSE HER(\! 
JOURNAL. 


Burgoyne Grocery ctuiles 


DIXIE TERMINAL 


CINCINNATI 2, OHIO 


‘Jack 
Mad 
in Pc 


(Co 


anew Ci 
of-sale 
ning to 
out the 
The a 
Bonus?” 
of-sale | 
Bonus 4 
retailers 
window 
also an 
offered | 
a mont 
spring. 
Wi 


‘Jack- 
designec 
side a 
which it 
rung up 
inside tl 
to 600 si 
decides) 
gorges a 
dimes. 
turn ou 
hundred 
termine 
will dro 
termine 

This 
vention 
Leach, \ 
Advertis 
developi 
usual as 
original 
a meth 
fingered 
Pot Bon 
serves 
makes € 
of sorts. 
that the 


Two 
teamed 
perin, h 
neers C 
and beg 
models. 
it quick 
ringing 
had sto 
months. 
tributor 
demand 
chines. 

Havin 
for a y 
with ar 
shaped 
presider 
the con 
up dist 
grocery 
tion pic 
tallers. 
chines ° 
next siz 
Ina ye 
Distri 
nus? 
to the 
agree tc 
vertis 

dis 
to the 
pennant 
handbil 
| get 
entire | 
cla es, ' 
a di 
and pro 


Fi SAad te ny ee Bs aa Bed ee | a i ee ilies em eae ee Aha fs an ee aS (ee ae i a 
ee ener ett cereal iene. | OSPR pee ata ae he Nig, ee. 9 : aca Reaie fhe Bin ae ae ee ye Pala (gia rages 
aes So, oe RRS el - be ee ee te % of eee ec Sc x aee ae 06 sate sae ae 
55; ll AN ii BAY a Ek 
aren s siesoaat DS titG —s OOe >» 12+ MA dove 
eh | | 
ie <<: | ‘ Se oll ei F ib er its te Vis PO oF oe Se i 
GV & |, ds out font Lae | 
dle (All OVER THE COUNTRY! Tw cri oe 
ee 4. gh Ee ea 
= ie = °, = — 
K Time for Daddy to take a step, ton! @ x - r jou : tote ae ro oe a, Fo 
’ WS a pr ep a ES SE 
? ne de ohn emt rg eed Br RNC © i Se 
fe open ne eek eaten ten mw | 9z= ee ro 3 >= 
| Yael se — oo peepee panera 
) ase ek teren ee | Teer { _ sin ena 
Me <<“ s@® | S| Fo 
cca ee ee a ale 
Y jann — 
II j ee 
& d G | a 
| EN paVIN 
! 
: _ co. : 
- “Yh 7 ; = Pl fy 
a, Printing Hc ao | 
. % Ne p55: HALETONE Ai : 
a> a) gion BivY- 
washitl 
gi7 Me wicAGO 7.100 
| a 
Vii tl fi ‘ 3 She. ae, _ H 
HOUSE Mel HIS jjrirm | oe | be 
: Publishing a ORGAN 2 : - “< PSs —— Hl 4 s <a, CEDAR napios e . pf 
: a te pte "fea OMAHA ROCKFORD sourh sEND =: CANTON 
Ri I T&§£ oy ee \ Se . - 
is Pe fa i cee OO ee on 
, ——- > ‘ BLOOMINGTON. o" ra 
5 fe dy, = | 7 me ei ~~ 
PRR ie | : wh DD | 
ee , Yigg ly —~ | 
Sees La RN Ge, » ar 4 y ™ j : 
Se see Cap ANy a mf 
see NRHN "Aly 4] 2 : ; : 
ee — “Wipy oe ae 
/ ae ee OS eee | LC. ld a, af 
j 
eee EEEee 
<a 
ee: : et te, elias ne « been ee | 
; 1 \. y x Th ace ) , ys ¢ e a ol Sa aot 
| \ Ny) IW, ep v Cc Be - WA . 
‘ ; | P ‘ a F / on, hyd 
int ) fe \\ 3 LY; Y her’: r — g ans 
7 iid : ] | ~“\ “~ c' -~ _ 
——— = ©O7°1 & qt, .f,4~ “fr - 
ft, \ 
“a | - ~ g , “i Ay Cc ‘ f, -_— 
a oe , 
> 2 aa " ( 
ee Mu, "> ca 
vs, es An 
————— he 
: Sse accordil 
: ; Ac verti 
: :. i a "he me mil 
a : ora a Store se 
. ' ila ta 5 The an 
a : : ac ordi 
: ; a Do's” ee 
_ ; ; a ee ©” off x 
sl 704 WARNER BUILDING - MILWAUKEE 3, WIS. — ciel sal 
| mussel jt) linn 


> Jack-Pot Bonus?” 
Machine Is Latest 
in Point-of-Sale 


(Continued from Page 1) 


anew company with a new point- 
of-sale device which it is begin- 
ning to lease to dealers through- 
out the U. S. 

The device is called “Jack-Pot 
Bonus?” It is the core of a point- 
of-sale advertising service which 
Bonus Advertising now offers to 
retailers through distributors and 
window display companies. It is 


==" falco an advertising medium to be 
BINESTO) offered to national advertisers on 
ees a monthly basis, starting next 

spring. 

Wired to Cash Register 

Research F 9” ¢ ‘ 
aders are Jack-Pot Bonus?” is a machine 
‘ designed for use in front of or be- 

side a store’s cash register, to 
th the which it is wired. When a sale is 
» Story, uag up, an irregular wheel turns 
ere wil|Minside the machine. Once in 200 
ng and to 600 sales (whatever the retailer 
VailableM decides), it automatically dis- 


gorges a “jack-pot” of nickels and 
dimes. The device can be set to 
turn out awards every so many 
hundred sales, but no one can de- 
termine exactly when the award 
will drop. Store temperature de- 
termines the latter. 

This traffic-builder is the in- 


Leach, who is president of Bonus 
Advertising here. 


usual as the machine itself. The 


a method of outwitting light- 


serves the purpose because 
makes each customer a detective 
of sorts. 
that the clerk rings up the sale. 


Halperin Is Manager 


Two years ago, Mr. 
teamed up with Edward R. Hal- 
perin, head of Advertising Engi- 
neers Corporation, Los Angeles, 
and began market tests of various 
models. The first druggist to use 


ringing up sales—and found she 
had stolen $2,000 in previous 
months. One survey among dis- 
tributors some time ago showed a 
demand for at least 70,000 ma- 
chines. 

Having completed location tests 
for a year and a half here, and 
with ambitious advertising plans 
shaped up, Mr. Halperin, vice- 
president and general manager of 
the company, has begun signing 
up distributors serving druggists, 
grocery stores, filling stations, mo- 
tion picture houses and other re- 
tailers. Ten thousand of the ma- 


USE 


he chines will be placed within the 
pire next six months and 20,000 with- 
ina year, Mr. Halperin told AA. 
Distributors buy the Jack-Pot 
city s Bonus? machines and lease them 
oo to the retailer. The latter must 
om “4 agree to make proper use of tie-in 
idustriey 2Avertising material supplied by 
y Washf§ ‘he distributors calling attention 
Solvaym§ to the device — window displays, 
al | lecH pennants, mats for newspaper ads, 
Coron“ handbills and the like. No dealer 
nlationm™ Wil get exclusive franchises. The 
. Abou eniire service, Mr. Halperin de- 
y store Clares, will cost the retailer under 
rage inj °! a day for use of the machine 
Morkelf# 22 promotion material. 
ay / Amount of Award Varies 
‘he amount awarded may vary 
according to dealers’ desire. Bonus 
Acvertising recommends allotting 
nm: mill per customer—or $3 if a 
‘tre serves 300 customers a day. 
The amount can vary, of course, 
ac ording to need: higher “jack- 
o's” can be used by movie houses 
%” off nights, or by stores for spe- 
“<1 sales days, or by dealers in 
eee" iDoliances and other high - price 
Es ee 3 


it quickly caught a cashier for not! 


vention of an Ohio druggist, R. A. 
His reason for | 
developing the device is as un- | 


| 
original incentive was to work ost 
fingered clerks in his store. Jack- | 
Pot Bonus?, Mr. Leach points nog 
4 


The customer sees to it) 


} 


Leach 


A retailer 


goods. 
new store can set the machine to 
make awards more frequently, for 
example. 

Soon after the first dealers are 


launching a 


signed, the facts of Jack-Pot 
Bonus? machines will be con- 
| verted to signs for local advertis- 
/ers’ use. Later next year, when a 
“sufficient” number of machines 
are placed, “‘space” will be sold to 
national advertisers, with Mr. 
Halperin’s agency handling the 
new medium. 


Machine Displays Product 


National advertisers will be able 
to buy the service for only stores 
selling their merchandise. They 
will get: (1) the company name 
on the face of the machine; (2) a 


inside the Jack-Pot Bonus?; (3) 
a window display, banners inside 
the store and. other dealer-aid ma- 
terial promoting the product—all 
designed by the advertiser itself. 
Advertisers may contract on a 
one-month basis. 

Since each Bonus Advertising 


sample of the product displayed’ 


System dealer is required to re- 
port the average number of sales 
per day, Advertising Engineers 
will be able to offer both local and 
national advertisers extremely de- 
tailed “readership” information. 

Mr. Halperin pointed out that, 
as all customers will see the ad- 
vertisements each time they make 
a purchase—or merely ask for 
change — advertisers using 10,000 
of the machines would probably 
obtain a readership of more than 
a billion in a year. (This is based 
on the assumption the average 
dealer makes 300 sales a day or 
slightly more than 100,000 a 
year.) 


Will Advertise to Consumers 

Each person getting an award 
will be required to answer a 
simple question before he gets the 
money, in the same way that 
many radio programs operate to 
avoid legal restrictions. 

Bonus Advertising has little fear 
of competition developing. Not 
only has it obtained full patents 
on the device, but it even has a 


copyright on “Jack-Pot.” 

Bonus will also advertise to 
consumers to boost the service. 
Newspaper copy will be used 
regionally at the outset, and na- 
tional magazines will be used once 
the machines are in retail stores 
nationally in large numbers. Copy 
will stress that the machines are 
placed only with good merchan- 
disers and that the retailer uses 
Jack-Pot Bonus? as an advertis- 
ing device to attract patronage. 

A number of window display 
companies, associates of Window 
Advertising, Inc., have been ap- 
pointed to install and service re- 
tailers in various parts of the 
country. 


Joins Peanut Council 

William F. Seals has resigned 
as manager of the middle Atlantic 
region of the National Association 
of Manufacturers to join the Na- 
tional Peanut Council, Atlanta, as 
executive vice-president. He suc- 
ceeds Modane Marchbanks, who 
has joined the National Associa- 
tion of Margarine Manufacturers 
in Chicago. 


Quality Park Names 3 

Quality Park Advertising 
Agency, Brown & Bigelow sub- 
sidiary, St. Paul, has appointed 
Albert E. Pacini, who formerly 
operated his own agency in Min- 
neapolis, account executive, and 
Ross H. Matson, recently released 
from the Navy, new business ex- 
ecutive. Alan W. Coffman, for- 
merly with Caples Company, 
Omaha, will handle promotion and 
copy. 


HOSIERY 


Carrying the Most Product - 
Advertising to Hosiery Mills: 
KNIT GOODS WEEKLY 
Carrying Hosiery Advertising 
to Retailers and Wholesalers:. 
Monthly Hosiery Merchandising 
Section—edited solely for 

Buyers of Hosiery 


KNIT GOODS WEEKLY _ 
| Madison Ave., New York 10 


Add the vast acreages of other crops as well as the millions 
of livestock, and you'll better understand why the Michigan Farmer 
is a mighty important factor in the “Automotive State.” 


You can reach these prosperous, substantial farm families at lowest cost with 
one publication—The Michigan Farmer—which reaches more than 
78% of the farm folks in Michigan. You can double the effectiveness 
of your general media with down-to-earth selling in the one 
magazine they read first when the mailman arrives. 


What do you mean, biggest production line ? 


There’s more to Michigan than ring gear pinions and straight 
eights—thousands of miles of cherry and peach production lines that 
win rich markets each year with never a model change! 


Rurally Rich 
.. Politically Powerful 


Copyright, 1947, 
Capper-Harman-Slocum, Inc. 
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Consolidates Offices 


The Californian, Los Angeles, 
has consolidated editorial offices 
and printing facilities in its own 
building at 1020 S. Main St. 


Agency Adds Division 

Packard & Packard, Los Angeles 
agency, has added a new motion 
picture division, with Stephen E. 
Reymer in charge. 


ie 
~ PHOTO ENGRAVERS. 


4 PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 
PERSONALIZED SERVICE 


216 WEST ONTARIO STREET 


CHICAGO 10, ILL. 


SUP. 4314 


Clear Channel 
Stations Press 
for Super Power 


WASHINGTON—S till undecided 
after two and a half years of dis- 
cussions, FCC last week resumed 
consideration of the case for and 
against super-power clear channel 
stations as a way of meeting needs 
of thinly-populated areas. 

Since the hearings were called 
in February, 1945, the commission 
has been told repeatedly that the 
big 50-kilowatt outlets, capable 
of reaching large areas, are pro- 
gramming for city audiences more 
attractive to the sales office. 

Studies by the Census Bureau 
and Agriculture Department in- 
corporated into the record tended 


ito confirm that rural people re- 


ceive a smaller choice of programs, 
and fewer of the programs that 


een de 
ak = 


ba 


they want. 

Currently, however, clear chan- 
nel operators are on the offensive, 
asserting that the big stations, with 
their vast programming resources, 
do a better job than FCC can get 
from small local outlets, or from 
networks of rural FM stations. 


More Power on Clear Channels? 


Encouraged by recent changes in 
international allocation of frequen- 
cies, clear channel operators now 
talk in terms of greater rather than 
less power, with some discussions 
calling for stations with as much 
as 750 kilowatts. 

With the tremendous expansion 
in the number of stations on the 
air, some of the pressure “to 
break up the clears” is off the FCC. 
As a result, the commission is in 
a position to maintain both the 
clears and the rural networks of 
small stations. 

Hearings last week touched on 
the new 540-ke channel, acquired 
during recent international meet- 
ings. The National Council of 
Farm Cooperatives, complaining 


about present facilities for rural 
areas, would like the 540-ke chan- 
nel parceled out to regional sta- 
tions which agree to specialize in 


“good rural program service.” 


Co-op groups feel that every 
farmer should get two primary 
Yet they 
found 10,000,000 people without 
daytime service, and “almost 60% 
of the area of the country” outside 


signals day and night. 


primary nighttime service areas. 


The regional broadcasters com- 
mittee, representing 99 stations in 
opposed the 750-kw 
super station, but defended the 
present 50-kw power limit. By 
using new engineering techniques, 
they claimed, many more of these 
50-kw stations might be created. 


42 states, 


‘Good Coverage on 50-kw’ 


They agreed that 750-kw sta- 


tions, blanketing the country 


would be difficult to program. They 
contended the 50-kw station meant 
good coverage, better use of fa- 
cilities, and programs adaptable to 


local needs. 


“With super power,” they com- 


. ‘ * 
ae) , ' 


plained, ‘a station in a grain-pro- 
ducing region quite properly would 
present programs of interest to 
grain growers, but such a pro- 
gram would be of no value to 
citrus growers in California or 
Florida who, conceivably, would 
be served by the same _ super- 
power station.” 

Recently FCC cleared the way 
for a six-station network of rural 
FM stations which will attempt to 
bring specialized programming to 
farm areas of New York state. 
The six stations are to be built by 
a non-profit foundation established 
by nine farm organizations and 
cooperatives. 


Programmed for Rural Audience 


Class B stations, each to operate 
with one kilowatt power, are to 
be located at Newfield, De Ruy- 
ther, Cherry Valley, Highmarket, 
South Bristol and Wetersfield, op- 
erating as a network with all sta- 
tions carrying the same programs. 

Programs originating at the vari- 
ous stations designed for rural and 
agricultural listeners are to fea- 


’ 


ture weather and market reports, 
religion and music, agricultural 


Why and How Was ABP Month 
Featured in 


Traffic World? 


Th There is only one reason for Traffic World 
being one of the 132 select publications belonging to 


ABP and that is for the multitude of perpetual bene- 


fits to its readers and advertisers. 


Consequently, there was certainly no better place 


to tell these readers and advertisers about A B P 


Month than in the pages of Traffic World. Here is 


how it was done: 


October 4 Traffic World Lead Editorial and 
Half Page Advertisement Stressed ABP Month. 


Under the title of “Your Traffic World and the 
ABP” readers were told a comprehensive story 
about ABP. The half page advertisement tied 
in ABP Month with Perfect Shipping Month, 
which is April each year, and referred readers 


to page number of lead editorial for details. 


October 11 Traffic World Carried Full Page 
Message Together With News Story. 


“We want To Tell You More” is the title of the 
full page message. ABP benefits referred to as 
“keys” to up-to-date publishing. New monthly 
mechanized freight handling and packaging 
section starting in that issue used as tangible 
example. 


Plus . . 


talks and discussions, quizzes and 
children’s programs. Programs 
will be relayed from station to sta- 
tion, with each station simultane- 
ously receiving and rebroadcasting 
the particular program. 

The six stations awarded to the 
Rural Radio Foundation are the 
maximum number that FCC allows 
a single interest to operate. The 
foundation is a non-profit group 
comprising nine farm _ organiza- 
tions: The New York State 
Grange; New York State Farm 
Bureau Federation; Cooperative 
Grange League Federation; Dairy- 
men’s League Cooperative Asso- 
ciation; New York State Federa- 
tion of Home Bureaus; New York 
State Poultry Council; New York 
State Vegetable Growers_ Associa- 
tion; New York State Horticul- 
tural Society and New York Arti- 
ficial Breeders Cooperative. 


October 18 Traffic World Full Page Message 
Stresses ABP Month As Twelve Month Effort. 


“ABP Month . . . Twelve Months a Year” is 
18 the headline of this mess-ge and core of the 
copy. It is likened to April Perfect Shipping 
Month campaigns in transportation which also 
are most effective and worthwhile as twelve 
month projects for everyone in the industry. 


Start of Eastman research with the October 18 issue was tied 
into message as example of publishing ingenuity. 


October 25 Traffic World Message Tied In ABP 
With Three October Traffic Conventions. 


“Keeping Standards Up in Traffic and in Pub- 

25 lishing” that is the headline of the fourth mes- 

sage tied in with ABP Month. Three national 

traffic organizations met in Baltimore the mid- 

dle of October—their work and plans for the 

transportation industry are comparable to the planning and 
work of Associated Business Papers in publishing. 


. Direct Mail and Personal Solicitation. As an adjunct to the above, ABP Month was featured in 


Traffic World direct mail during the month of October, as well as in personal solicitation, as much as possible. 


Traffic World has belonged to the thirty-one year old ABP since 1937. 


TRAFFIC WORLD 


418 S. MARKET STREET, CHICAGO 7, ILL. 


ABP 


OCTOBER IS DESIGNATED AS ABP MONTH BUT LET’S MAKE EVERY MONTH OF THE YEAR ABP MONTH 


Appoints Guinn 

C. Gerald Guinn, formerly an 
account executive of Mac Wilkins, 
Cole & Weber, has been appointed 
sales manager of Pacific Food 
Products Company, Seattle. 


Names Billesdon A.M. 


B. R. Billesdon has been ap- 
pointed advertising manager of 
Stromberg-Carlson Company Ltd., 
Toronto. 


6. Tips on Space Buying 


More Than Double Trouble. 


You'd be worried too, if you bought space 
the way this Space Buyer does. He paid at 
tention to the space salesmen who shouted 
the loudest, used the most competitive arau- 
ments. He didn't even look at an A B C 
statement, analyze the percentage of effective 
readers, or study the editorial content. Now 
he wonders why he's not getting results. 


You'll find that careful analysis of the facts 
makes space buying easy and pays off in re 
sults. In seeking a publication to reach the 
Water and Sewage fields you will find the 
tacts on WATER & SEWAGE WORKS are pre 
sented in such a way that analysis is simple 
quick and easy. Being the only publication 
that covers both of these fields, WATE & 
SEWAGE WORKS doesn't need to spen 
lot of your time on superficial arguments. 


Write or Call Mr. Cocker Now for 
Latest Folder—Media File Folder 


WATER & SEWAGE 
WORKS 


22 W. MAPLE ST., CHICAGO 10, ‘LL 
HED TOM ~ CLEVELAND ~ LOS ANGELES » Sau FRAC SSH 
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avertising Age, UCtLOUE: ’ 


in-pro- . . a = « 
‘wouigAd Council Issues| BUTTER Last Minute News Flashes 3oost Efficiency, 

0 . = 7 
a pro. fRadio Fact Sheet 1s Set Up Ad Promotion for Two Films Mail Ad Service 
alue to = 8 New York—J. Arthur Rank’s “The Upturned Glass,” starring . = 
nia org ON Food Crisis James Mason, will open generally Nov. 4, and is slated to get a $250,- Association Told 
would =P vertisin 000 advertising budget, most of it scheduled for newspapers and spot} CLEVELAND — Scientific manage- 

New YorkK—The Ad g ee . 
super-Boouncil, supplied with informa- radio. “The Adventures of Casanova,” one of the first large-budget |ment, resulting in greater efficiency 

tion from the Citizens Food Com- AT YOUR PRICE. pictures to be made by Eagle-Lion Films, will be released in six|in both production and sales, pro- 
1€ Wayfl .ittee headed by Charles Luck- Yuh ro 7 cat 38 sh ae cities during Christmas week, and generally in February. It has a|vided the keynote for the 26th 
f ruralfl wan of Lever Bros., and the Cabi- spent win dey ood $300,000 advertising allocation, most of it for magazines and news-|annual convention of the Mail Ad- 
-mpt toH et Food Committee, has issued a f TOMME TE a A papers. Monroe Greenthal Advertising is the agency for both ac-|vertising Service Association here 
ning to ; : ounts last week. 

radio fact sheet for use with the c " ; 
State. ld food emergency campai . — a , In view of higher labor and ma- 
dt by It caste ts is auas deoepartng bub: Nine Airlines Join in Special Copy | _ |terial costs, and the approaching 
blished lication advertisements. - New York—Nine airlines will run a cooperative advertisement in|buyer’s market, additional effi- 
ns and Campaign dppeals, designed to New York, Newark and Brooklyn newspapers this week announcing ciency must be achieved in the 

raise an extra 100,000,000 bushels — a new plan to eliminate “cross-over” of flights, which will result in|industry, association members 
dience of wheat to supply Europe’s mini- Etbecadi eet ddbneeelei additional use of Newarx Airport, less of LaGuardia Field. The nine| were warned. 
| mum needs this winter, will re- entre beoenend tetemote lines—American, Capital, Colonial, Eastern, National, Northeastern,| Approximately 300, including 
operate yolve around the official slogan, | PRICE DOWN—American Dairy Assn. Northwest, Trans World Airlines and United, will use 780-line copy |half the membership, were on hand 
=> “Save Wheat ... Save Meat. . .| Chicago, ran this copy in quarter and | daily for the week, placed through Erwin, Wasey & Co., which has|for the group’s biggest convention 
a, Save the Peace.” full-page space in newspapers in 56 | the Air Transport Association account. ——— one than a score of ex- 

ouncil asks radio adver- | large cities in the U. S. last week to e286 P P ibitors took part in the mechani- 

ld, op- aie a Describe the desper- point to lower prices on butter. Brewers, Distillers Consider Special Ads cal exhibit, and 50 entries were 
all sta- or plight of the peoples of west- Campbell-Mithun is the agency. NEW York—Both the brewers, through United States Brewers received in the educational exhibit. 
grams. Fn Europe—weakened by living Foundation, and the distillers, through Licensed Beverage Industries,| Awards for the best campaigns 
1¢ vari-@ iow rations for a long time, they ITU 'N Cc ’ are weighing special campaigns to announce their cooperation with advertising the members’ own 
omg _ now, as a result of widespread @) ontract the sg Fig nites citer ory J. oe Thompson eee My services went to A. W. Dicks, To- 
o fea- . : « agency for the brewers. at present has no agency of record, to: D. H. Ahrend Co ' 

i lose k ; ; : : ronto; en mpany, 
so see i K, crag aink cadena . Policy May End, succeeding Walter M. Swertfager Company, which is being dissolved.|New York, and the Staite 
vultural ; 

“2, Explain that we must help | / ‘ £Ts ice i Company, New York. The John 
eS and rn European countries in Samples Hint FR Corp. Features Scoop Price in Newspapers Howie Wright cup was awarded 
ograms eh yet ries eae Pa oust Re chietineeinBemole eanenesenie New YorK—FR Corporation is placing 100-line advertisements in this bracket 
to sta- , ix . ; twice weekly for Scoop, soapless detergent, in New York and Phila- : 
ultane- pe pe array = ed geet —s 60 - day pa peor delphia newspapers to emphasize that the Scoop price remains un- Receives Two Awards 

: m freedom, pros clauses for new contracts have : : : : ms 
casting = Seales Fy me  : deletes \ecen sont by the. International changed while other soap prices have been increased. FR will use| In the competition for the best 
of the effort abroad to build free | Typographical Union to all locals 1,000-line ads in the same newspapers starting this week to announce | campaign prepared for a client, the 
| to the overnments; our own security will | Woodruff Randolph, presi dent. a era sale on Scoop. Kastor, Farrell, Chesley & Clifford, here,|president’s cup went to the 
oe a be seriously threatened. said Tuesday. a 7 oe ’ , Graphic gg eg econ, 8 its 
© The “3; Show that to supply Eu-| Mr. Randolph declined to say|Bireley’s Seeks New Bottlers, National Promotion (Cimino stan The Peat 
‘group rope’s minimum needs we must/whether the move represents a} Los ANGELES—Bireley’s division of General Foods Corporation, eaeee am of Dayton. The Postage 
ganiza- cut down on our use of grain,|/change from the “no contract”! Hollywood, has started a drive to expand its bottling franchises, aim- a cup went to the same com- 
State meat poultry and poultry prod-|policy adopted by the ITU at its| ing to have approximately 100 bottlers in the next few months. Ad- coh ward a yee for ee 
_ om ucts. recent convention. Gerhard Van| vertising will be local for the present, but once the franchises are i ? . roengind of Dayton. 
erative “4, Urge each listener to coop-| Arkel, ITU attorney, said that “we| extended, the company expects to start national promotion, through a ward for the 
Dairy. crate With the following four-|feel there was room within the| Young & Rubicam. most ingenious selection of a pros- 
TY" @ point program as his individual | policies adopted by the ITU for pect list was won by Advertising 
J Asso- o ° p p 7 . *. . . . s 
sedan ff rogram against starvation and | the presentation of such an agree- Spire to Direct Radio for Food Committee Letter Service of Detroit. Mechan- 
. York chaos in Europe: (a) no meat on | ment.” New YorK—William M. Spire, vice-president of Sullivan, Stauffer, | ical excellence awards went to 
y York  [uesdays, (b) no poultry or eggs| The contracts with 60-day can-| Colwell & Bayles, has been lent to the Citizens Food Committee,|Paramount Business Service of 
‘ssocia. yO" Thursdays, (c) save a slice of |cellation notice could be signed| where, working under Don Belding, he will head radio activities. Mr.|Allentown, Pa., for illustrative 
sled. bread every day, and cooperate |for one or two years, Mr. Ran-| Spire, who came to SSC&B from Ruthrauff & Ryan, worked with mimeographing, and to Gilkinson 
i Arti with restaurants which serve dolph said. His announcement| OWI’s domestic radio division during the war. Mail Advertising, Pittsburgh, for 
: TU- B bread and butter only on request, |came while he was here for an Chi ? wy illustrative mimeographing and for 
, and (d) waste nothing—clean your |j7.RB hearing on complaint by hina-National Aviation Starts Drive mimeograph advertising of the 
plate at every meal.” Baltimore commercial _ printing San Francisco—China-National Aviation Corporation has started | shop’s own services. 
iranertsianiaiaiigae houses that the local here refused | 2 national advertising campaign using newspapers in San Francisco, The National Association of 
= HUGO W. GLAESER to bargain in good faith. Los Angeles, New York and Washington. The advertising is placed | Photo Lithographers plaques went 
Tiki “4 Urica —Hugo W. Glaeser, 53 through its new agency, Hannah Advertising Company, here. to = Paragon Printing Company, 
kins, j . Pst 4 St. Louis, for the best example of 
pointed vice-president and account ex- Chicago Negotiations tigi , p 
4 Food MH ecutive of Moser & Cotins, died| Meanwhile, in Chicago the ITU L. W. Scott of Wards Joins Sh Adve ay photo offset on presses up to 10x14, 
d mddenty at fis heme here Get. 14.| local has onl Pricrge +s. gf cnlecctigg Cuicaco—L. W. Scott, with Montgomery Ward & Co. for a decade | and to Homer Savage, Buffalo, for 
” tit Siieeneie ied ofits ae eaeney renege “4 eteineiiadn talite in mail order sales, advertising and merchandising, has resigned to|the best example of photo offset 
MI. for 26 years, as production man- eager phere ee. Publishers anon My yas = SEH LEVEES, STEED Os Vies-peesisent ond ao~ | work <a a Geen Tees, 
V1. x . executive. 
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—- “2 res pein L oak tes 6 tata Pagel Report P rofits Up; tives of the provincial govern-|the best paper (on “How to Get 
Sanborn, 67, publisher. of the| Week for day workers now getting Pl E : ment, engineers and others inter-|More from the Labor Dcllar”) 
fing age Ry F cone gg ped anie. $85.50 for a 74-hour, five-day an &£xpansion ested were scheduled to meet in pte a nether! by C. E. Howe & 
Pa, and a newsprint broker, died|work week, plus like raises for! New York —St. Regis Paper|New York this week. r Peano certificate of recogni- 
at his home in Elm Terrace -chardlonag apts" mana continued pinay pon SS  .. bad = oar tion and gratitude was awarded to 
Oct. 20. ng . wa ae id a ee ee Br ooks Replaces John Howie Wright, editor of the 
ant ple” contract provides |mon stock since 1931. first direct mail magazine—“Post- 
ROBERT W. HOY for an “all-union” shop under| Sales of the company and sub-| Don Patterson age.” A gold watch was presented 
which an employer “cannot com- bl f h 

ALLENTOWN — Robert W. Hoy,| 921 members to work with non- sidiaries almost doubled for the to Clarence Musselman of Allen- 

18, retired advertising manager of er Be atadetn “ahi  aubbendinns first nine months of 1947, amount- at Scripps-Howard town, Pa., in recognition of his 
_ the Pennsylvania Power & Light p pp ing to $103,955,481 as compared services over the past 15 years. 
ad ennsy g we : ; 

~ . and therefore agrees that any re-| 4, 956438324 for th New York—Don D. Patterson,| wiles Kimball 
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ent. Now ° s ordon E. Hyde an alter : # & Co., Toronto, C i ice- 
ont Joins St. Regis Paper Seller will heed peeavem exrenee- first nine months of 1947, com-| <outhern newspapers and com- Be Tig eng os ‘- 
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off ye : , & Jeanette Robins elected 
reach the A ClUding advertising) editor of the| tively, of the American Associa-|come of Gair Company Canada vector of the New York Woerld-|\;.: on reelected execu- 
| find the | Wall Street Journal to join the/tion of Advertising Agencies. The|Ltd., the profit for the Jan. 1- Telegram, will succeed Mr. Pat- tive secretary, to serve her 20th 
S are pre Public relations department of St.| eastern meeting will be held at| Sept. 30, 1947, period was $4,340,- ite ’ ° year. . 
ublict : ns yp ge te “a tthe Soke in tee a 2 7 ae New |643, compared with $1,728,191 for Mr Brooks, in turn, will be se les 
— owar utledge, writer o e | York, Nov. 18, and the mid- : : ‘ ‘ ’ ’ i » ¥ 
WATES § Mi column, “Business Bulletin,” also bet mestion is scheduled for the | @¢,4tst erp ee nee = eg succeeded at the World-Telegram Toni Starts Nora Drake 
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5 Yenkee representatives have con-|of d#rectors. Mr. Seiler, who is yor Poin salah tile Hanser Soap Company; Kellogg . 
AGO 10, (LL ‘icered selling the network, and/|president of the Cramer-Krasselt Ne Yy wn a Seed Company; Kahn Mfg. Com- Hurd Opens Studio 

vg cede publication reports of ne-|Company, is chairman of the cen- ew rork publishers and paper! pany, fluorescent fixtures; Mam-| Don Hurd has established his 
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= Lookbeyond the rate card, Mr. Advertiser! Many Vv Does it enjoy the respect and eget of the The Ame: 
Q things not listed there will affect the success of reader and advertiser alike by delivering “eye 
: your campaign.- an indispensable value to each? } ver live 
4 : : Hidn’t pre 
= Take PUBLISHING STANDARDS for instance. Answers to these questions may well spell the / 
; y_ Is the publication recognized as an integral difference between mere editorial content and / Eckie, « 
4 part of the industry? BUYER INFLUENCE; between circulation and / preat in | 
iisen BUYING POWER; between advertising cost and a i el oy 
V Is its editorial content authoritative, un-  PprorrraBLE INVESTMENT. j moor: A 
4 biased and single-mindedly devoted to the / 
4 interests of its readers? When applied to the Haire Publications the / Sulliva: 
4 V Doesit strive continuously to raise the ethics A SWETS must be at the affirmative because EACH / this - 
and standards of practice in its field? Haire paper invariably is the No. 1 advertising | )00,000, 
medium in its specific field. f a hote 
T oom resi 
The Power of ALL for the Strength of EACH WHAT THIS SYMBOL MEANS TO Prestor 
As in other matters, Haire Publications are highly SELL-ective —___— 7 nission f 
in their publishing standards. hand-r 

Through the years, a// the Haire resources and techniques for OUR ADVERTISE RS a = May 
good publishing have been applied to each individual publication. , | : AAs : 

By concentrated devotion to the best interests of one single field, e@ The Associated Business Papers is a national association of highest Some. 1 
each Haire Publication has won the position of spokesman for type business publications. Rt oe 
that field. adio qui 

al ta i e@ PAID circulation as proven by ABC (Audit Bureau of Circulations) is hine jacl 
. ° : Trew 
ae @ primary requirement. com 
Wey —— +o . a Poe “The b 
Doresics W “ NIN * Adherance to a rigid code of ethics and standards of practice is an ae 
NN s other primary requirement. Even 1 
; ent, the 
@ The A.B.P. acts as a clearing house for progressive publishing ideas; it few boy 
constitutes the only cooperative effort in business publishing to safeguard the ae 
olum 
industry’s ethics and standards of practice. eam just 
F isenhow 
e A.B.P. is constantly devoted to (a) increasing the usefulness of mem- fie a d 
ber publications to their subscribers; (b) helping advertisers get a better fF “O™™! 
‘ . return on their investment. ete 9 
teachers’ 
These HAIRE PUBLICATIONS are Members of A.B. P.: tony A. 
CORSET & UNDERWEAR REVIEW— HOUSE FURNISHING REVIEW — iny red 
Since 1913—The buyer’s monthly Since 1892—The only specialized 
merchandising authority in this magazine serving the needs up 
] field. the housewares and appliance ty fi 
: FASHION ACCESSORIES —Since  ™arket. crs, 
1908—The only publication serv- | HOME FURNISHINGS MERCHANDIS- ¥, talk 
ing accessories buyers. ING—Since 1901—The specialized ver and 
INFANTS’ & CHILDREN’S REVIEW— guide for coordinated merchan- And n 
3 For 21 years, the only inde-  dising of products for living rough 
dent merchandising magazine | T0oms, dining room, bedroom. hen his 
or infants’, children’s and teen LINENS & DOMESTICS—Since 1926 
age buyers —the only one with —The only specialized publica- up 
ABC paid circulation. tion devoted exclusively to the nlarg 
LUGGAGE & LEATHER GOODS — great linens and domestics bossibl 
No 7 Since 1898—For half a century market. ae col 
° the only magazine devoted ex- CROCKERY & GLASS JOURNAL — bograph 
in a series clusively to buyers of luggage, Since 1874—The specialized au- How’s 
1 SELL-ECTIVE handbags, personal leather’ thority on china, glass and allied 
— goods. giftwares. Tr 
SERVICES THAT - . 
MOVE MERCHANDISE a 
! = Haire Publications are proud to be members of A. B. P. wt sale 
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